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EXECUTIVE SUMMARY

The report studies the growth prospects of online retailcre and E-commerce in India

And also goes deep into the challenges that are they cai possibly face an also the

opportunities that they have and can take advantages of inindia. <

v inindia. The Indian e-
Ly 2026 from US$38.5

1)

The E-commerce has transformed the way business 1< «

commerce markel is expected to grow to US$200 Billion
Billion in 2017. Most of the growth is bacause of increasing inlernet and smartphone
penetration and risng income of Indian citizens. The ongoing digital transformation in

the country is expected to increase India’s Total internel user base to 829 million by
2021 from 636.73 million in FY19. India’s Internet economy is expected to double
from US$ 125 Billion as of April 2017 to US$250 Billion by 2020,majorly backed by

ecommerce , India’s E-commerce revenue is expected lo jump from US$39 Billion in
2017 to US$120 Billion in 2020 ,Growing at an annual rate of 51 percent,Highest in

the world

portunities in E-commerce as income per capita

Further we researched about the op
and services from organized sector over the

is rising and people prefer to buy goods
unorganized sector which provide an altractive opportunity lo E-commerce

Further there are challenges that hampers the growth prospects of Ecommerce i

India like Unprofitability be

Competition from organized offl
Merchant, shopkeepers anc Traders lobbying groups.

cause of deep discounting. Changing Customer’s loyally,

ine retail sector, Government policies, Hoslile

erimpact of Growth in Ecommerce like Employment

The project report explores oth
hite collar jobs like IT Finance and lManagement and Blue

crealion which include w
mmerce as an Investment

collar Jobs like Gig eccnomy worker as weli as E-co

e, Supply chain of Ecommerce and its impact on Indian Economy

avenu
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GROWTH PROSPECTS OF ONLINE RETAILORS AND

ECOMMERCE IN INDIA

~ CHAPTER 1. INTRODUCTION

WHAT IS ECOMMERCE?

Ecommerce stands. for electronic commerce. ‘Ecommerce’ and ‘online shopping” are ofien used
murdmn"gablv but Ecommerce is much broader than online shopping — it includes a broad concept for doing
business onhne,'mcorporating a muluwude of different products and services e.g. Money Transaciions,Online

lecturzs and Making appointments etc.

Ecommerce deal in goods and services with the i1elp of the internet and electronic media. The growth of
Ecommerce in India is due to It being customer friendly and improved comfort w1th the help of internet the
online retailors who sel]s products or services and goods directly to the customer from the online markeiplace |
using a digital cart and allows payment through Debit/Credit Card, wallets, UPI, \'et banking. The benefits of |
Ecommerce include its 24x7 Availability. the easy access, the extensive availability of products and services
for the customer and across the world reach. In the present environment Ecommerce industry is increasing in

dgemand. Ecommerce makes customcr io get the goods at cheaper cost. multiple choice and saves nme.
Ecommerce business is expanding in India because of wide availability of product with cheaper cost muluple
suppliers and customers. In this field cvery business in India is still growing étage but it offers massive

oppurtunity.

Fcommerce has expérienced massive growth since its humble beginnings. Now Ecommerce sales are
estimated to grow to 60 thousand cores by 2020. The scope of Ecommerce should not be underestima:cd as
it continues to be present in evervday life and present opportunity for MSME Sector and online incstor,
Amazon. for example, which started focusing on customer-orientated websites as well as an own shipping

network Amazon Prime, has been seen 1o sell in excess of 1000 items per second.

The growth of Ecommerce in India in the last twenty years, rising internet and mobile phone penetration has |
changed the way do business. Ecommerce is a new concept. It is. currently, dependent on the internet and
mobile phone to fundamentally alter the way businesses connect to their customers. While in major cconomies

such as the United States and China. Ecommerce has experience massive growth to achieve sales of over

S>06Billion USD in revenue and 23S Billion in Net profit, the Ecommerce industry in India is, still at
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Its initia] phase of growth. However over the past few yaars. ‘hc Ecommerce scctor has grown |)y almost 25% | 1

CAGR from 3 Billion Dollar in 2015 to 12 billion dollar in 2020 and is estimated (o £row upto 100 billion ,i
|

dollar by 2050 by mckinsey &co.

Industry studies by IAMA.Suggests that online travcl significant part of the Econgoree industry with

- become the fastest-grow iy ciment. increasing

an estimated 35% of the market share. Meanwhile, ¢1on
its share from 10% in 2009 (o an estimated 40% i 2010 T stimation based on industry dat suggests that the
number of parcel ordered in Ecommerce marketplice cxeeeded 1 Billion in 2019. 1lowever. this share |
represents a small portion (less than 3%) of India™s 1 iimarket, butis expected ~uinuous growth
i the coming vears. If this growth continues over th U lew decades, the size of the el industry is |

poised to be 100 billion USD by 2050. This growth is expected to be mostly because of increased consumer—
k

led consumption of goods in electronics, apparels and accessories as there per capita income in increasing in !

a growing economy, besides products such as books und audio-visuals are going 1o increase because of

Chaﬂgmo lifestyle. The strong growth of Ecommerce will place a pressure on the supporting logistics fur.:tlons

|
l
r
|
.’

I aswell. The proposition of Ecommerce to the customer is in offering an almost unlimited variety of choices I
\
l
l
{
I

spread over an enormous geographical area. Firms cannot compete only based on sheer volumes of goods and |
services in todays globalized world of Ecommerce. Instead, the competition has shifted to delivering to ever-
shortening delivery timeliness, consistently and predictably. Negligible shipping prices, doorstep delivery, and

convenient return policy have become the most 1mpo|mnt elements. While the current logistics challenges

°
>
N
0
5
s,
>
)
D
b
)

Ielatmg to delivery and distribution of goods and service in organized retail industry are well-known, the
) | demands of Ecommerce raise the problem to a different level. Online Retailers are well- aware of these issues |
| and are committed to invest capital in improving this. The ¢-commerce market in India has enjoyed massive i
gl‘owth of almost 13% for the last six years. Though ¢-commerce has been around since twenty years, the l
present opportunity is now finally in place to drive such market ahead. t
' i
Such is the faith of investors in thls sector that capital has been pouring m from ali diverse areas. like Venture |
,

Capitalists; Private Equity, Vision Funds. These e-commerce firms will have to face challenges associated
| with a diverse supplier, technological limitation, customer loyalty, authenticity of products. and re-dressily to

problems. One cannot rule out the importance of the fucility of Cash-on-Delivery (Cod). currently offered by

most e-Retailers, which accounts for almost 60% of all transactions. Another extremely important factor is the
co-operation from the Government of India on regulatory fronts. With the advent of the massive tax reform in

form of GST, the e-commerce players are now relieved about having some kind of clarity on the regulatory

| front, as prior to this, laws regulating e-commerce in India lack clarity &amp: have several layers of

| unnecessary compliances.
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Fhe dically transforming the businews landscape
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'Pid emergence of e-commert Pe. Start-up firms are

ciap 0 N 14 wyatl e ronoh evicien
PG new opportumitics in the electiome market place through exis avative business models

! Mabhiched finme are racing 1o tranclorm ood adapt their old business medc i W enviromment
* A ' T
\ Ve Dem wonld e an < that denives a substan witl revenne from intare
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. | P >
I L hacesperienced phenomenad cowth, breaking down ofd <hoy - nongg & amp. mcnlcatmg new
P aonew wan tho rransact
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dmatter of mmutes, can Inoally shop from a wide rangc crvices and goods. from travel,
MOV e 1the S 3ern i ¢
movics s clothes, procerics., pharmacennical products, gadgets &amp cven handvmen services such s
lum e
'm\ul,;.‘\‘\_ \'I\‘\'“'C]Hn&. C‘L'
i
- om A . . o " " -
| vmmeree m-India is now charactenzed oy low pricing, fast shipping and o multtude of options to choose
from.

India iy home 10 over 5000 ¢-Commerce hubs dedicated exclusively to exploiting the burgeonmg growth rate

of this sector,

* Though. the bug of e-Commerce seems (0 have been late to catch on in India. it doesn’t look very likelv to

deflate or even disinflation anyume soon.

The rise ot the Indian cconomy has not given millions of Indians the privilege of technology but also cnabled
them to unlize the internet in a way (o have a great shopping experience. The world seems to be watching on
excitedhas India fast becomes a major rcommerce player. There is evervihing to play for in this industry. but
many brands are i need of a litle guidance. Ecommerce has changed the lives of people around the world and
its zrovehn India is not showing any signs of slowing down. The year 1991 noted a new chapter in the history
of the onlime world where Ecommerce became a hot choicc amongst the commercial use of the internet. At that
time nobody would have even thought that the buying and selling online or sav the online trading will become
a trend inthe world and India will also share a good proportion of this success. India first came into interaction
with the online Ecommerce via the IRCTC. The government of India experimented this online strategy to
make it convenient for its public to book the train tickets. The acceptance of the ecommerce on a large scale
by the Indian people influenced other business piayers also to try this technique for their E- businesses and -
gain high profits. It gained popularity only with deep discount model of Flipkart. Ecommerce has become

almost indispensable for Indian consumers and is expected to have a greater impact in the future,
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I the past decade Ecommerce firms have gone from their humble beginnings 1o becoming a threat (o |
' ' & . |

established, behemoth retail chains like Malls, Organised Retailers and unorganized shopkeepers. The rapid ‘
. \

growth in internet sales has served to provide consumers with an alternate medium (o purchase goods they '1

would traditionally buy ar brick and mortar stores, The “touch-and-feel™ method of product e aluation is still
prevalent, especially for moderate and high-involvement products such as furniture that are purchased
relatively in-Grequenth W orldwide internet consumer expenditure has gone from 3% in 2000 (i i e of total
retail sales) (o an estimared 25% in 2025 (Cole, 2010). Within the Ecommerce space, sales srew more than
20% worldwide in 2019 10 almost 2840 hundred erore, as F'eommercee giants such as Aniason r'umh‘mu(l o
expand to new peopraphics and traditional retailers also started offering their products virtualis This boom in
Ecommerce can be seen m the skyrocketing valuations ol new firms, the most notable ol tcae bemg Alibaba

. 1
which conducted 2 hugely successful 325 hundred crore PO in September of 2015, valuing the Chinese ’
mternet giant at almost 2170 hundred crore (Ben-Shabat, Nilforoushan, Yuen, & Moriarty, 2013). In the United |

States alene, Ecommerce sales grew 12% in the first quarter of 2019 compared from the fourth quarter of the

i
. \
previous year, totalling 89,1 hundred crore (U.S. Department of Commerce, 2019). (:

|
Despite? these rapid advancements in Ecommerce, many consumers still prefer to visit a physical store to |
evaluate a product. Rescarchers have studied and created models to elicit and p.redict consumer preferences 1
however it is extremely important to understar.d how consumer prefer'ences "change regarding the different
attributes of the same product when they assess them online and offline. One of the easiest ways to construct
consumer preference models is to conduct a conjoint analysis (Green and Srinivasan, 1978) in which subjects
are asked to rate pairs of products in which only one attribute is changed. Using this technique. researchers |
can determine which atiribute a subject prefers in the product and these attributes are then ranked. The value \l
,
,
|

that the subject assigns Lo cach attribute can be calculated as a statistical estimate, which then enable the

researcher to map out tradc-offs between these attributes.

Most marketing rescarchers conducted this survey online and then used the results for the offline preference lr
mapping as well, incorrcctly assuming that preferences arc symmetrical b‘oth online and offline. Past research
has shown that therc is a change in preferences and utilitics when evaluating a product online and offline. This
phenomenon is very common as consumers usually do not realize how important certain Ieawres are (o them
until they physically sce the product. For instance, you miglit compare anld select a desk chair online and decide
to visit a physical storc (o “test” it out. While reading the product description online, you might feel the ability
to adjust the height, color and presence of wheels are the most important features, however when you actually
see the chair you realize you actually care more about the comfort when you are sitting and whether or not it
can recline as the most important features. In fact, you might even reject a chair completely if while evaluating
offline you see that onc of the features you “weighted” as low utility online is not present. Additionally, it is

possible that you were indifferent between the colors black and navy online
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willinanc;s (o pay regardless of which color, however when you actually sce the .‘
1= b

e oo bright for you and you would be willing lo pay a premium (o |

(he study by western Universities, we can test for: 1)

and would have the same

chair you realize that the blue is 2
acquire the black chair. Using data collected for
Llate festing if consumers along with a change in preference for

| ween pairs ol features 2) effect on willingness to pay based

changesin the part worth utilitics for cach .

featuresalso change their relative preference
on the relative part worth utilitics and S (o the changes in the range of the various overall attribute
0ore less non-compensatory offline vs. offline. The buying and

importance to determine ift consumers @y
rs through an clectronic medium, without using any

selling of productsand services by business pedconsume
paper documents. It is a type ol business o weament ol a larger busine-s model, that enables a firm o
ver an cleconic network, typically the internet. I:lectronic commerce draws

individual to conduct business ¢
Internet marketing, online

on such technologies as electronic funds transfer, supply chain management,
a4 interchange (EDI), inventory managcment sys'cims, and automated

market prescnce, or to cnhance an

JIIIIII7993

transaction proccssing, clectronic dat
allowed Nirms to establish a 1
d more efficient distribution chain for their

| 4
¥y

data collection systems. Ecommercc has

already larger market position, by allowing fer a cheaper an

_products or services.

797

With the advent of the Internet, the term Ecommerce began to include:

]
i

dd

A) Electronic trading 6_fphysica] goods and. of intangibles such as information.

