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How has Going Omnichannel Helped
Tupperware to Meet the Changing Needs of
Consumers

"Going omnichannel helped in business continuity for our stores. | think that was the biggest benefit and
utiization of omnichannel,” says Deepak Chhabra, Managing Director, Tupperware India

eishnai Gupta
Featlras Witer

lupperware is  Us-based brand, headquartered I Orlando 115 present in ncia for
the past 25 yaars. Tupperware was aarliar considerad as a kfcherware brand out 1

transitioning from Kitchomwaro o homoware brand as it s adding fot more product

catogories beyond the kitchen

"We support Al our partners are
doing fhis “or tha last 25 years Also, G0 percent of our products are made i Ind, and

N 961, 0 GXPOFH 10 aroUNG 13 PluS COUTGS from our manuracturing plant n
Denvacn” aging Dircetor

Getting Ready for Omnichannel Retal

Ine
the frst month o the lack:
salling ana connoct the sellrs digtally with the cansumers. I ou of this, the brand
he brand has also

il BUSness hecame aimast 7610 OYEMGAT I The fIrst waxe of COVID During
i, Tuppervare becama busy on how i can digtally start

launched its exclus

b store. Through this wel siare.

introduced Social Seling channs.

"W niegrated our stores and direct sellers with our web store, wilh he Nelp of hree.
Solutions, T first one s TAR, & tech solution Through this, i consamers wish to
urchese our pIoduct Ll is nol avalabie n the store, they can click the TAB &nd go
rough our ontio offring and ordor thoro tself. Tho cocand fool that wo usod i
S0l Sellig. WL U, 0ur SLore Marage shares a unque ik wih (e consumers,
storo and make their purchases. Another solution
have 2 huge
consumer catabass and when stares wers closed and consumers stil waniad to
purchase, our franchisees and diact sallers started sending lnks thraugh Quiek Soll 0
alltheir consumer bases. [hrough this Ink, cansumers can sea the enire catalog
It Chhabra furtner adds.

‘hich hslps thom to and on

Pricing and coneluda 1he fransaetian on WhATSARR s

Tusperiare became one of the first brands to strengthen it Difest Sailing channe

through Social Saling duing the frst wav o COVID.

Training the Franchisee Partners.
“The biggest worty thel Tupperware'sfranchisees had during the COVID was UhaL I the.
customer knows there Is 3 web store where they can buy anything at a cick of &
Dutan, hen the store MIgA lose fhe customer permananrly i the future

“Du o lhese apprehensions, we leunched iaining progrars fo ou fianchisees.
the touch and fee! e thet s provided by astore
oryour

wiould never core from a web store but during this itustion, 1 5 essent
DUsSInBSS CoNTAUIY To laLnCh i wab stare, you Wil ge! COMMISSION of praft via the.
web storer” Chivabra ssserts

Delivering Same Experience Across All Touchpoints.

peny thereisa
acioss allchannels whether i i stores, difect seling, markstplaces, o s website. The
ey products are highlightzd L the seime time al a1 e channels Lo give thenn visibilly

*30 parcent of Tupperware product

percent are based on the regional preferences. Forinstance, Souih woiks more on bulk

storage 50 they need larger storage, Smlaly East needs Mmore sening. <o these 10
habrasays

are avallable across e country bul sboul 10

percen are nie by raglon based on consuMpHn pattern,

Providing Perfect Consumer Experience
“The COVID hias sstened up the oinichannel sy for Tuposrwste. And f o eally
ant 1o make your brand ormichannel, you hiave [0 have the same price and same
expenence

*Going ommichannel helped in business continuity for our stores. | ik that was the.
biggest benefl and ulization of oimichannel Onnicharnel mace business conlinuly
for our brand and made product availabily convenient for our consumer.” Chhabra
avers.

“Aoart o this, we ha Tupcub,

program Consumars can give therr mobile numbers and email s and hey can
‘egister On avery purchass, the consumar gets 2 percent valua nfluence points, wihic
they can use whenaver they fool ke from any store,” Chhabra adds

Tupperware also has  refera program, which Is uniaue 1o the brand. I Ike i you
ecommend same customer and that customer coms ta the st and purcases, you

8110 parcant aquivalent pOINts of the purchass tha customer made. That also gives 3

ot o footfall vithout advertising

"W have i n-house content Cr&ation sel up (o ensure the sanme
across all platiorms. The brancis active social media presence and a niche network of
Influancers bonst this SUDROrt system Eurther, exchisive retal Sores have an acive

by * asserts Vivek C frant

Marating lload, Tupporwars India

Ve have made algital an Inegral Part of TUPDErWare's Marketing sirategy over 80

percan of our marketing efforts are online. We ifiize cigital Tools We aré alsa aurte
a1 selling plattorms ke WhatsApp

s oneo order

‘Swiggy Ganie, Dunzo for oxprass Goliery of prod
stores,” Chaturved adds.

hrough aur

“The brand i also rsying heavily on performance and influencer marketing.

