FIREHELL:
PULL THE PIN.

TASTE THE FIRE.

Brand Strategy & GTM Playbook
for India’s First Gen Z Chutney Brand.

March 2026 | Full Research Document

& NotebooklLM



iiiii
llllllll
!!!!!!!!!!
LI

READY FOR DISRUPTION

" THE BATTLEFIELD: A BOOMING e :

lllllllll
-------
------

g
.....
---------------
--------------
.................
---------------------
--------------------
lllllllllllllllll
lllllllllllllllll
-----------------

U N

................................

.......

........
''''''''''''''''''''

-------------------------------
....................
aaaaaaaaaaaaaaa

lllllllllllllllllllll
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India grows the heat, but no homegrown brand owns the global Gen Z hot sauce space. Naagin proved the market exists; FireHell will corz N:t;b:::rkLl"u"l



' THE THREAT LANDSCAPE REVEALS
A MASSIVE UNOCCUPIED WEDGE

NAAGIN SAUCE
(THE BENCHMARK)

FIREHELL

HIGH THREAT (445-940),
BUT PRICING BLOCKS ti '
MASS ADOPTION.

MAXIMUM GEN Z APPEAL AT
AN ACCESSIBLE 249-279
PRICE POINT.

GEN Z APPEAL
(BORING/AUNTY TO CULT/SHAREABLE)

CHING'S SECRET,
SPICE STORY
MASTERCHOW.
FAMILIAR, BUT NOT Al
= | VISUALLY EXPLOSIVE.
LEGACY GIANTS | - .
(KISSAN, TOPS, MTR
FOODS, TATA SAMPANN). ADF SOUL.
MASSIVE DISTRIBUTION, NICHE, HEALTH-FOCUSED.
. NOCOOLFACTOR. | & b

e/ PRICE PER BOTTLE (AFFORDABLE TO PREMIUM) -
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THE TARGET: EATERS WHOLIVE
LOUD AND SHARE EVERYTHING

GEN Z (18-26 YEARS) IN TIER 1CITIES. DIGITAL | -
NATIVES WITH 15K-60K DISPOSABLE INCOME.
IR YOUNG MILLENNIALS (26-34 YEARS). FOODIES, |
3 HOME COOKS, AND GIFTING BUYERS. 5
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DIET: MOMOS, BURGERS, PIZZAS DRIPPING IN SAUGE
3-0 TIMES A WEEK.

HABITS: 6+ HOURS ONLINE. TRUSTS GREATORS,
IGNORES CORPORATE ADS.

MOTIVATION: BUYS PRODUGTS THAT ARE AESTHETIGALLY
SHAREABLE. THEY DON'T WANT A GONDIMENT; THEY
WANT A WEAPON FOR THEIR DINING TABLE.
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" THE WEAPON:
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A THREE-PRONGED
ATTAGK ON THE

Pillar 2 - TASTE:
Unapologetic Indian Heat.

real kick. Not watered down,

Pillar 3 - STORY: 100% Desi Pride.

Pillar 1 - LOOK: The Grenade Bottle.
Made in India, with Indian chillies, for an

Instantly Instagram-worthy. It is a table

Bold, full-flavor chutney witha

not mild. Zero apologies. ::
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centerpiece and a collector’s item. Indian audience. An explosion of flavor that
The reaction is the marketing. makes Indian spice dominance official.
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THE ARSENAL: YEAR 1 PRODUCT LINEUP

I Original Green Nuclear Desi Mango
FireHell Phosphorus | Tamarind Schezwan Blast | Warhead
Smoky garlic chilli. Fresh green chilli & Imli + Ghost Pepper. The Indo-Chinese made bolder Tangy raw mango + chilli

coriander bomb. most dangerous combo. with Indian chillies. for summer punch.
3249 | 4./ /) Hot 3249 | JPP P VeryHot | 3279 | SIS IP Extreme | %249 | S0 Hot 3249 | J/) Medium-Hot
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ATTACK VECTORS: A THREE-CHANNEL
DISTRIBUTION MODEL

Channel 1: Own Website (D2C):
40-50% Revenue. The Margin Driver.
No middiemen, full data ownership,
bundles, and gifting packages.
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Channel 2: Amazon.in: 30-40% Revenue.
The Discovery Engine. Captures high-intent
search traffic (hot sauce India) and builds
critical social proof via reviews.

Channel 3: Quick Commerce: 10-20% Revenue.
The Impulse Channel. Blinkit & Swiggy Instamart
for instant trial during food delivery moments.

R
& NotebooklLM



CONVERTING T} ,

WEBSITE MUST-HAVES

Hero auto-play video
(uncapping the grenade)

Pick your arsenal bundle
builder (15% off)

2-tap WhatsApp
re-order button

Fire

UNLOCK 15% OFF BUNDLE )

RE-ORDER NOW

THE DZC ENGINE:

NT(] REGRUITS
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META ADS PLAYBOOK

Focus: Instagram Reels
(30-40% lower CPM). 2-second

visual hook.