B) All the steps involved in trade, such as on-linc marketing, ordering payment and support for delivery.
C) The eiectronic provision of services such as after sales support or on-line legal advice.
aborative on-line design and

;

" w wRRe NS $ ‘JJJJ»J’

D) Electronic support for collaboration between companies such as coll

engincering or virtual business consultancy tcams.

Electronic data interchange (EDI):-
qission of data between organizations by electronic

Electronic data interchange (EDI) is the structured transt

o transfer electronic documents or business data fron
another trading partner without human intervention. Ttis

1 one computer system to another

means. It is used t

computer system, i.e. from one trading partner 10
sunizations might replace bills ol lading and even cheques with

more than merc e-mail; for instance, or

appropriatc EDI messages.
EDI and other similar technologies save a company money by providing an alternative to, or replacing,
information flows that require a great deal of human interaction and materials such as paper documents,

advantage of EDI over paper documents is the speed in which the

meetings. faxes, etc. One very important
ves and incorporates the information into their system thus greatly reducing cycle times.

trading partner recel
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HISTORY OF ECOMMERCE

History of ecommerce dates Lack to the invention of the very c/¢ notion of "sell and buy", electricity, cables,

computers, modems, and the internet. Ecommerce became pousibic i 1991 when the Internet was opened to

commercial use. Since that datc thousands of businesses have takciiup 1esidence at web sites.
Atfirst, the term ccommerce meant the process ol exccution of commercial (ransactions clectronically with
the help of the lcading techinnlovies such as Electronic Data Tiier bange (EDI) and Electronic Funds Transfer

(EFT) which gave an opporianiy for users Lo exchange business iformation and do clectronic transactions.

The ability to use these technologies appeared in the late 1970s and allowed business companies and

orgamizations to send commercial documentation electronically,

Although the Internet began to advance in popularity among the general public in 1994, it tcok approximately

four years to develop the security protocols (for example, HTTP) and DSL which allowed rapid access and a

persistent connection (o the Internet. Tn 2000 a great number of business companies in the United States and
Western Europe represented their services in.the World Wide Web. At this time the meaning of the word

ccommerce was changed. People began to define the term ecommerce as the process of purchasing of available
goods and services over the Internet using secure connections and electronic payment services. Although the

dot-com collapse in 2000 Jc( to unfortunate results and many of ccommerce companies disappeared, the "brick

and mortar" retailers recognized the advantages of electronic commerce and began to add such capabilities to

their web sites (e.g., after the online grocery store Webvan came to 1uin, two supermarket chains, Albertsons.

and Safeway, began to usc ccommerce to enable their customers Lo buy groceries online). By the end of 2001

b

the largest form of ecommerce. Business-to-Business (B2B) model, had around 2700 hundred crore in

transactions

Ecommerce has a greal deal of advantages over "brick and mortar” stores and mail order catalogs. Consumers

can easily search through a large database of products and services. They can see actual prices, build an order
over several days and email it as a "wish list" hoping that someone will pay for their selected goods. Customers

can compare prices with a click of the mouse and buy the selected product at best prices.

Online vendors, in their turn. also get distinct advantages. The web and its search engines provide a way to be
found by customers without expensive advertising campaign. Even small online shops can reach global

markets. Web technology also allows to track customer preferences and to deliver individually-tailored

marketing.

History of ecommerce is unthinkable without Amazon and Ebay which were among the first Internet |

. . . . !
companies to allow clectronic transactions. Thanks to their founders we now have a handsome ccommerce |

scctor and enjoy the buying and sclling advantages of the Internet. Currently there are 5 largest and most
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Dell. Staples, Office Depot and THewlen Packard. According

. . ailers: azon.

famous worldwide Internet retailers: Amazon

| to statisties. the most popular categories of products cold in the World Wide Web re niusic. books. computers.
SEALINTICS, (i N I t - =

onres

[ office supphes and other consumer cleetr
;
Amazon com. Ine. 1s one of the mosl fmous coommeree companies and s locared o Seatde. Washmgton
< one of the first American ¢ ommerce companices to sell
(il business model.

C o (USA). I was founded in 1994 by Jelt Bezos and wa
~Amazon lost ils position as

o the further development.

|
products over e Tnternet, Aler the dot-com collapse
made its first anmual profitwhich was the first st

however i 003 the company
v, rate of retuen in last 10 years only.

After which ngave a 6000
€s.

J
started 40 years ago and. (o this day, continucs to grow with new technologi

| ey _ R
The history of ccommerce
s enlering the online market cach ycar. I:lcctronic Data Interchanges

mnovations. and thousands of businesse
The history of ecommerce

and teleshopping in the 1970s paved the way for the modern day ecommerce slore.

{

|

1

{

l.

!

[ . _ _

;’ is closely intertwined with the history of the internet. Online shopping only became possible when the internet
J ites in the US to start selling

was opened to the public in 1991. Amazon.com was one of the first ecommerce s
products online and thousands of businesses have followed since. The convenicnce, salcty, and user experience |
. ‘»

address some of the key |

of ecommerce have improved exponentially since its inception. This article will
players and milestones of ecommerce.
Electronic commerce (Ecommerce) is relatively new, emerging and constantly changing arca of business

management and information technology. “Electronic commerce is sharing business information,

maintaining business relationships and conducting business transactions by means of tclecommunications

networks”™

DISTINCTION BETWEEN ECOMMERCE & E-BUSINESS:
Electronic commerce can be broadly defined as the exchange of merchandise (whether tangible or
intangible) on a large scale between different countrics using an clectronic medium — namely the Internct

whereas E-business is the conduct of business on the Internet, not only buying and sclling but also servicing

customers and collaborating with business partners.

KEY DRIVERS OF ECOMMERCE:
Key drivers of Ecommerce are used to identify a comparison between technological advancement of

Ecommerce of different countries. It is often claimed that Ecommerce is more advanced in the USA than in

Europe. These drivers can be measured by a number of criteria that can highlight the stages of advancement

of Ecommerce. They are:
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R
advancement of the
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I chhno]ogical factors — The (e
jor busincss and consumcrs.

provides access to the new technology
o of government in creating
cree and infoomation technology.

agovernment legislation, Initiatives and

2. Political factors — includmg th.
©pment of Ecomm

lunding to support the usc

| B . N . N . i
3. Social factors — incorpor. cvel and ady

ancement in I cducanon and training which will cnable

Lo to understand and use the e technology.

both potential buyers and the
e oeneral wealth and commercial health of the nation and the clements

4. Economic factors - includm

that contribute to 1t.

R A A A A a” o~

SIN MAIN INSTRUMENTS BY WHICH ECOMMERCE IS CONDUCTED:-

I. Telephone: — The most important instrument of clectronic commerce is the telephone. The telephone ,
ansactions because of its widespread

succeeded to achieve and maintin a leading role in commercial (r

y of a very little bandwidth

|
availability, its versatility, low cost. uscr-friendliness of the instrument, nccessit
d declining costs of long distance and

/ i.e. capacity for data transmission and its cheap use for local calls an

( international calls.
ad distribution than the telephone. The

2. Television: — Television benefits from an even more widespre
he user friendliness of

relatively low costs of a TV sel and subscription charges for the viewer, as well as

| . . -
TV, have contributed to its success as a means ox commerce.[3]

_ Elecironic payment and money transfer systems like automatic

by o . - . .
3. Electronic payment and moncy transfer:
art of electronic commerce. These

teller machines (ATM), credir cards. debit cards or smartcards are also p
instruments typically only scrve to make or receive payments.
4. Electronic data interchange (I°D1:- EDI typically entails the exchange of documents and information
between the computers of two husincsses without human intervention
5 Internet: — The Internet is an cxiremely versatile means of commerce. Strength of the Internet 1S 0Ls

|
multimedia potential with simultancous voice, image and text transmission. The Internet is not only more
versatile than other instruments of electronic-and “traditional” commerce, it is also more advantagcous in
(erms of delivery time and user costs. It also has disadvantages, such as, necessity of moderate computer

skills, uncertainty about technical standards, the jurisdiction of transactions, the validity of contracts, the

security and privacy of information, and the future role of government in regulating and taxing Internet
activities.
6. Fax:- The main advantage of the fax, another of the Ecommerce instruments, lies in replacing traditional

mail services with speedier document transmission. But this instrument lacks the potential for the

ransmission of voice commurication and sophisticated images. Fax machines are usually more expensive.
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«  The voung population finds online transactions much caster.

\ODES OF CONDUCTING ECOMMERCE

Electronic comumerce operates in all four of the major market segments:

i) Business to consumer,
i) Consumer o consumer and

nT Consumer to business.

«  BUSINESS TO BUSINESS: On the Internct. B2B (business-to-business), also known as e-bizand is

se or information between businesse

defined as the exchange of products. s cs such as between

cturer and a wholesaler. or between a wholesaler and a retailer.

BUSINESS TO CONSUMER: A transaction that occurs between a company and a consumer[5].

The term may also describe a company thai provides goods or services for consumers.

CONSUVER TO CONSUMER: Consumer-io-consumer (C2C) electronic commerce mvo]\ cs the

clectronically facilitated transactions beiween consumers through some third party. A common

example is the online auction, in which a consumer posts an item for sale and other consumers bid to
purchase it: the third party generally charges a flat fee or commission.

CONSUMER TO BUSINESS: In internet commerce, means through which consumers decide what

they want to pay, and the vendors decide whether or not to accept. When a consumer writes
reviews. or when a consumer gives a useful idea for new product development, then this individual is

creating value to the firm, if the firm adopts the input.

—
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LEGAL RECOGNITION OF ECOMMERCE 1

As commerce on (he Internet has prown, the inevitable fallout from fanled transactions and business

relationships has resulted in a developme hody ol case Taw. T some casessthe Tepal issues (hat govern the

analysis of the electronic commeron L asaction are no different i Capplied ina more tradional

commercial sefting,

FFor example, u fraudulent scheme porpetrated through print medii e nll the same fraudulent scheme when ;
perpetrated on a web-site. Indeed. m the arca ol consumer [raud. the cergimg issues in Ecommerce are less
related o substantive legal principh i they are to procedural i whoas the courts™ jurisdiction over

out-of-state defendants and discoves e and stopping fraud from 1] vlace online.

OVERVIEW OF THE INDIAN AW

, _

! The Information Technology Act. 2000 (“IT Act”) deals with contractual aspects of use of electronic

| records. The validity of electronic transactions is established under the IT Act. The act establishes that an

| ccommerce transaction is legal if the offer and acceptance are made through a ‘reasonable’ mode. The
objectives. of the Information Technology Act, as outlined in the preamble, are to provide legal recognition
for Ecommerce transactions. The Act lays down procedures for networking operations and for civil wrongs
and offences. The Indian Information Technology Act does not have any express provision regarding the
validity or formation of onlimj contracts The main objccﬁve of UNCITRAL Model Law of Ecommerce is to
offer national legislators with a set of internationally acceptable rules as (o how the legal obstacles in the

| communication of legal significant information through paperless messages, may be removed and how a

more secure legal environment may be created for Ecommerce.

Any legislation pertaining to Ecommerce will be a futile exercise unless it fills up the lacunae in the existing

law regarding the validity of onlince contracts. Recognizing this factor. the Model law has incorporated o
g g y

provision in Article 11 relating (o the formation and validity of contracts:

In the context of contract formation. unless otherwise agreed by the partics. an offer and the acceptance of an |
olfer may be expressed by means of data messages. Where a data message is used in the formation of a

contract that contract shall not be denied validity or enforceability on the sole ground that a data message
was used for that purpose.

For instance, a communication sent by an offeror to an offeree through indirect means, such as an email that

passes multiple servers and spam mails, is not regarded as a reasonable mode under the IT act. Reasonable

modes of acceptance in an ecommerce transaction are:

Dircet mail from the offeree to the offeror. Acceptance by conduct. which is pressing an ‘Accept” bution to
an offer. The IT act governs the revocation of an ecommerce offer und acceptance. An ecommerce

transaction is said to be complete when the offeror receives acknowledgment of the receipt of the offer
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Besides, an ofTeror has the liberty to terminate an offer. provided its acceptance has not been communicated

by the offerce. The Information Technology (Amended) Act, ITAA, was amended in 2008 (o increase
security of Ecommerce (ransactions, with special provisions for legal recognition of digital signatures and
electronic document. Section 43A of TTAA holds ccommerce companies accountable for protection of

[ personal data. \When an ccommeree company fails (o protect personal data of'its customers or is negligent in |
;/ maintaining and iniplementing reasonable seeurity practices. and i this results in wrongul loss of an online

/ l?l_lyL‘l', the laws e clear that its body corporate is wholly Tiable to pay the damages by mcans of monetary

[ compensation,

Ecommerce s an 1 parable part ol internet. Growing o internet has also lcad to the growth of
Ecommerce. It has entered in the stage of its rapid development. Almost every kind of business is being
. conducted via the modes of Ecommerce. By the help ol Ecommerce we can have every kind of business
without having anyv ifrastructure, largé number of cmployecs, cte. E.g. Flipkart is an onlinc shopping

website from where we can order the products what we want at the cheaper price than that of shops because

these products arc tax free and directly delivered to us. But it is also a bitier truth that everything which is
y having a good part also has a bad part. E.commerce is very useful but it has also some worst or negative side.
There are various cases of fraud, misrepresentation, etc through the use of internet. E.g. if someone had
b?OUgllt,so1lle product from a particular website and he had already made the payment threugh cash before
delivery, after all that he came to know that the particular site from which he had ordered and make the
payment was forged. These kinds of cases are common now a day’s throughout the world. Hence various
legislations are made to control these ‘fréuds. It was a make or break decision. Amazon had a huge market
share in the deals business af that time and starting something new was very risky and this move surprised

the investors too. At that point of time, eBay was the only marketplace in India.

