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Theidea behind the startup

Baby Destination first started as an idea mostly borne
out of need. When I became a mother five years ago, I
realised that there wasn’t any online community which
supported Indian mothers by offering any information
onmotherhood.lalsorealised that various Indianmoth -
ers don't have the privilege of a support system like | did.
There wereinstances whenlhad the mostbasic of doubts
but | couldn’task due to the fear of being judged. Later, |
discussed with few new momsandrealised

that most of our problems were the same.

delivering three main things: (a) content partnerships

wherein we create relevant contentforbrand, (b) content

marketing and strategy wherein we create awareness

of the brand. The insights we receive from Al and ML

aid us significantly in strategising and this helps us drive

marketing campaigns. The third thing we aim to deliver

is conversational marketing. We have pioneered solutions

in conversational marketing - we are the only platform

doing this not justin a parenting space but in general.
Othercompaniescantapintosocial listen -
ing through platforms like Facebook but

Hereafter, | left my longstanding corpo - UNLIKEOTHERS, WE dueto ourown communities, we listen to

rate investments career in New York HAVEA COMMUNITY social media conversations like no other

and moved back to India to pursue my OFOVER6LAKH platform. However, this key USP dif -

dream of.ma king a safe and t'h riving MOTHERS WITHFB ferentiates us and gives us a significant

community for mothers. | aspired to edge.

create a community where women COMMUNITIESOVER6

could ask any question they had, LAKHMOTHERSAND The way forward

learn new things and hopefully find WACOMMUNITIES With the aid of technology and

afriendin the process. OVER50THOUSAND digital media taking over every as -
MOMSSPREADALL pectoflife, I feel like we willbereach -

The USP OVERINDIA. ing moms all over the world with solu -

Our focus lies in reaching out to expect -

ing and new mothers who fall under the

22-38 age bracket. Unlike other brands and

platforms that cater to a similar demographic, our
growth has been organic. Our organic growth has been
possible because of our superior content. Other platforms
can’t boast of a community of mothers, the way we do.
Unlike others, we have a community of over 6 lakh
mothers wherein our Facebook communities have

over 6 lakh mothersand our WhatsApp (WA)

communities have over 50 thousand moms.

We have around 125 WA communities spread all over
India.In ashortspan of three years, we have reached and
influenced the lives of around 12 million people.

Business model
Our model goes beyond the conventional advertising
model. When we collaborate with brands, we focus on

tions for every parenting problem, no
matter the intensity. The scenario may
change, but the problems and pain points will
stay the same. In the next 10 years, we are trying to
not just become a parenting platform but also a women-
centric platform.

Overseas foray
Our primary focus now liesin reaching mothers
alloverIndia, especiallyin Tier2and 3 cities
and also to other South Asian countries and
United Statesinthe nextthreeyearsaswell. Aswe stepped
into producing vernacular content, we realised that there
is still a gap that needs to be filled and we are working on
it. We are working with brands in Asia and thatissome -
thing that we aim on scaling in the near future. The ideal
scenario would be to have a backend, wherein we work
togetherwith Facebookin building anetwork that'spow -
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ered by MLand Alto breakdown the language and region
barriers and allow members of the group to understand
and answer questions in any language across any region.

Social touch
We are acommunity of over 7 lakh moms and organically
reach over 12 million moms a month. Most mothers join
our community with a strong information and support
need and within a shortamount of time, they become an
integral part of the trust networkand commence helping
other moms out also.

Everyday, our inspiration is the community support
given to each other to solve the problems.
We would like to present a few examples;
amom with a 2 year old child, who had

technology and community driven conversations. We
want to utilise this technology for building automated
moderating solutions such as building tools formoderator
moms to manage conversations.

Idea of wealth generation
Baby Destination believes inimparting knowledge and
that is wealth generation for us. It’s not just about the
monetary aspect of evolution,employmentand providing
opportunities to people. We take pride in our inventory
of knowledge, learnings, insights and the research for
curating solutions to the problems through the informa -
tion. | believe that sharing knowledge s a
beautiful thing.

retinitis pigmentation got supportfroma WEWEREABLETO Self-realisation

fellow momand herdaughterisnowun - BUILDACOMMUNITY We realised the intensity of our work
dergoing treatment. Another instance OFQOVER7LAKHMOMS after a year of the inception of Baby
when a mom who was going through INTWOYEARSAND Destination. | noticed that there was
domesticissues and was on the verge THAT'SWHENWE asignificant growth in our contenti.e.
ofleaving h.er housegothelpfroman - REALISEDTHATWE organicreachto ove!ra million moms.
other mom in the local WA group. We were able to build a community

WEREONTHEPATHTO

The paradigm shift

Our numbers speak for themselves

and we are growing rapidly. Through our
well-researched content, meet-upsand com -
munity led initiatives, we have been able to bring

a paradigm shift in the thinking of Indian people and
households.Baby Destination is part of a progressive and
developing Indiaand we are moving ahead with the time
whilekeeping Indiantraditionsin mind. As we provide
factual information, we have been able to influ-
ence the way Indian parents bring up their

children. In two years, we scaled by reaching

12 million.Inthe next threeyears, ourgoalistoreach 100
million moms by building more communities, partnering
with other communities and also by expanding to Tier 2
and 3 cities.

Tech disruptions

We are heavily utilising Aland ML to move beyond con
versationsand build a supportive community. These con
versations and insights help us grow by deciphering the
problems in other languages along with English. We are
alsousing this technology to provide automated solutions,
mostly by answering questions formomsround the clock.
This also helps us learn better on how to dig deep into the

CREATEABIGIMPACT

of over 7 lakh moms in two years and
that'swhen we realised that we were on
the path to create a bigimpact.
In 10 years, we hope to reach 100 mil -
lion people. Personally, after 10 years, we will
retrospectat thismomentwith pride and gratitude
for coming so farand never gave up.

Message to entrepreneurs
I believe if you can change people’s lives, you have a
business. My advice would be to know the pur -
pose of your brand and focus on the problem
that you are trying to solve. Test, learn and
improve!

Dare to dream moment

When we came to India for initial research in 2015 and
spoke to moms, werealised a biginformational gap exists
andthe opportunity to create an ecosystem for 100 million
moms to solve their parenting problems by giving correct
information and recommendations. At this point, | left
myinvestmentbanking careerin New Yorkand moved to
India to work on building Baby Destination.

prabodh@businessworld.in
» @pricelessmidas