Formats: Raw spice reactions,
aesthetic slow-mo unboxing,
and desi meme-style product

placement.

Target: <280 CPA and >3.5:1
ROAS. 60% cold traffic, 40%
retargeting (abandoned cart
10% off).
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THE AMAZON BLUEPRINT: SEARCH & SHELF DOMINANGE

| ANATOMY OF A LISTING FOUNDATION:

Brand Registry + FBA from Day 1 for Prime badges
and 20-30% sales velocity increase.

HERO IMAGE

ortivizep | SEQ & LISTING:

; ‘ TITLE (KEYWORD-LOADED) FOR SEARCH

S e PRIME BADGE 7-image strategy (Hero, Lifestyle, Ingredients,
RATING/REVIEWS SOCIAL Heat Meter, Recipe, Story, Size).
Keyword-loaded titles (Spicy Garlic Chilli Hot Sauce).

BULLET POINTS BUY
(FEATURES) BOX
5-STEP PPC ATTACK:
1. 2-week Auto Campaign for raw search data.
e bRIVERS | 2. Manual Exact/Phrase match campaigns.

3. Competitor Interception (Targeting Naagin &
MasterChow listings).
O e 4. 15% Launch Coupons for initial velocity.

5. Seasonal Lightning Deals.
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G e CAMPAIGN 1: THE PULL THE PIN SPICE CHALLENGE

Mechanic: Pull the grenade pin, eat a spoon of
Nuclear Tamarind, film the reaction.

Execution: Seed with 10-15 paid creators. Top
monthly video wins lifetime supply. Built-in
virality. (Chilli Red and Vibrant Green)

CAMPAIGN 2: DESH KA DHAMAKA (DESI PRIDE)

Mechanic: Side-by-side comparisons of global

sauces (Tabasco, Sriracha) vs. FireHell.
UPGRADE

Execution: America has Tabasco. Korea has :

HHEHE”_ Gochujang. India has FireHell. Witty, punchy
DESIDHAN Reels boosted with targeted Meta spend.

o JIL¢ = '“" SRR

--------




ey
-
'\.l"'_"':-

®

GROUND ASSAULT: GIFTING
& MICRO-INFLUENCER BLITZ
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THE GRENADE GIFT BOX: RATE YOUR MEAL BLITZ: COLLEGE CANTEEN TAKEOVER:
Own the gifting occasion (Diwali, Secret Santa). Send free product to 200 micro-influencers Free bottles on tables at 50 Tier-1 college
A 3-bottle military crate for T799. Every gift (5k-50k followers). No script, no payment. canteens. Post #FireHellOnCampus for 20% off.
box sold guarantees free unboxing UGC. Authentic reactions generate 1-3M impressions Reaches the 18-22 demographic at the source.

for just 40K in product cost. N
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THE SPOILS: UNIT ECONOMICS BUILT FOR SCALE
69-70% 7 | X180-280

D2C Gross Margin (Amazon at Target Customer Acquisition
45-55% after FBA fees). Cost (CAC) via Meta Ads.

Target Average Order Value (AOV) Target LTV to CAC Ratio
driven by bundle builder. (Healthy benchmark is 3:1).

THE BOTTLE INSIGHT: THE GRENADE DESIGN IS A PHYSIGAL MARKETING ASSET. BRANDS WITH INHERENT VIRALITY

SPEND 40-60% LESS ON PERFORMANGE MARKETING IN YEAR 2 AS ORGANIC WORD-OF-MOUTH TAKES 0Y£32........



 THE MARCH: 12-MONTH
EXECUTION ROADMAP .

MONTH 1-2
(PRE-LAUNCH)

Finalize 3 hero SKUs,
secure glass mold, build

Seed social media to 5K
followers.

' MONTH 3
. (LAUNCH BLAST)

D2C site & Amazon registry.

Go live. Activate Pull the
Pin challenge, Meta Ads,
and Amazon 15% launch
coupons. Send 50 PR
boxes.

- MONTH 4-6

(BUILD VELOCITY)

Scale winning ads,
launch Quick Commerce
(Blinkit), introduce
Grenade Gift Box, initiate
Canteen Takeovers.

MONTH 7-9
(CONSOLIDATION)

Drop 2 new flavors,
deploy Diwali Gift Crate
campaign, run Amazon
Lightning Deals, expand
to Tier 2 city ads.

MONTH 10-12
(SCALE)

Evaluate offline modern
trade (Reliance SMART),
execute a M+ follower
mega-collaboration, and
explore international D2C

shipping.
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THE FIREHELL EI]GE
- WHY WE WIN

7% Bl The Bottle IS The B Authentic Gen Z Tone. (L <)\ B |

| Marketing. Unmatched No corporate speak; just P
shelf appeal and built-in bold flavor, memes, and
UGC engine. undeniable swag.
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i ] The Price-Performance | ] Pure D2C Economics.
= Sweet Spot. 3x cheaper High margins, owned

=z than the closest premium customer data, and a
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== competitor (Naagin), product engineered for
but looks 2x better. virality from day one.

o | % —— N

&1 NotebookLM