The actual fact that Amazon is valued at a hundred crore dollars today is a proof to the vision of its founders.

Currently, more than 15.00,000 seilers sell around 1200 million products on Amazon. The company’s
- / phenomenal growth in a short span has been a remarkable journey. The company began (o concentrate on
building scale and improving speed. When eBay invested in Amazon, they brought immense experience

onto the table.

)

4 In just two years, the company went from scrapping their group coupon business and starting an online

) marketplace to become a hundred crore dollar company. Its year on year growth is almost 600%.The average

' age of the workforce at Amazon is 25. Their values — Innovation, Change, Openness, Honesty and
Ownership drive them to press for greater success. The company’s growth had been phenomenal but it is

their continued effort to bring the best to the market and their zeal to succeed as the best B2C marketplace is

what sets them apart. Great ideas might be important for a business, but it is the confident implementation of

those ideas and the right effort which are more important. It is action and not mere thought that gives results. |
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Overview of “UNCITRAL MODEL 1AW i |

United Nations Com‘mission on International Trade Law (UNCITRAL) Model Law on Eeommerce, the
Governmen of India cnacted the Information Teehnology Act in June 2000, The At facilitates Ecommeree
il country,

The Unied Nations General Assembly adopted the United Nations Commission on International Trade 1.
(UNCITRA L) Model Law on Ecommerce through a Resolution[6] passed on 30 January 1997, The
UNCITRAL Model Law on Ecommerce was drafted in order to serve as o document that the various
cetniies ofthe world could use and evaluate and amend their own laws i practices and by provide -
conmon legal platform on which all countries could model (heir domestic legislations allow the counti.

the world 1o move, towards a uniform international law on Ecommerce,

In USA the legislature made in regard to it is UNCITRAL model law and in India we are having a specific
provision namely Information Technology Act which provides the enactments mainly regarding the
Ecommerce. It is a great piece of work done by the legislatures in order (o control and regulate the

Ecommerce.

WORKING OF ECOMMERCE

The client strikes by means of the web to the merchant's website. From there, he decides that he needs o
purchasec someth.ing, so he is moved to the net transaction server, where the entire information he offers is
cncryplea. As soon as he has posi(foncd his order, the knowledge moves via a private gateway to a
Processing network, the place the issuing and obtéining banks complete or deny the transaction, This
ordmarily takes position in no more than 5-7 seconds.

There are various special cost systems to be had to accommodate the varied processing desires of merchint-..
from folks who have a number of orders a day to those who system 1000's of transactions every day. W i)

the addition of at ease Online Consumer Merchant Website Internet Online Transaction Server Processiie

Network Layer technology, Ecommerce can be a very riskless technique to entire transactions.

Working Model

A marketplace model like Amazon needs to ensure that technology integrations work seamlessly and this is
what Bahl is trying to achieve constantly. The powerful model of Jocal merchant & physical product
Ecommerce is something which is very unique to Amazon.com, and it gives the opportunity to provide
wider variety of choice to the customers. Amazon is thus a very conservalive company in making

mvestments. Company culture is more about how to do more with Jess.

@ Scanned with OKEN Scanner



FTarkmmc i .
¢ = | was establishing its niche in the industry, websites
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When launched, Amazon was first of its kind. ' . g ’ ‘l '

: CBut working and focusing primarily on its

yre competitor. Jut ! o y

like ‘ lemndYou came ds its ¢«
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~1 rted “Cicl \'(llll' frrst deal dree olfer ‘,‘-'lll(,‘ll '“)I ]m:ﬂ,‘ reafinniing rosn Ine user

alue of Amazon. Side by side (o these strategies, affiliate marketing

aunched afier 8-9 months of its inception. They started cost

Amazon. Other than 1

side. This led to the stronye brand v
campaign was also workma This campaign was |
affiliates were paid Rs. 30 for cach lead gene, ated. But the problem

per lead (CPL) campaign in which the affi
was that the margin was very less related to cost per acquisition that was very high and the average revenue
-main in the market and

generated on each transaction was approx. Rs. 50-100. But Amazon knew how to re
aggressive email

for this they kept on promoting themself in any situation. Afier leads were generated, an
rcgu]ar basis, promotional emails

marketing campaign was launched to reach out those Ieads. Every day on
Flipkart were entering

were sent to the Ieng(ClCd users. But lt was not the end. The names like Myntra and

the market at the same time. So to survive in the market, Amazon started to add more products listing into
electronics,

their website. Soon Amazon ventured into a proper Ecommerce site including categorics like
/ fashion, kitchen appliances. apparels and many more. Finally in Scptember 2011, Amazon turned into a

| marketplace. Advertisements Flipkart launched its “Big fundred crore Day” offer in Octuber 2014, and

Amazon left no room for others to take its advantage. It introduced its own advertisement along with

Flipkart showcasing uscrs the advantage to shop with them.

A FEW TECHNOLOGILS IN ECOMMERCE

Finally, w1th the intention to make the online browsing ¢xpertise much more better, there are a lot of new

applied sciences like Veriti. DigiScent's iSmell and TouchSense that have emerged over the final couple of
years. Even though iSmell and TouchSense are very new applied sciences and they haven't been adopted via
the vast majority of web patrons but, they promise a purchaser-friendly future. Verifi is oncscience that has
been widely adopted at present, and for good purpose. According to a latest BizRate study. over 50% of on- )
line consumers stated that they might not make extra purchases from an online service provider that
delivered an object in a color that wasn't what they expected. That is the obstacle that Imation have designed
their Verifi procedure to resolve. This is how it works. When a consumer visits a Veriti- cnabled website

online for the first time thev're invited to take an internet centered survey that establishes how their monitor,

J e e
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laptop. wor king procedure and browsu control color. ThIS understanding in then stored as 3 cookic in the

consumer's browser. Then, after they view product <nap<hol the Verifi method reads the expertise within

the cookic and combines this with the profile ol the scanner (or digital digital camera and so on.) that the

Senvice vrovider used to supply the image to-eenerate color-correct picture within the consumer's browser.
The owth of Ecommeree in India Over the Tast two decades. rising internet and mobile phonc
penciiaiion has changed the way we communicdie and do business. Ecommercee is relatively a novel concept

[Uis. i present. heavily leaning on the mternetand mobile phone revolution to fundamentally alter the way
cach their customers. While i countries such as the US and China, Ecommerce has taken

bus
s sales ol over T30 hundred crore USD inrevenue. the industry in Tndia is, sull at

stenhcca srdes to achieve

1S miancy. However over the past few yeurs. the sector has grown by almost 35% CAGR from 3.8 bundred
crore U'SD in 2009 to an estimated 30 hundred crore in 2020. I indicate that online travel dominates the
Ecommerce industry with an éstimated 70% of the market share. However, e-retail in both its forms; online

retail and market place, has become the fastest-growing segment, increasing its share from 10% in 2009 to
O o t=] ) o

an estimated 18% in 2019. Calculations based on industry benchmarks estimate that the number of parcel
check-outs in Ecommerce portals exceeded 1000 million in 2019. However, this share represents a miniscule
proportion (less than 3%) of India’s total retail market, but is poised for continued growth in the coming
years. If this robust j:ro_wth continues over the next few yé:_ars, the size of the e-refail industry is poised to be
10 to 20 hundred crore USD by 2017-2020. This growth is expected to be led by increased consumer led

purchases in durables and electronics, apparels and accessories, besides traditional products such as books

and audio-visuals.

Ecommerce logistics models:
A radical shift from regular Logistics The strong emergence of Ecommerce will place an enormous pressurc
on the supporting logistics functions. The proposition of Ecommerce to the customer is in offering an almost

infinite variety of choices spread over an enormous geographical area. Firms cannot compete solely based on

sheer volumes in today’s ever-evolving. information symmetric and globalised world of Ecommerce
Instead. the realm of competition has shifted to delivering to ever-shortening delivery timeliness, both

consistently and predictably. Negligible or zero delivery prices, doorstep delivery, traceability solutions and

convenient reverse logistics have become the most important elements of differentiation for providers. While

the current logistics challenges relating to manufacturing and distribution of consumer products and
oraaniscd retail are well-known, the demands of Ecommerce raise the associated complexities to a different

level. Ecommerce retailers are well-aware of these challenges and are cognizant of the need to invest in

capitaland operational assets.

Reachine the customer: Going beyond the traditional Definition-The essence of e-retailing is in its ability to

transcend physical boundaries and reach customers in a manner different from the traditional brick-and
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and promotion plans among a1l e stakeholders of the supply el will form the baekbune of an cactailer,

Domestic Supplicr, Master warehonse Regional disteibution centers Domestic suppliers Domete sapplicrs
Suppliers Need Tor

farcel b Zsortation cenrer - fulfillment center Delivery Picleup point International
different management of physical infragtructure The buginess model of the conventional retalers and
Ecommerce providers differ significantly, The conventional infragtructure model relies on mercasing depth
and breadth of coverage through several inventory nodes, warchotses and stocking points connected by
bascd on various other factors ranging from production cyeles, nature and variety of the SKUs - even local
taxation laws, The conventional order point oceurs ai retail stores and static customer fronts located al the
end of the chain, and inventory requirements are predicied empirically based on several months or years of
past data, In fact, competing sales channels may also duplicate infrastructure, an indication of the typical
sub-ordination of the logistics function within the overall sales and distribution process. On the other hand,
Fcommerce providers operating cither through inventory-led or marketplace modcls, are entermg an entirely
different paradigm of operations, where management of the supply chain is core (o the business of creating
more business. With real-time demand and tight delivery expectations, the supply chain necds 1o be buill
from the customer-cnd, with the fundamental difference being the proliferation ol delivery ponts and the
need 1o move large number of orders of small parcels (one or two goods) across the length and breadth of the
country at an alfordable cost. In India, forcign dircet investment (FDI) within the business -to-consumer
132C) Ecommerce segment is not allowed where as forcign investment in the business-1o-hisiness (13213)
‘commerce segment is allowed, This means that inventory led c-retailing model cannotattract | DI whercas
narket-place base de-retailing model can still attract IFD1. Most c-retailers have started praciicmg the
rarket-place business model with supplicrs storing on their behall and delivering as per the requirement and
ws falling under the B2 category. The need to build infrastructure for increased agility The key to success
| Eecommerce is an efficient last-mile network to ensure time-bound delivery while maintaining agility in

¢ logistics chain. The fundamental SKU at the delivery point is a “parcel’ ,of varying shapes and sizes
;’ YI ’ E I 1)

hile the pin-codes of the operation become the determinant of the last-mile network model. The up-stream

frastructure will then need to be built as a layer over this last-mile network with strategic location choices

fulfillment centers proximal to delivery modes. The operations will need to be tightly controlled in such a

v that the inventory stocks are converted to parcels and pushed down the chain efficient!y. as well as that
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oo will feelthe nedd ity therw supply cham that will be more + e

o cut decthat are vanable and & betable The sheer vanety of 1 product and destmation
chorce went modes wall mean that the provider camnot afford to <tock the entire supply cham wu
ST talidl customr o tfomer order point vl to be pushed furthe

Sea pull” from the custor '\"',l',“}'(]'.l',Hlt?"‘f'r’;-'v'.”.’gl,'p[!l fulfitlimeont
method. plications of product chorces on mfrastructne networks The netwaork design ard the agilic,
ol the «y vl also be ifluenced by the products carned . I-retarlers have been able to attract
signthca iein 1o onhine buymg but these are sull imited to very exclusive categories such as

cntes.apparels and hifestyle. books, music and video. In the future. other categories such as

consunicr i
srerages. departmental store. home furnishings, autoparts, healthcare and office cquipment will

food and b
sed Ecommerce activity. 1t is important to note that cach product categery will have its own

(115() SCC Iinget
wwgistics requirements which can alter the balance between inventory and supply chain costs.

customised
Within the apparel and lifestyle category. for example, localised suppliers or warehouses can be used to

good effect 1 tune with the buying patterns and ensuring seasonal inventory replenishment. For books.

music ana video. a large centralised inventory for a large region may be better suited. For consumer
durables. which have lesser SKU proliferation, higher product value and higher security and

clectronic-
4 JIT and direct fulfillment model may need to be put in place. For hot and cold

handhng 1o
merchandivine. Tocalised sourcing and continuous availability of temperature controlled infrastructure

“upply chain becomes the critical nced. The challenge is to ensure that the supply chain need~

througho
produci segments are married with customer propositions that ofler better customer value than

of the <pecif
almodels. Logistics infrastructure to be the weakest link in the Indian Ecommerce story

traditional s
Logistics i developing economies such as India may act as the biggest barrier 1o the growth of the

ccommerce ndustry, Till date, logistics models developed in India target the metropolitan and the Tier-!
ities where there is a mix of affluent and middle classes and the internet penetration is adequate. In India,

bout 90" ol the goods being ordered online arc moved by air, which increases the delivery costs for the -

stailers.

ost c-retailers were initially dependent on third party delivery firms. However as the market evolves and
stomer cxpectations increase, city or geography centric service levels are becoming the need of the hour.
orcover. issucs specific to e-retailing such as the problems associated with fake addresses, cash-on-
livery and higher expected return rates have made e-retailers consider setting up their captive capital
znsive logistic businesses. For instance, Flipkart has set up several regional warchouses and is constantly

reasing the supplier base across the country to achieve low transportation cost by ensuring delivery from
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the nearest supplier or regional warchouse. Flipkartis prowing its logistics arm 1:-Kqry whereas Amazon