Callaborating with Tech Partners

pan 920 y uses amiof solutians to provids
the best experience to ts custamers and salesforce. This includes leveraging tach
solutions from giants fiks Oracie, Microsoft, M, etc. o local partners ks ETP,

. Claisity, . to completely outsource custom solutions. s partners i ts
cmvichianne! compeny fave matched e sgilly tatis

sowr

fourney o becoring & ru

eeded 0 eel s business needs.
For Warahausing & nventory Management Tupperiare uses Oracle ERP solutions
‘coupled with 31d party WIS system adopted by its SPL partner Nippon. The complete
55 fom procurement, manuiacturing, O, warehousing, and distibution s ully

ntegratec
tailng, B28, or social sellng

U0 3l 5 sl charmels be et s=lng, retal stores, e-copmerce, -

“Iracorally adiect
and this i one araa where the comp

t0ba the face ta ts consumer

oy has heavily

5, and rosourcos.

in torms of doploying its cnergics, budy
2 t0 1un our web store, using Magento everag

oartnered with ND Commer e
test tech and Ul UX. SocialKonnek! suppor us a5 s pailner (o ensure thel it keeps.
 alive Lo 1oL just provide information 1 the world-class products and ife-

amers join L or buy Tupperware. says Amit

he webs
changing opportuniy but 1o asa help cus
Jain, I Head, Tupperviare India

Apart from this, Tupparware has about 90+ s7ores n tha cauriry now It has leverager!
digital anct has equipped it stora awners ta sel digitally The brand takes orders from

ustomers, leveraging saciol madia tools, ard also does ham dalivey. s Paint of

‘Seles system ETP not just racks the biling and manags promations bul also helps i 1o
e logally. referral programs, which custormers can use for thell bengfil The
orand's Tab 300 I stores keens the consumer engaged n fnding the best products
slong wih the festures. A new sddition s 3 Quicksel 20p which digiizes the catalog
and helps them take online orders.
Data Analytics: The Game Changer
The biggest data source for Tupperware i POS a8 I captires complete daal
whata ant. o anddie
ductora z the brand can

bucket the customer nto various buckets based on thei actual purchase hstory.

"Secondy, we do heve aloyally progrem. I gives the duration for which the customer

has been with us, Tiecuency of purchase, what they puchased, and during what lime
system on ou tab g

feedbiack by scanning a QR code al the store.” Chhabra Turher explains

Impact of Omnichannel Strategy
Iniially, when the stores were closed, 100 percent of the business of Tupperwsre was
oning o digial tools an omnichannel, Even wher the slores were apen, 50
Deicent o s business ks coming fiom omnichannel because people were shying
trom coming out of homes

“Tris w
ol of oplions to purchase from raler L visiling the store. Our 50 percen of e lotal
business i coning fiom the omnichannel” asserts Chhabra.

i ot have happened i we didn'L go ompicharinel and gave our customes 3

The brand s aso selling on the leading marketplaces, Including Fipkart, Amazon,
Fayie, Tata Clq, and Snapdsa It also sells through s web store and this web store s

ntatves ”

parcent o s tofal sales.
"The online purchasing is becoming stong, peopls habits are changing and onice
COVID sefties down, the online purchase patier is going to mprove and grow turther |
personally feel this 12 percant online shara wil 9o 1o 70 parcent naxt yeat” Cohabra

I think. going forward, ifyou saling
then you araleting o of @ part of customers that aa tech Savvy and want to
o when you go ommichannel and give them the option

store

S0 atthelr own converient
o purchase your brand online you ars exganding your consumes bses and bl
Uhe brand value:” Chihebra adds.

Going ahead, the brand is planning (o oxpand to 500 more storos inthe noxt thioe
years. s aso expanding with few more online players fie Big Basket, Grofers, and
sl other porlas.