. - NI Mile et '
India is hmldmg capacitics Wil foosthie arm Amazon Logisties Whil L‘.d.ll\ll.‘shlll[' the captive Tapistics

mirastructure was o CONSCI Crnecd Tor better serviee delivery by actively controlling the 1o hes

chiving it hay pushed up the dote o cocts According toindustey benehmarks, the delivery con 0o aphive
logistics models are 10 0 20 cvpensive than the 3PEs whose expertise lies in quick debivery i
atfordable cost, Further, the logisties set-up and requirements in-developing: countries are ulso dependent on

the purchasing behaviour of the «osomers These Tactors will eall for strengthening the Togistic i tuctiure
and mereased mumber of Gl w e the e-retailers will have (o startup or strengthenimg thew o

A\l 1S 169 1y e o . \ 1 Nt '
logistics counterparts. Higher delivery costs can result in withdrawal of free delivery by c-retailers on the

hack of I clivery oo i i ; i
back of high delivery costs and complex business models threatening already wafer-thin business rireins,

Infrastructure will demand a large proportion of investment in Ecommerce Active management of logistics,
infrastructure and service levels is core to the Ecommerce business in any market. E-retailers need to have a
hybrid model of their own captive logistics arm which takes carc of their specific business model needs and
strictly monitored service level agrecments with 3PLs to rationalise the delivery costs, The future
competitors and winners in the c-retailing space will be the ones which will use both bricks and clicks and
not bricks or clicks alone. This is cvident ﬂom the evolving logistics and slonagc strategy of Amazon in the
uUsS. Amazon has changed its logistics network from the scII all, carry few’, model to the ‘scll all. carry
more’ model and increased the number of warehouses across the US. This cventually proved benelicial for
Amazon as the increased number of warehouses led to both better reach and range for the supphers and

customers which eventually resulted in ﬁstm service delivery and increased customer retention. Amazon is

further investing 14 hundred crore USD in increasing its warchouscs’ basc by 50 in the US. Strictly

monitored service level agreements with 3PLs which have developed the expertise and skills 1o handle the
vagaries of the customers in the Ecommerce space has proven beneficial for e-retailers as thev are able to

outsource the skills best suited to the 3PLs. A successful example in terms of usage of SLAs with 3PLs is of
cBay which has partnered wiih couriers and allied service providers for the logistics with closcly controlled

SLAs.

* Evolution of logistics landscape in the country will be a very important factor in determining the course for

the e-retailing industry. Logistics evolution will be necessary to realise the potential robust growth.

* Despite a huge potential, Tong-term profitability of the c-retailing industry in the country is still under
question. After so many ycars of operations, all the major c-retailers are yet to start making prolits. In the
wake of wafer-thin margins and sub-optimal infrastructure resulting in higher delivery cost. the lono-term

profitability still seems a distant possibility.
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ww.aulomatindia.com, on these sites

. T http://w
In automobiles, the portals are hup;,,/w\\‘\mndmcar.com and http

W two wheelers new as well as old vehicles online. Some of the services

we can buy and sell four wheelers
reviews, online evaluation, technical specifications, vehicle insurance,

they provide are car rescarch and
sehiele finance, dealer locator el

stock and shares markels some ol the gites are hipi/www equitymaster.com. Some of the services
vitered 1o registered members are online buying or dealing of stocks and share, market analysis and
rescarch. company information. compirison ol companices, rescarch on equity and mutual funds. tracking

ot rends ele.

[nreal estate, the portals like hnp:/‘\v\\'w.indiapropcrtics.com. This website facilitate online dealing inreal
estate. they offer outright purchase or lease of a property through their portal. They also provide information
an new properties as well ag for resale. Some of the allied services are housing finance, insurance

companies’ architects and interior designers, property management consultant services etc.

~ Intravel and tourism industry a major government of India portal is http://www.tourismindia.com. The
tourist destination sites are catcgorized according to the themes like cco-themes pertains to jungles. flora
Emerging Trends Of Ecommerce In India: An Empirical Study and fauna, beaches of India, architectural

attractions, forts and places, hill resorts, adventure-trekking, mountain climbing etc. Other services offered

arc passport and visa, travel and accommodation information, weather informat_ion,' festival and fair dates,
shopping, tour operators ztc. There are other sites like http://www‘incrcdibleindia.org,. it highlight the tourist

Jdestinations of a specific region in India, which covers North East India.

In ¢ift items, there are specific Indian websites making the act of gifting quick and easy to suit ones

litestvle. One such site is http://www.indiangiftsportal.com. The vifts are categorized as collectibles like
paintings and sculptures, toys and games, chocolates, flowers, wood-craft and metal craft, luxury items iike

leather goods perfumes, jeweler boxes elc.

In casc of hobbies, the most popular hobbies from time immemorial are reading books, listing music and
watching films. On the Indian website hitp://www.firstandsecond.com. one can buy more than 3,00.000 titles
ol books, cassettes, VCDs and DVDs. The books cover a wide range of topics such as business, arl. cookery,

cneincering, children’s stories, health, medicines etc. For music and videos, they are available in English and

other Tndian languages to cater to the needs of public and the topics range from devotional songs, old time

favorites and pop etc.

" In case of matrimony, marriage portal like http://www jecvansathi.com and http://www.saadi.com. There
i~ & saying, marriages are made in heaven, but in the world of Ecommerce, they are made on marriage

portals. On these websites one can search for a suitable match by region of residence, religion or caste. Once
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registered with (hese portals, 11}cy have c-mail facility and chat rooms, so that the couple gets to know more

about each other before making the decision of their lives, Other services for registered persons are \
astrological services. information on customs and rituals, legal issues, health and beaury ere, \
[ Incase of employient, two major portals like wwwvmonsterindia,com and www 1ol com are
mstrumental in providing job seekers with suitable employment facility. The service Tor job seekers is free

and for employment they charge a nominal fee. Jobs are available online in ficlds, ranging from sceretarial to

software development and from real estate to education.

EXTERNAL CHALLINGES:

External forces mpact how Ecommerce companics plan their growth strategy and provide scamless

customer expericnee onsite and post transaction

o

C Product and Market Strategy:
}Ecomnwrce companics have to address issues pertaining to rapidly evolving customer scgments and product
portfolios access information on market intelligence on growth, size and share manage multiple customer

. engagement platforms focus on expansion into new geographies, brands and products and simultaneously

tackle a hypercompetitive pricing environment.

C Customer and Digital Experience:

Companies have to provide a rich, fresh and simple customer experience not gearcd towards discovery,
manage inconsistent brand experience across platforms; manage proliferation of technologics: and handle

time to market pressure for new applications. In the recent past, social media has become more influential

than paid marketing.

C Payments and Transactions:

Ecommerce companics may face issues around sccurity and privacy breach and controlling fictitious
transactions. Further, RBI restrictions for prepaid instruments or E-Wallets act as nnpediments. From a

transactions perspective cross border tax and regulatory issues and backend service tax and withholding tax

can have serious implications.

C Fulfillment:

Companies will need to check if the physical infrastructure gets affected by the internet speed. Also the lack

of an integrated end to end logistics platform and innovation focused fulfillment option could cause delivery
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istics management and third party logistics interactions could also act

ISsues. Chaltenges around reverse (02

as barriers to growth.
INTERNAL CHALLENGES:

Iternal forces impact how Ecommerce compinics cin organize to drive and sustain growth, Emerging

Frends O Ecommeree Tn India: An T mpracal Stdy
Oreanization Sealing;

LEeommerce companies witl have to nuke sure organization design keeps pace with the rapidly evolyving
business strategy, along with fluid governance, strong leadership and management development. From a
growth perspective, indentifying acquisition opportunities, fund raising and IPO readiness becomes

necessary. From a technology perspective, it is important to transform T as an innovation hub and address

the lack of synergy between business. technology and operations functions of'the enterprise.
C Tax and Regulatory Structuring:

Companies will need to address issues around sub optimal warchouse tax planning imbalance between FDI |
norms vis-a-vis adequate entity controls, inefficient holding TPR or entity structure and international tax .\
inefficiencies. Future challenges include the new companies act, policy on related party fransaction pricing

and the uncertainty around GST road map.
[C Risk Fraud and Cyber Security

From a risk perspective Ecommerce companies could face issucs around brand risk, insider threats and
website uptime. Issues around employvee vendor nexus, bribery and corruption make companics vulnerable

to fines. Cyber security also raises some concerns around website exploitation by external entities.
 Compliance Framework:

Ecommerce companies have to comply with several laws, many ol which are still cvolving. Potential issues
around cyber law compliance, inefficient anti corruption framework. legal exposure in agreements or
arrangements, indirect and direct tax compliance framework and rules and regulations could pose problems.

Uncertainty around VAT implications in different states due to peculiar business modes could cause issucs.
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’ OPPORTUNITIES OF ECOMMERCE
!

Alpresent Ecommerce is the most pmuud sector in India and i's moving towards the No. |
destination. Duc (o (he 1ame of Feommercee sector,and due to rising business, sometime customer

going (o disappear with the serviee, and as well as Ecommeree seetor become the highly employable

sector. Through the IEcommeree platforin, the customer can get our daily needs solution under one roof. \

L 1 . .
IU's inaybe domestic or global product.

*  Strategies for growth ‘
The growth rate of Ecommerce in India is mentionable and higher than other countrics. In terms of
Ecommercee it places the third position in the world but duc to lack of proper IT infrastructure, logistic
support and financial infrastructure it faces challenges for its development. The smartphone user and
internet subscriber in India are growing rapidly which stimulates the Ecommerce growth in India. Now

Ecommerce traders provide a wide range of services from daily necessities to logistics which help them to

spread the Ecommerce business all over in India.

e Low inventory cost

Inventory cost is an important element for maintain business. Ecommelic‘e traders are getting benefit
for reducing their inventory cost due fo living as a big country like India. It helps them to minimize the

cost by storing the product at any places in India. 1t also provides a big opportunity for Ecommerce traders to

provide just-in-time (JIT) services and forecast the demand of the product more accuratcly.

e Better customer service

Ecommerce is a best approach to provide maximum level customer services in terms ol low cost, quality

ploducls and just in time. Customer satisfaction is an assct for businessman to increase their business

growth. Best level customer satisfaction can be given by Ecommerce business. In this business, both

traders and customers get benefit from it. It is an alternative system of traditional business which provides

an opportunity to deal their business from distant places and without physical interaction by saving

money, cost and minimnizing risk.

e Reducing distribution costs

Since Ecommerce is based on virtual market i.e. internet, so it reduces distribution cost and time by

providing just-in-time (JIT) services. It is a great opportunity for buyer and sellers to dcal their business
by sitting their own places. It helps to avoid all kinds of risk. Generally traditional busincss requires a

mentionable amount for its distribution cost but Ecommerce is an alternative system of traditional business
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which helps 1o reduce distribution cost and casily spread the business all over (e country and somictime:,

out olthe houndary of the country.

* Globalizing business

Ecommerce is a business platform which can provide the same kind ol crsices 1o its customer erosoms

the connny . boundary, The people can casily buy products from e on b fap which is situated sl

the county or from abroad by online payment through debit or credit cord ni-cash and other related

methads 1 also helps to markel (he products casily 1o mass people ov o G oed within a short time, 1!

ISt catni which s favorable Tor globalizing the Ecommeree b P crores of Indian peop!.

* Quick marketing 0f|5|'odLlcls
Since Ecommeree is mainly based on internet and connectcd with (he virtual arena, so it is a big
opportunity for Ecommerce trader to do marketing to a'large number of people through various social
networking site and websites. Tt is a platform to explain all details about the product to its consumers.
Ecommeree is providing a complete solution for purchaﬁing the products from online and pay online by
avoiding so many typles of hassle and risk. It provides an opportunity to rcach the product information

to people of the domestic bduntry as well as abroad within a short time.

D lnlcgmtioﬁ of Ecommerce
Integration among various stakeholders is an essential tool for making the business easily. Ecommerce
business is usually connected to the other service providers like internct ~ciice provider, government
agency. commercial bank, the central bank, payment gateway, businessman. and business cooperative
sociely for maintaining the smooth running of Ecmﬁmerce business. Coordination is necessary among
all stakcholders. Integration should be done by including Ecommerce i ¢ academic syllabus.
including latest business-related technology to Ecommerée, coordinatien smong Ecommerce
businessman, university professors, exper(, IT experts and government azcncy for proper implementation

and cnhancement of Ecommerce in India.
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GES FACING ECOMMIERCE

PRESENT CHALLEN

Speaking of barriers, there arc it varicty of them that need to be uprooted before Ecommeree o compete
‘ of barriers, there are it Vi

with averapge commerce. Fhe hiroest quandary within the course of development of Teone that the ;
i age ¢ clrec. L d-2Al ‘ 1
customer's senses are Timed to seemgand istening 1o (the product. The second largpest i it |
Fcommerce has been dealin with over the pist few yeis s that of sulety, Average cusie drctinlers

: [ ' ' ee chin ot oty
are still paranoid about conductmg industry online. I step with Hal Loevy, vice chaimn val

marketing and ﬁ:lrlncr.\lnp\ for SGSonSITE, "despite all the noise aboul Ecommerce, which AnSIvE,

frms still need (o preserve then old business practices: i believe who 1 am buyine o | {
doing trade with? What i then trading history? Am Tobeying the legislation? Will Tobuai s as g
particular on reveal and who do T method ifi've a trouble?", According to emarketer.Com. ™ 0% ol Us %
shoppers are worried about on-line security: (his discourages shoppers from utilising bank cardsto buy :
online (PaymentOne)". Additionally according to c-marketer.Com, in December 2001, 919, of web sites ;

gathered individual understanding and in April-may 2001, 68% ol US internct customers were worried that
transactions will not be at case and other organizations and individuals would acquire entry to their personal

expertise.

. According to Rawat, ASSOCHAM Sccretary General as per the survey in India 75% youth, in the age of

15-34 years, using online services or user in India, and India is an example of the youngest demography
globally.-As per given age distribution, this may expect to be a continuing'tendency in coming years.
The growth among categorics focused on ﬁunger generations in last one year, it is not very surprising
to see. It is observed that maximum online shoppers in India are youth, and their age is between 15-24
years including females and males both. Recently in India, increasing of internet subscribers is

beneficial for Ecommerce growth in India.

Customers consider online transactions or turnover and safety to be the second biggest challenge
faced by Ecommerce companies in India. Present days news about online fraud, tricky coupons. lake adds,
spam e-mail and scam ol credit card information being stolen has dynamic

customer confidence in this system. As per present scenario. most of the customers in India prefer to
buyingstuff on (COD) cash on delivery basis. Due (o lack of confidence security system, most of the

customer using COD service. Developing Electronic Commerce solutions successfully across the

| | Organization means building reliable, scalable systems for;
POSSIBLE CHALLENGES OF ECOMMERCE

Poor Infrastructural Problems Infrastructure is an essentjal part of Ecommerce business. It is not possible to

continue the business without a good infrastructure. The Iniernet is an essential tool for Ecommerce

o

infrastructure. Since Ecommerce needs continuous uninterrupted internet, so it is necessary
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easure it. In ‘t‘\“lltllll‘g is no( onlv cﬁ\&.nlml tm th lmdcr bul also LchnlmI for (hL buyer. The major

Ecommeree infrastructures are available computers, mobile and electronic devices of buyer and seller,
available interne service providers and internet penctration rate, quality and speed of internet connectivity.
Internet secin iy and online pavment gateway Now the traders of various part of India faces poor
Ecommerce mirastructure, though the penctration rate is 60% inurban arcas and 20.26% in rural

areas,

The growty (e o penctration is inercasing dav by day. But the logistics and supply chain infrastructure

and financial mtrastructure are not up to mark for conducting Ecommerce business ir: India.

Lack of proper Cyber Laws

C_\;’bersccurily 15 a viial tool for maintaining trust in the Ecommcrce business. The appropriate cyber law
Is necessary to maintain tlie cyber security in the country. So, it is not possible to conduci Ecommerce
business smoothly without implementing timely and appropriate cyber law in India. But cybérlaw is not
up to mark in India, it needs reform and makes law accordirio to the types of offense for its proper
implementation. The cyber law should be standard so that individual property rights, the priv. acy of data and

content, data protection should be reserved with its commcrmal and criminal.

* Lack of Privacy and Security
The privacy and information of buyer and trader should be secure for maintaining a trustworthy business
relation. Because sometimes data may be used by the criminal groups for hacking customer and
trader’s moncy which decrease the trust of Ecommerce business. Lack of privacy and security is a big

challengce for Ecommerce business in India. Privacy has been and continucs 1o be a significant issue of

concern for both current and prospective clectronic commerce customers. With rcgard to web

interactions and Ecommerce, the following dimensions are most salient: Privacy consists of not being
interfered with. having the power to exclude individual privacy is a moral right. Privacy is a desirable
condition with respect to possession of information by other persons about him herself on the
observation/perceiving of him/herself by other persons. In addition to privacy concerns, other ethical
issues are involved with electronic commerce. The Internet offers unprecedented ease of access toa vast
array of goods and services. The rapidly expanding arena of "click and mortar and the largely
unregulated cyberspace medium have however prompted concerns about both privacy and data security.
Manufacturers Competing with Intermediaries Online Disintermediation. a means eliminating the
intermediary such as retailers, wholesalers. outside sales reps by setting up a Website to sell directly to
customers Disintermediation include (1) music being downloaded (2) directly from producers authors
distributing their work from their own Web sites or through writer co-operatives. Dinosaurs - “Dinosaurs™ is

a term that refers to executives and college professors who refuse to recognize that technology has
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changed our Iivc.;',/ When an exceutive speaks in terms of the Internet being the “wave of the _

luture”, ‘
r
‘

*The confidence of Customers for Payment and Tax Related Issues
. . ] eeriae i |
Most of the people of the rural arcas are not awire ol the tix-related issues. As a result, it creates ~ome !

Problems in the Ecommerce husimess. Peaple are anxious about the products which are avanlab |- oo |

FFecommeree business because of the price which integrated with rax, Tax administration should be

cooperative 1o put the tax in o way to avoid double taxation - Another issue is related (o the pavient svstem,

Yo ‘ . ) | < . .. o e .
People do not want (o use then eredit card for online paviment to avoid fraudulent activities. 1o

Ecommerce market can casily gain success by reducing the tax on consumer goods.

* Lack ol Digital Iliteracy
Digital illiteracy is a top requirement for adopting Ecommerce. Butin.India, the digital literacy rate
Is not satisfactory which creates a barrier for smooth development of Ecommerce in India. Though
Ecommerce requires a group of top-level IT professional for software development. Infrastructure
development, customization of software according to consumer’s demand, and negotiate global level
Econ1m§rcc service providers but top-level IT professionals arc interested to go abroad for personal gain
“asa prbcess of brain'drain. So, it is a major challenge for a country like India fo engage his I'T cxpert and
researcher to engage spreading the Ecommerce market. Besides this, an Ecommerce friendly curriculum is

nccessary to develop new professionals and spreading digital knowledge.

.- Virqs Problem ‘
A computer \;inls is a threat to Ecommerce. There are thousands of viruses’ manufacturer who
continuously develop a various virus to steal the information ol various levels of people. Indian
Ecommerce is not out of the influence of the harassment. A computer virus is a tough problem for
execution of Ecommerce in india. Many buyers and traders are worried about é computer virus, as a result,
their trust level on Ecommerce are very Jow. The government ~hould take initiative to implement the

antivirus related program for the smooth running of Ecommerce m India.

e Localization in-terms of place and language
India is a big country in terms of population and area. So. Ecommerce business in one province is not

cnough to deliver their product to other areas because of carrying cost, time and other related risks. So,

localization is necessary to deliver the product timely which can stimulate the Ecommerce business

easily. But unfortunately. it is not up to the mark in India. Internet-based Ecommerce has besides, great

advantages, posed many threals because of its being what is popularly called faceless and borderless. |

e Consumer’s Perceptions
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Consumer's pereeption is an nnpoll.lnt {clement for Ecommerce business. E-service replacements may
seem unfamiliar, artificial and non-authentic in comparison to traditional service processing methods, “v
Consumers may believe that new Internet-based processing methods expose them 1o new potential risks the |
dangers of online fraud, identity theft, and phishing swindles means sehemes 1ol confidential
information usimy spooled websites, have become commonplace, and are hlelv o canse alarm and fear
within constmers

e Unreahistic competition
The vibraney ot the Indian startup ceosystem over the past couple of years his chieled a ot of
investment i e Feommeree sector, The Tong-ferm prospeets for frcommercs s mpanics are 50
exciting that some investors are willing to spend irrationally high amounts ol ey to acquire market
share today. Nawrally, the Indian consumey is spoiled for choice. However. this trend has reversed as
investors are getting worried about slipping further down a slippery slope. While this article focuscs on
Ecommerce challenges in India, an intrinsically one-sided Lupic, it is important (o note that Ecommerce

giants are increasingly attracted to India. Cross-border Ecommerce to India is growing, and many large

international players are also making a significant investment in setting up shop in India,

" Most of the companices moving towards the digitalization, it's growing rapidly an important to realize,

where consumers perceive the alternative of the digitized e- _service, Consumers may trust that new Internct-

based technology and expose them to new potcntial risks the dangers of the online bluff, 1dcnmy theft and
beside many, benefit ¢ ffered by the education a number of challengcs have been possess to the recent |
learning view. Ecommerce intcgration assures coverage of all critical aspects of commerce, but

it also has scveral obstacles.

In addition to the Ecommcrcé, many business faculty fcllows may not wish to add l-commerce subject
" {0 their courses primarily because of their own ack ¢ [ comfort with knowledge and technology related
subject’s materials te existing business, courses can overweigh faculty and students alike trying to
anger with the extra subject matter in courses already moist with the required information. Finally, this
perspective requires a great deal of coordination during faculty and disciplines in the business trade to

ensure rcasonable coverage of Ecommerce cducation.

ADVANTAGES OF ECOMMERCE |

Technology and Market Key market and technology trends that we believe will define Ecommerce in
near futurc include: Brand loyalty Price has been the dominating factor in the Indian market and the
customer is not hesitant in changing brands frequently to avail the lucrative offers presented by
competing brands. There is a lot that Ecommerce players in India would have 1o do to make their

customers feel special to retain them, as the loyalty crodes fast when the shopper 1s confronted with
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o \'Ol“' customiers wam and ofler ing hem dccmdmgly can powhl\ \
promotions .md dcuh nowlm. {

ina big data techmqu

es (o predict consumer preference and behavion
drive this, which is possible by usims

e Logistic Shipment

Retailer lowistics | been o major issue (or online retarlers in India, which leads then
Letnler's own logisties have beett @ 8

. : cuslems ' » cash-on-delivery and same-dan
: _ o orestablished systems o handle cash-on delivery .
build their own strategies in the absence olesta )

\ ' e i e eneh ae Flinlear ’ IRE
shipments, Online market leaders are choosing to build their own foistics such as Flipkart, who b
cnlts. ¢ market leaders: :

Liunehed eKart that s open 1o its rivals as well. The Tndian marketis yet not comlortable to adopt |
. ciart that s z : aan

- NSt
pavments through eredit or debit eards. € Cash-on-delivery accounts forup fo 60 percent of transin

|
N ) \ :~l"
sccordime 1o Internel and Mobile Association of lndia and audit frm KPMG. Overdependence on
N
on-delivery mode of payment remains w orrisome as the transactions add about 3 percent additional costs. i
Also, the additional processes required for cash-on-delivery orders. Tonger pdymcnt

cyvele, higher instances of returns and associated costs are hurting margns.

? » Experience of Customers :
Improving customer experience with varied offexmgs and options with the advent of technology. online

retailers are devising attractive delivery options. such as same- day delivery or delivery within an hour to

) ; door of consumers which gives advanced custome1 services. To further improve customer experiences. we

) \ might also see the adoption of inter muonal practlces such as digital or cxpenentlal stores and '

) showr ooms, pop up and fulfillment stores and drones that will fascinate the Indlan markct. The other

»' i technologies that will affect these trends and help shape the Ecommerce busincss include:

i e Applications of Big data

b S

® To gain, retain and attain more customers, online retailers would have (o leverage technology to the fullest, |
i and by developing strategies through analytics produced using big data will help in making customers i
h feel special and increase brand loyalty. With the increasing adoption and use of Smartphone’s, businesses ;

are able to collect a large amount of data on consumers, which can be further utilized to do target-bused

marketing and advertising.

e Application of Mabile ’ ' l

Brands have taken the mobile advertising route and are gradually picking up. Online retailers have

rcalized the potential increase of online shoppers through their mobile phones in future. And as

consumers grow more comfortable with using mobile devices for browsing and shopping, they arc now
| more open to getting messages (rom brands via their mobiles. Businesses are implementing strategics

for integrating mobile into their marketing campaigns and before they do that, they will ’

have to make efforts to optimize legacy websites for mobile in order to improve customer

experience. This is where the responsive design will come into play. Fixing the mobile clicks is imperative

as an unresponsive design may lcad to the customer abandoning the site in a few seconds causing a low

conversion rate and poor return on investments.

v
e O ST
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e Using Social Media
Another important consideration is the cocial aspectand marketers have realized s importance very well.
Product and service feedback via social medi channels have an impressionable effect on the minds of the

larger customer basce

Looking on (he brighter part nonetheless, Eeommeree certainly has numerous advantizes over common
commerce, the quaniiy one advantage bemng convit ol use. The person can browsc an-ime stores, compare
costs and order merchandise sitting at residence on theirpe. According to Forrester, 37 pereent of on-line

) | . . |
patrons use purchaser provider more [rom internet retailers than normal retailers because of its knowledge
for ease of use and speedy response occasions. "once nice proactive consumer scrvice is in situation, retailers 1
ought to construct their brands around the promise of a pleasant expertise,” said Forrester's Christopher
Kelley. "this implies now not handiest advertising a call middle but additionally bragging about rapid -

response occasions and educated service reps”. Dell, for example has adopted the same method to selling

their merchandise each on-line and offline. This nevertheless, has tested worthwhile for the enterprise, on
“account that it helped them decrease on warehousing fees. A method in which the company has encouraged

~ on-line ordering is via offering rebates on the products which might be purchased on-linc. Other businesses

should comply with Dell's iltustration in the event (hat they wish to be tr'iumphant in the online world.
DISADVANTAGES OF ECOMMERCE

The main disadvantages associang with Ecommerce are the fo\lowing:

[ Strong dependence on information and communication tcclinologies (ICT);

[ Lack of legislation that adequately regulates the new Ecommerce activities, both nationally and

internationally:

[ Markel culture is averse to electronic commerce (cusiomers cannot touch or try the products);

T The users’ loss of privacy, the loss of regions™ and countries’ cultural and economic identity;

[ Insecurity in the conduct of online business transactions.

NOWADAYS ECOMMERCE FACING PROBLIEMS

Talking of limitations, there are plenty of them thut need to be uprooted earlier than Ecommerce can

compete with common commerce. The largest concern within the course of advancement of Ecommerce is

that the purchaser's senses are restrained to seeing and hearing the product. The second greatest situation that

Ecommerce has been going through during the last few years is that of safety. Traditional customers and
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ARents ave still paranoid about conducting industey on=line, I line with Hal Loevy, viee chairman of plobal
advertising and Partnerships for SGS on QITE, "despite the entive nose about Beommeree, which is
tremendous, firms still have to keep their old industry practices: can believe who i'm buying from? Whuo wn
domy business with? What's their tading historieal past? Amcbobevae the law? Will 1 receive the items as
exactonreveal and who do Tapproachiirvhave a predicament™ T keeping with emarketer,Com, " 70" 0 ot
US purchasers are involved about onhine safetys this diseourages purchasers from making use of Dr .
Devara), WECS Volume 05 1ssue 12 Dec, 2016 bank cards to bhuy on-hine (payment One)"s Also in line wily

c-marketer.Com, in December 2001, ninety onea of websites acerued personal understanding and in Apnl-

Could 00T ity eighte of US web users have been worried that trasactions is probably not relaxed and

other firms and contributors could aequire entry to their individual know ledge,

LCONOMIC IMP.-\CT OF ECOMMERCE

*  Disintegration of omnirange oniine retail )

I'he previous decade was the time ol huge retail platforms consolidating the entire array of products and
N S . - 5 ST . . \
commodities. However, the independent sourees and eustom Ecommercee solutions are starting 1o build the

unique experiences noninferion to the huge enterprises. The retail stores specializing:in the proprictary

product lines with expertise in a certain niche will nudge the existing online refail giants.
* Lxpansion of Ecommerce sales performance

As ol now, sales from the Ecommeree segment including website retail and purchases in mobile apps. count
129 of the US market sales. The advances in technologics, new marketing strategics, and user experienee ol
IFcommeree platforms allow us 1o predict the further rise in share ol online retail to 40 and even 50% in the

next 10 years, This means the brands that embrace Ecommercee leader status today will become a loree to be
reckoned with in future.

e Augmented & virtual reality in Ecommerce

The topic of AR and VR technotogies have been buzzing for quite somie time. Some of the major brands
have already implemented augmentation into their sales models. 11w are talking about the increase of
online sales, this goes in hand with the substitution of the customer’s ability to try the product before buying.
This will also mean the more immersive personalized experience for every user. Customized Ecommerce

platforms have to consider AR & VR potential and advance towards the implementation of those.

e Better shipment for Ecommerce

e weakest points of today's onfine retail are the distribution and shipment aspecets, With that said. these
weak points present the opportunity for those Ecommerce retailers who put their ime and eftortinto thy

improvement of shipping. There s wreported 43% growth in sales for the Eeommercee solutions that
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(er shipment and distribution. What users want is faster

h bet
~tapment through

introduce a better customer experience throug
I an eammeree platform can reinvent -

delivery and convenience without distraction.
it will reach the new level of sales and recog

the integration with other agile businesses.

Now alking about the impact on constmer
. . k; .
line has o Massive positive impact on consimer throughout
Caer Joy of goods

Fnabling people to enabling people to shop on
(he world consumer consumer have become more iportant (han ever before and had o
vt that they can

available (o them at much lower price than they W ouhd he in show local Store due to fois
shop anywhere in the world and (ake advantage ol currency exchange rate and cconomic dilference

throughout the world,

Direct communication direct communication with customer

®
ur product could be that some

One thing one thing you could say about using Ecommerce as mean to sell yo

customer maybe we'll of not having that face to face contact with sales representative this could be particular
torrent with the older generation who are not digital native and these there is a ridiculous to purchase online
as its take away .rom try before you buy clement. |

| our Reliance on

Pcople who people who are confident using the web to order can communicate onlinc anc
need of direct contact with consumer as product are

face to face contact is the does cut man hours the
and try before

ordered pant and shilt the communication takes place online and the customer for my contacl

they buy researching the product reviews for individual product Lo sce what order have.

e Lower price
Ecommerce is the best Ecommerce is the best example of lower price customer can casily compare the

product Lo their offlinc market Merchant . Ecommerce complete tried to communicate with customer with
with the help of so many online tools like emails.

They can communicate they can communicate with customer using email newsletier informing them of

special offers and discounted stock that they might be interested in again this empowers customer and keep
them in form of the latest deal that may be part of interest to them

Ecommerce has altered the practice, timing, and technology of B2B and B2C markets, affecting everything
from transportation patterns to consumer behavior.

Thanks to the development of electronic commerce. the most basic of economic transactions— the buying

and selling ol goods—continues to undergo changes thit will have a profound impact on the way companies

manage their supply chains. Si . S R T . .
anag pply chains. Simply put, Ecommerce 1o aliered the practice, timing, and technology of
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business-to-business (B2B) and business-o-consumer (B2C) commercc. Ithas afTected pricing, product

availability. iransportation patterns. and consumer behavior in developed ceanomics worldwide.

B2B Fcommerce leads the way

Business-to-business cleetronic commerce accounts for the vast mijoris ot onl Feommeree sales and plays
aleading role in elobal supply chain networks (see Figurc 1). In 2003, approximately 21 percent of
manulacturing sales and 14,6 percent vl wholesale sules in the United S0 were Ecommerce related: by
2008 1hose pereentages had inereased w almost 40 pereent for manutacti o and 16.3 percent for wholesale

trade. One reason why B2B Ecommerce is more sophisticated and lareer n size than directto- consumer

Ecommerce is that B2B transactions developed out of the electronic dati interchange (EDT) networks of the

1970s and 19805, ' =

The steady growth in business-to-business Ecommerce has changed the cost and profit picture for companices
worldwide. At the microeconomic level, growth of B2B Ecommerce results in a substantial reduction in
transaction costs, improved supply chain management, and reduced costs for domestic and global sourcing.

At the macroeconomic level, strong growth of B2B Ecommerce places downward pressure on inflation and

Increases productivit_y,‘proﬂt margins, and competitiveness.

Double-digit growth for B2C
Ecommerce retail has become the fastest growing tfade sector and has outpaced every other trade and 5
manufacturing sector since 1999, when the U.S. Census Bureau started collecting and publishing data on
Ecommerce. That year, Ecommerce retail sales represented less than 1 percent of total U.S. retail sales. In
2003 that number climbed to a littlc less than 2 percent; by 2008 it had grown to 3.6 percent, and by the
fourth quarter of 2010 B2C Ecomunerce reached 4.4 percent of total U.S. retail sales. In dollar terms,
Ecommerce retail revenue currently stands al approximately US T165 hundred crore, considerably less than

the US 3.9 trillion that represents the total U.S. retail market.

During the "Great Recession," which lasted from December 2007 through Junc 2009, manufacturing,
wholesale, and bricks-and-mortar retail sales took a heavy beating. By the fourth quarter of 2010 they still
had not fully recovered, even though U.S. gross domestic product (GDP) and personal spending (adjusted

for inflation) had surpassed their previous peaks seen in late 2007.

Retail Ecommerce, by contrast, weathered the recession relatively well, albeit with considerably slower

arowth than had been seen prior to the linancial crisis. In the first quarter ol 2002, retail ecommerce

experienced quarterly, year-over-year erowth of about 42 percent. On (he eve of the recession, that rate

dropped to a still-respectable 18 percent Quarterly sales continued to grow until the latter part of 2008, and

in the fourth quarter of 2009 salcs surpassed the previous peak.
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It's important to note here that a large portion of B2C sales come through mail-order houscs. many of which

have an online presence as well as traditional storefront outlets. Contrary to popular opinion nl-order

houses still have a very strong online presence. and untljus! recently their sales outperton wime-only
retatlers.

Economic, behavioral chanaes

The changes that B2C Feommerce has sparked arguably have had a more significant impa - 1he cconomy

and on buyers' behavior than has B2B ccommeree. I the past, when consumers wanted to parchases

they had to set aside time 10 shop during certain hours of the day, or they had to read through catalogs sent to
them by mail-order houscs. Today, many consumers can simply use their ucompulers—— and now smart
phones or other portable clectronic devices—to shop online. Buyers and sellers that engage in Ecommerce
retail trade are no longer restricted by store hours, geographic marketing areas, or catalog mailing lists. With

a few simple clicks they can gain access to a varicty ol goods 24 hours a day, seven days a week.

The characteristics of rctail Ecommerce merchandise also have changed significantly over the past decade.
Back in 2000, computer hardware was the most common type of merchandise sold over the Internet. Today,

the variety of merchandise is extremely diverse, and sho'pers can buy almost anything onlinc.

Online shoppers have benefited in other ways. The growth of Ecommerce retail sales has reduced
consumers' search cost, placed downwatd pressure on many consumer prices, and reduced price dispersion

for many consumer goods. But this has led to a substantial decrease in the number of small companies

operating in certain industries, as they tend to be less involved with Ecommerce. Larger businesses, most

notably retail book outlets. new automobile dealerships. and travel agents, are better able to compete n this

new market environment.

The extremely rapid growth of Ecommerce retail sales has provided a major boost to residential
parceldelivery services. That's because online merchandise purchases involve some form of residential
delivery by a third-party vendor such as FedEx, UPS, or the U.S. Postal Service. Inaddition. there appear to
be considerable synergies related to B2C parcel and heavier freight volumes—parcel industry insiders have
observed that businesses with strong Ecommercerelated B2C parcel shipment volumes often have stronger

B2B shipment volumes than those that do not engage in B2C Ecommerce.

The internet has changed many aspects of our lives, including the way we communicate with each other,
how we keep our finances. It has made a profound impact on society. Now we shop online from our houses.
This forces retailers 1o open online division. It can also force smaller businesses to shut their doors, or
change to being compleicly online. It also has changed people way of spending money. Undoubtedly, it will
continue to influence how companies sell and market their products, as well as how people choose to make

purchases for many ycars to come. The following arc the impact of Ecommerce on the global cconomy.
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IMPACT OF ECOMM ERCE

Product promotion Eeommerce enhuiie promotion of products ind ~tough direet, attractive and
interactive contact with customers. New <ales channel Eeommeree crear o distribution channel for
existing products, It facilitates direet reach ol customers and the bi-du nature of communication.
Dircet savings The cost of delivering mformation tr customers over (he e o1 results in substantial savings
to senders when compared with non electionie deliverys Major saving. crcalized in delivering
digitized products versus physical deliveny ¢ Furban, 2000), Reduced et I'he delivery of digitized

products and services can be reduced 1o seconds (Turban, 2010). Also. the administrative work related to
physical delivery, especially across international borders, can be reduced sienificantly, cutting the cycle time

by more than 90 pereent,
MARKET SIZE AND GROWTH

India's Ecommerce market was worth about 3.8 hundred crore in 2009, it went up to 12.6 hundred crore in

2013. In 2013, the e-retail segment was worth USZ2.3 hundred crore. About 70% of India's Ecommerce

market is travel related. Abcording to Google India, there were 35 million online shoppers in India in 2014

Quarter 1 and is expected to cross 100 million mark by end of year 2016. Compound Annual Growth Rate

(CAGR) vis-a-vis a global growth rate of 8-10%. Electronics and Apparel are the biggest categories in terms

of sales.

Propelled by rising smartphone penetration. the launch of 4G networks and increasing consumer wealth, the
Indian Ecommerce market is expected 1o grow to USZ 200 hundred crore by 2026 from USZ 38.5 hundred

crore in 2017 Online retail sales in India are expected to grow by 31 per cent 1o touch UST 32.70 hundred

crore in 2018, led by Flipkart, Amazon India and Paytm Mall.

During 2018, electronics is currently the biguest contributor to online retail sules in Tndia with a share of 48

per cent. followed: closely by apparclat 29 per cent.

INVESTMENTS/ DEVELOPMENT

l

Some of the major developments in the Indian Ecommerce sector are as foliows: |
!

l

|

« Flipkart, after getting acquired by Walmart for US 16 hundred crore. is expected to launch more
offline retail stores in India to promote private labels in segments such as fashion and electronics. In
September 2018, Flipkart acquired Israel based analytics start-up Upsiream Commerce that will help
the firm to price and position it~ products in an efficient way.

«  Paytm has launched its bank - Pavum Payment Bank. Paytm bank is India's first bank with zero

charges on online transactions. no minimum balance requirement and free virtual debit card
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e Ag Of.lulqciziﬁg_'G-o&lc is also planning (o enter into the Leommeree space by November 2018, }

India is expected to be its first market.

» Ecommerce industry in India witnessed 21 private cquity and venture capital deals worth USR 2.1

hundred crore in 2017 and 40 deals worth US 10 chon i the fiest half ol 2018,
*  Google and Tata Trust have collaborated Tor the projed Jnternet Saathi® to improve internet

penetration amang rural women in India

Governmentinitiatives

e 2004, the Government of India has announced varies Lves namely, Digital Tndia, Make i India,
NGt - ~y L . x s . . . . .
Ntart-up India, SKill India and Tnnovation Fund. The tmely i effeetive implementation ol such programs

will likely support the Ecommerce growth in the country. Some of the major initiatives taken by the

government to promote the Ecommerce scctor in India are as tollows:

* In order to increase the participation of foreign players in the Ecommerce field, the Indian
Government hiked the limit of foreign direct investment (I'D1) in the Ecommerce marketplace model
“forup to 100 per cent (in B2B models).
* In the Union Budget 0f2018-19, government has allocated Rs 8,000 crore (USZ 1.24 hundred crore)
to BharatNet Project, to pl'oviae broadband services to 150,000 gram panchayats
» As of August 2018, the governme:nt is working on the second draft of Ecommerce policy,

incorporating inputs from various industry stakelolders

Achievements

Following are the achievements of the government in the past four years:

« Under the Digital India movement, government launched various initiatives like Udaan. Umang,
Start-up India Portal etc.

«  Under the project “Internet Saatht’, the government has fluenced over 16 million women in India

and reached 166.000 villages

Udaan, a B2B onlinc trade platform that connect small and medium size manufacturers and

wholesalers with online retailers and also provide them logistics, payments and technology support,

has sellers in over 80 cities of India and delivers to over 500 cities.

« According to the UN’s eGovernance index, India has jumped 11 positions to 107 in 2016 from 2018
in 2014.

« The government introduced Bharat Interface for Moncy (BHIM), a simple mobile based platform for

digital payments.

Road Ahead ’g

The Ecommerce indusiry been directly impacting the micro. small & medium enterprises (MSME) in India

by providing means of fiuncing. technology and training and has a favourable cascading cffect on other
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industrics as well. The Indian Ecommerce industry has been on an upward growi )y 1 ajectory and is expected |

to surpass the US (o become the second largest Ecommeree markel in the world by 2034, Technology

enabled innovations like digital payments, hyper-local logistics, analytics driven customer engagement and
digital advertisements will likely support the growth in the scctor. The growth i Ciee sector will also
bOOS[ CI]]PIU_\'”]CI]L il]Cl'C‘lSC revenues [rom L‘\]\Ulll. mcrease tax C()”CC“()” l\\ U GHCTS, and pro\,‘idc better

products and scrvices to customers in the long-term.

RECENT TRENDS IN INDIAN ECOMMIRCE INDUSTRY

India is a mussive Fcommerce marketpliace now with every age group comfoi vonsacting online — more
often preferring shopping online instead ¢f visiting offline stores for a bigger vamut of choices and offers.
Ecommerce industry is growing at an astounding rate in India and is expected to account for 1.61% of the

global GDP by 2018. According to a report by Forrester, India is set to become the fastest growing market in

the Asia-Pacific region with an expected growth rate of over 57% between 2012 and 2016.

.

1. Men in India shop 3X more than women

While women continue to dominate the in-store markets, men-with disposable incomes have taken it upon ‘,

themselves to play the larger role ‘n online shopping. |

2. Cash-On-Delivery (COD) remains the most preferred onling payment method.

We Indians love the Cash-On-Delivery option; it gives us more control over online transactions since we

don’t have to pay until the product is at our doorstep. COD option during checkoul has also been proven to

boost impulse purchases. -
3. 60% of onlinc purchases happen during business hours.(9AM-5PM)

This proven trend is a myth-buster that shows how integral a part online shopping has become in our day-to-

day lives. Marketers can use this fact to schedule their promotions across advertising channels accordingly.

4. The Rural Pitch

Ecommerce companies would emphasize morc on attracting the customers from rural arcas. Along with this,

traditional business houses such as Tata Group and Reliance Industries will ¢nter more aggressively into the

ecommerce business.

5. Smartphone Apps:

However. users browse products on desktops or laptops, they prefer transacting via smart phones because of
their faster linkages to payment gateways. Smartphone ecommerce apps are also preferred as they offer more

personahzed shopping experience for customers and a better understanding of consumers for the ecommerce
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company. Further apps are aloo an oty o cural ettt Vot bromsing o 3o

cart hislury,

OPPORTUNITIES AN € AT LENGES

Backed by increased ontine v 1 bace and mobile phone pesct oo Isbiany Vaammnerce biny wons) g aidsn
growth inthe last few <weap dormmge India's demogsaph o and siing intornet au
sector s slated 1o seale v s, Adthongh, Didii o ask opporunity s substanig, ¢ (o

15 beset with some serious challenges, We take into the cursent | eommerce landscape and the soctor s ey

drivers & challenges, Internet penetration is one if the factors atiecting the gromth of foomeree

FUNCTIONS OF ECOMMERCE

o . 3 . . / v g / / . IR T s
Communication function Aimed at the delivery of information and/or docurments o facilitate busines
(ransactions.

Example: E-Mail.

rgetltiges

Process management function Covers the automation and improvements of business processes,

Example: networking two computers together,

Service management function ;5 lication of technology to impro. - the quality of service,

Example: Federal Express wcebsiic to track shipments and schedule.

Transaction capabilitics Protido the ability to buy/sell on the ireriet or some other online service:,

Example: Amazon.com.
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SCOPEORSTUDY

B the current Tnformation Teehnolopy secnarie et organizations and companies all over the world are
relying heavily on aceess (o information in the ol donie medium, The internet s the major source off
mformation in know ledge based societivs. [ Last decade in Indin has withessed aomajor Information

Technology revolution, An example prowing use ol fnternet in o very short span of time the use of
Computers at offiees and homes has become acaiiy feomimeree has helped the banking, financial
nstitutions and mdustry to automate their busie o process and minimize the transactional days. (n the
industrial and banking the performance is messured i terms of processing speed and customer satisfaction
with the application of computer it has become possible (o clear the recurring dues like payment for ‘
clectricity bills, telephone billy shopping bill by instrueting the bank for payments from customers account
online fund transfer from one account to another in the bank has also become possible in the banks Credit
card, Debit card, ATM, E-cash, E-cheque it has become possible for customers to made a payment or (o \
withdraw cash from the bank round the hour. icommerce has proved to be extremely useful for education

and rescarch. 1tis not oo far froni now when people used to collect the relevant information in the Library ‘
~Journuls and books. A lot of time used (o be wasted in finding the relev nt information source with the help

of Information Technology or popularity of World Wide Web and easy accessibility to the Internet, it now

takes a few seconds to find any designed information.

Ecommerce is a new phenomenon that has resulied from the rapid commercialization of the Internet in the
recent years. Strictly speaking the definition of what constitutes Ecommerce changes as new forms of doing
business on the Internet in the rapid commercialization of l_hc lﬁlcrncl in the recent years. Strictly speaking
the definition o what constitutes Ecommerce changes as new forms of doing business on the Internct

¢. For the purpose of this thesis “Ecommerce 1 much more than buying and sclling on the Net.

cmergae.

o

It is about doing business electronically both within enterprises and externally, using computer networks and
mobile communication.” There are many forms of licommerce. Business to Business, Business to
Consumer, Consumer to Business and Business to Government Ecommerce is “predominantly a business
issue, enabled by Information Technology™ The ability to do business electronically has resulted in the
development of new business models at a rapid pace, which models will prevail is still being decided. It is up
to Government to facilitate Ecommerce by providing the necessary infrastructure, providing the basic
communications connectivity to allow people (o access the Internet. The proposed duration for the study is
two ycars cach companies from 2008 and 2009. It is to identify the different problems and prospects of

Ecommerce inthe concerned places in Maharashira during the period.

Technology and Market
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Key market and lcch’ﬁ‘é.l‘o‘g\’ (rends that we believe will define Fcommicree monear future include: Brand |
loyalty Price has been the dominating factor in the Indian market and the customer is not hesitant in

changing brands frequently o avail the luerative offers presented by campeting brands. There is a lot

that Ecommeree players in India would have to do to make then ‘ feel special to retain them. as
the loyalty crodes fast when the shopper is conlronted with promctceand deals, Knowing what your
customers want and offering them accordingly can possibly din s hois possible by using bie data

teehniques to prediet consumer preference and behavior,

Logistic Shipment

Retailer's own logistics have been o major issue for online retalers v India, which leads them to
build their own strategies in the absence of established sysleis imimirdleicush-gn deltvenyand S-Sy
shipments. Online market leaders are choosing to build their own logisties such as Flipkart, who has
launched eKart that is open Lo its rivals as well. The Indian market is vet not comfortable to adopt
payments through credit or debit cards. Cash-on-delivery accounts for up to 60 percent of transactions,
according to Internet and Mobile Association ofIndia and audit firm KPMG. Overdependence on the cash-
on-delivery mode of payment remains worrisome as the transactions add about 3 percent additional costs.
Also, the additiona] processes required for cash-on-delivery orders, longer payment cycle, higher instances

of returns and associated costs are hurting margins.

Expefience of Customers

Improving customer experience with varied offeri'ngs and options with the advent of technology. online
retailers are devising attractive delivery options such as same-day delivery or delivery within an hour to
door of consumers which gives advanced customer services. To further improve customer experiences. we
might also see the adoption of international practices such as digital or experiential stores and
showrooms, pop-up and fulfillment stores and dronés that will fascinate the Indian market. The other

technologies that will affect these trends and help shape the Ecommuerce business include:

Applications of Big data

To gain, retain and attain more customers, online retailers would have 1o leverage technology to the fullest,
and by developing strategies through analytics produced using big data will help in making customers
feel special and increase brand loyalty. With the increasing adoption and usc of Smartphone’s, busincsses
are able to collect a large amount of data on consumers, which can be further utilized to do target-based

marketing and advertising.

Application of Mobile
Brands have taken the mobile advertising route and are gradually picking up. Online retailers have
realized the potential increase ol online shoppers through their mobile phones in future. And as

consumers grow more comfortuble with using mobile devices for browsing and shopping, they are now
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MOre open 1o perting messages (rom brands via then mubiles. Businesses are implementing strat
! ) CaSUECE

cgics
for integrating mobile into their marketing campargns and before they do that, they will

have (o make effons (o optimize legacy websites for mobile in order to improve customer

exXperienee |
This is where the responsive design will come mto play Fixing the mobile clicks is imperative as an
UIFCSPOIS e e may Tead Lo the customer ab g the site in a few scconds causing a low

converston rate and poor return on investments.

Ulsing Social o

Another important consideration is the social aspeci and marketers have realized its importance very well.

Product and service feedback via social media channels have an impressionable effect on the minds of the l

|
larger customer bhase,
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> CHAPTER 2. RENTEW OF LITERATURE

| *  Sharma anukrit (2013)

The article entitled “A study on I'commerce and Online Shopping: Issucs and Influences™. In this article n

sdssindluences, preferences of customers towards Ecommerce ard

attemptis made (o study the recernt
anline shopping and (o aive the succcnons for the improvement in online shopping websites. The studs
found that, most of the peopic who are engaged in making the decision of purchasing are in the age of 21-30

)

years. While making the websites lor online shopping it must be designed in a very planned and strate«i

way.

*  Abhijit Mitra (2013)

The article entitled “Ecommerce in India-A review”. In this artlc]e an attempt is made to study the present
Status and facnhtatms of Ecommerce in India, analyze the present trends of Ecommerce in India and examine
the barriers of Ecommerce in India. The study fou:id that, there has been a rise in the number of companies
taking up Ecommerce in the recent past. The study also found that, major Indian portal sites have also

shifted towards Ecommerce instead of depending on advertising revenue.

e Nisha Chanana and Sangcceta Goele (2012)

The article entitled “Future of Ecommerce in India”. In this article an attempt is made to study the overview

of'the furure of Ecommerce in India and discusses the future growth scements in India’s of Ecommerce. The
study found that, various factors that w cre essential for future growth of Indian Ecommerce. The study also

found that, the overall Ecommerce will increase exponentially in coming years in the emerging market of

India, .
/ e Sarbapriya Ray (2011)

The article entitled “Emerging Trends of Ecommerce in India: Some Crucial Issues Prospects and

Challenges”. In this article an attempt is made to present a snapshot of the evolution of Ecommerce business

indicating the chronological order, category of Ecommerce business, description of organizations involved

' in E-business in India. The study found that, the role of government should be to provide a legal framework
for Ecommerce so that while domexstic and international trade are allowed to expand their horizon~. busic

rights such as privacy, intellectual property, prevention of fraud, consumer protection etc are all taken cure

* % VAR
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e  Greenand Rao (1971)

Green and Rao (1971 which enables us 1o elicit i <poises by subjects about specilic features ofa
product. Over time. this method has been (weaked o oved upon by numerous rescarchers. thus

making the rank. ordermg and choice clicitation tu cotive tool for any marketing rescareh study. \
Professor of Marketing as Columbia University. dded 0 advanced the techniques developed by Rao el
al. by identifving and addressing the gaps in tradimen “ee elicitation and estimation models.
Specifically, Netzer focused on addressing three con o1 preference measurement: 1) the problem

that the study intends 1o address, 2') desien and approach ol the data collection study and preference

measurement task. 3) advanced preference estimation models.

e Dzyabura ctal. (2016)

Dzyabura et al. improved and built a new data fusion model that improved upon the reliability of the online

ratings data to predict offline preferences. They demonsiraied that large discrepancies existed between the

~online and offline partworths when consumers evaluated products physically versus online. Since collecting

large amounts of data offline is time consuming and cxtremely expensive, large online data sets can be

combined with small offline data sets to better estimalc offline preferences (up to 25% improvement).

e Arvind Panagariya (2000)

Arvind Panagariya (2000) reported that access to Ecommerce, which in the WTO pariance often means
access to e-exports. has (wo componerits that must be distinguished sharply. Access to Internet services and |
access to services that can be traded electronically. The tormer deals with to access to Internet infrastructure |
while the latter relates 1o specific commitments in clectronically tradable services. Ecommerce offers
unprecedented opportunitics o both developing and devcioped countries. In the short run. the gain are likely
to be concentrated in developed countries have more te berefit. This is because. in the short run, developing
countries lack the nfrastructure necessary to take full advaniage of Internet. For many countrics. especially
devéloping oncs in these countries, most consumers do not have computers or Internet access. A likely
scenario, thereforc. is one in which a handful of independent entrepreneurs will reccive the product by

Internet, convert it into physical form such as CDs and scll the latter to consumers. But this activity may

itself be costly using up real resources. Buy in the long run. They can Leapfrog, skipping some of the stages

in the development ol Information Technology through which developed countries have had to pass. ,
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o Elizabeth Goldsmith and Sne 1 MiGirepor (2000)

S 000y analyzed the g HOPCC N CONSUINeES,

()

Fleabeth Goldsmith and Sue 110
PUBTE pohiey, Dusiness and educanon caesion of public poliey it roccarch questions and sdeas

lor e research are nen

* Duma Oblinger (2001)

Drana Oblinger (2001) reported that v e that education and continaon g have hecome so vital in

allsocieties that the demands for distince and open learning will increase. As the availability of the Internet
expands as computing devices become more affordable and a encrgy requiscinents and form factors shrink.
e-learning will become more popular. Inaddition to the importance of life Jong learning, distance education
and c-learning will grow in popularity because convenience and flexibility arc more important decision
criteria than ever before. E-learning will become widely accepted because exposure to the Internet and e-
learning often begins in the primary grades, thus making more students familiar and comfortable with online

learning. In fact, for many countries, distance education has been the most viable solution for providing

cducation to hundre(ls of thousands of students.

e Jackie Gilbert Bette Ann Stead (2001)

Jackie Gilbert Bette Ann Stead (2001) reviewed the incredible growth of electronic commerce (Ecommerce)
and presented ethical issues that have emerged. Security concerns, spamming. websites that do not carry an

“advertising” label, cyber squatters. online marketing to children, conflicts of interest, manufacturers

competing with intermediaries online and “dinosaurs” were discussed.

e Patric Barwise (2001)

Patrie Barwise (2001) reported that probability 99 % of Ecommerce today is done using PCs either desktops
or Laptops. For B2B Ecommerce this is unlikely to change for B2C Ecommerce however, things will be
more complex, there will be wider range ol relevant media including interactive digital TV and a range of
mobilc and wireless service therc will be huge difference between different consulﬁers ownership of

cquipment and access technology. Some will have broadband access and others have no digital

communication at all,

e Hernandez (2014)

Hernandez (2014) analyses that India’s Market Goes Ouline and emphasizes the fact that Ecommerce, as an
industry. has gained prominence in the past 10 years. The online retail industry in India is leading the

I-commerce growth as they cash in on the icreasing number of internet users. According to the latest
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available figures, India has 243 million Internet Uscrs, which is more than the US but less (han China. Onc of

e . o iee aber of Indian internetusers, Even banking traneact one
the primary reasons for arowth is a rise n the nun anking transactions

have become simpler as a result of the introduction of applications and digital platforms by the banks,

Ecommerce is also auractine a lot of talent due to improved wakines and work practices, “The auhor cxplaing
that funding human capital is going to be the next big differentitor. With increased funding. I:commerce
companies are investing 1t in their people, the same people who hring in more innovation and i turn get

N s @ . 1pe ! o e
more capital. This is a formula that other companics would do well to use,

e Maheshwari (20160)

Maheshwari (2016)concluded that Indian ecommerce markel (0 grow fastest globally over 3 years. The study i

informs us that India received 6.6 hundred crore in venture capital and private equity investment in 2015, a
. I i . i

50% increase from (he previous year. This probably has contributed to a substantial growth for the ;

Ecommerce companies. The GMV of the country's top three ecommerce companies excecded that of the top

10 offline retailers in 2015. Since the Indian market has huge potential, the opportunitics got created. Per

capita incomes arc likely to double by 2025 and this should drive higher aspirations of the Indian consumer.

* Browntape (2017)

Browntape (2017) talks about What sells most in the Indian Ecommerce market?He says that according to a
study by Google Tndia, Ecommerce is growing in India at a massive rate. The number of online buyers in
2014 was 35 million as compared to the meagre 8 million in 2012.- Commerce is a scctor that become a

phenomenon in Tndia and something no one could ignore. Elcetronics attracted maximuni atiraction online

from the consumers while Apparel and Accessories lopped the sales charts.

e Dasand Ara (20135}

Das and Ara (2015) alicr conducting a study on Growth ol Ecommerce in India mentioned about the growth

of logistics industry and explained this was inter-connceted with Ecommerce. Third party logistics

companics benefit from mcrease in sales as these companies carn revenue with every dehivery.Indian
logistics companics nced to reach out to places beyond major cities. A lot of international companics operate

with the help of their logistics department and this scenario is needed in Tndia too.

e Biswas (2015)

Biswas (2015) in his study Growth and Opportunities of Ecommerce in India highlighted that rural users of ‘

internet are increasing day by day because of the demographic profiles of the customers

and increase in

usage of smartphoncs. According to the data analysis the contribution of E commerce is uoing 1o be 4% in

the GDP of India by 2020. NASSCOM report stated that 1T- BPO sector is going to contribute 10% in GDP

of India whereas that of teleccommunication will be 15% Firs( time Entrepreneurs contribute 63", as they
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liee o abstaele, Benelits (o Indian Consumers Das (2012) explains Growing Trends of Ecommerce and its
role i consumers' buying pattern (hiot search, He discovered that Ecommerce will contribute to

cost redue ton, improvement in gualis A1y delivery of goods. Time s i iuable thing for every
Cntmen and so onine shopping will liclp to save not only time but alo money are there are

lerative affers,

. [T ':l(»]”,71

Khosli (2017) explains why Ecommerce B i India: Why online shopping 1s here to stay. The study

conducted on the retail market in Indii =iy~ that the growing popularity of onlinc shopping is affecting

ollline retatlers sinee online COI”P[I”‘UN are ol ‘L’I'”]g better priccs and have altractive promollona] stratcgics.
[Lis also casy to reach the consumers online. The online channel gives consumers the opportumty to shop

anytime anywhere with the help of the internet and this is motivating the retail chains to get 1nto the onlinc

business,
e [T Retail (2015)

ET Retail (2015) predicted that Ecommerce will help cmp6Wer women. The article said that E- Commerce

will not only contribute to growth in jobs but also empower women. Ecommerce is an important to removc

social incqualitics as Ecommerce had become an indispensable part of the lives of the people.

o Bansal (2012)

Bansal (2012) gave his opinions on Ecommicree in India — Present and Future which clearly proves that
EFcommerce has made a difference by introducing cash on delivery. It has been observed majority of the
Indians do not rely on credit cards and so cush on delivery has turned out to be a convenient option.

.Conscquently the companies have gained w lot of trust. It was also told that Cash on Delivery"s cultural

affinity and will be a major part of payment mechanisms for at least the next four to five years.

4
)

e KNamath (2017)

Kamath (2017) says GST to benefit Ecommerce the most as he believes Goods and Services Tax(GST) will
eliminate supply chain issues which are important from Ecommerce perspective. There will be less
documentation in case of shipments and return of goods. Efficiency in supply chain is the key to quicker
I deliveries and GST is expected to play a role. Companies will also be able to execute more efficient supply
chan shategies, with warehousing based on strategy rather than tax requirements (like Octroi).More

importantly 2o0ods can be priced and margins can be calculated properly.
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¢ Nayyar (2015)

Nayyar (2015) asked 1o be 1ware of India's Eeommerce Bubbic - After-an analysis of the Indian cconomy., it
15 understood that there 1« un o amty surrounding Government™ foreign direct investment in Feommerce.
Aelear ax policy on 1oon e s absent and some of these companies as a result of having high

valuations may welcone serumy. Infrastructure may affect the growth too.
* Rajasckar and Avooal (2010)

Rajasekar and Agarwal (2010) reveals their study on impact of India's Ecommerce on Iadia's commerce. As
a result of\lheir rescarch. it1s evident that growth of Ecommerce depends to a great extent on effective IT
security systems for which necessary (echnpl‘ogical and legal provisions need to be put in place and
strengthened constantly. While many-companies, organizations, and communities in India are beginning to

take advantage of the potential of Ecommerce, critical challenges remain to be overcome before Ecommerce

would become an asset for common people.
e Mitra (2013)

Mitra(2013) conducted a study on Ecommerce in India. The study considers logistics to be an obstacle to

Ecommerce®s prospects. The companies will have the responsibility of delivering the products to the right
person at the right time and lailure may have implications. The service of the post/courier services is not

satisfactory. Vendor will have o come down and deal in an incfficient system for inventory management.

Thi_s will slow down drastically. Most of them won't carry any digitai data for their products. No nice

looking photographs, no digital data sheet, no mechanism to check for daily prices, availability to keep your

site updated.
e Shettar (2010)

Shettar (26 16) conducted an empirical study on Emerging trends of Ecommerce in India and discloses the

threat the wholesalers in India might face. The producers may no longer need to depend on the wholesalers
as a channel of distribution as producers may directly see their products to the consumers with the help of
Ecommerce. On the other hand, the retailer can save his existence by linking with online distribution. The
retailers can provide additional information to the consumers, meet electronic orders and be in touch with

consumers.
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» CHAPTER 3. RESEARCH METHEDOLOGY
AIMS AND OBIECTIVIES

Fo sty the coneept of Beommeree.

Fomaly e the present trends of Eeommier o hd i

Fo study thie various challenges faced by | -husiness players in India,
To study the pros ) : ,

0 study the prospects of Ecommerce in India.

o study the mpact of E- commerce on Indian consumers.

HYPOTHESIS

-

I'he rescarch topic was selected to understand how Ecommerce emerged as a new sector in the Indian
Economy and brought several benelits to the Indian consumers across cities who explored a new

medium of purchasing.

Alternative Hypothesis

-
Consumers will prefer to buy from Ecommerce websites in the future and the industry will grow

because it is reliable.
Nufl Hypothesis

Consumers will not prefer to buy from I:commerce websites because it is not reliable and the

industry will not grow
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C CHAPTER A DAL ANALYSIS INTERPRETATION AND PRESENTATION
RESEARCH DsieGN

the e her s s o ot that s been colfected rom varions [ew, jouals. hoalks,
AN e bevi e oo idy the evaluationg coneeptual finmework, defimton, ey plaverns,

PrEsenttends, e prospece & baers of Feommeree,

DATA COLLECTION

\\‘nr\‘o\\‘

A online suevey was Condueied by me in-ovder to colleet information from more than 100 people
regnding their opinion and apphicationon ecommerce as well as (o predict the future behavior of there
towands the Becommerce platonn and onling rcx;milors
We sueeessfully collected Qe from more than 100 participant the question and answer of those are given

below further the qQuestions are also highlighted inappendix

Yaelann,
Background - Revenue maodels

The vevenue model is a key component of the business model, 1t primarily identifics what product or service
Will be ereated in order to generate revenues and (he s rays i which the product or service will be sold. Since
there are possibilities of mulupie variations, many companies do not use one single revenue model. Some of

the commonly used models have been enumerated below;
* Advertising revenue modvl

The advertising revenue model s based on contacts (CPC or CPX) making it onc of the indirect sources of

revenue. E.g., Google, Facebook
* Subseription revenue model

Users are charged a periodic (daily, monthly or annual) fee to subscribe to a service. E.g., Flipkart Media,

Nasscom
« Transaction fee revenue model

A company receives commissions based on volume for enabling or exccuting transactions. The revenue is
venerated through transaction fees by the customer paying a fee for a (ransaction to the operator ofa firm
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PRIMARY DATA

— e N _— ,._Y/—‘-;‘ '

r to find the Pcoples opinion about onlinc shopping as well as

A online survev was conducted in orde o . .
also whether they currently use or in future will use online

there view on furn e of online shopping and

- shopping platioris o there betterment

Do you shor onling?
103 rese s

- 95 (92.2%)
Yes
Yes
Count: 95
No —12 (11.7%)
80 100

As the Above graph suggest that almost 92.2% of more than 100 respondent undertaking the survey have

used online shopping platforms. Which indicates a very high penetration of online retailors in the market

2)

What percent of your FMCG, Electronic and Apparels are brought throught Ecommerce sites?

103 responsce

41 (39.8%)

NMere than 40%

40 (38.8%)

23 (22.3%)

Less than 20%

In the above graph it 1s shown that 39.8% of people buy more than 40% of there clectronics,FMCG goods
and apparcls through online shopping Furthur about 38.8% of respondent spenid between 20% to 40% of

there expenses on online shopping the remaining 22.30% spend less than 20%
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oo Purchase o

Are you Qoing to incre,

Tesponges

l i I 1 . .
IN this pic chart the respondent were asked whether they will increase there ccommerce purchase over
next year as it can accurately predict that whether there will be future growth in e-commerce in this

sur 0 ... : .
survey 56.3% answered yes while 27.2% said no the other respondent were unsure

is your expected percentagc arowth inincome over next 5 years is more than 7%?

103 responses

D Yes
@ No ’
Maybe j

;
J’
f

As 95% of respondent have shopped online further 80% of respondent spend more than 20% of there
income on online shopping as there income increases so (here spending and so the sales of ccommerce and
online retailors so this question can help to correctly predict whether there will be growth in ccommeree in

future 60% of people expect there income to grow by 7% pa over next 5 year
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. H ?
Do you book travel tickets online
104 responzc
@ Yes
< No
Maybe

One of the biggest sector other than online reatailors in Ecommerce are Travel industry which includes

travelling arrangement like Flight;train,bus etc as well as hospitality like hotels, Resturant as well

As in the survey suggests that more than 70% of the respondent book there travel ticket via ecommerce sites

As people inceme grows so there travels and this results n growth of ecommerce in tr:.vel sector as a whole

Are you aware of massive losses of Ecommerce firms due to deep discounting policy to gain

‘market share”

104 responses

@ Yes
@ No
.. Maybe

Ecommerce firms currently are operating at a massive loss for Ex amazon revenue was 18000cr in |

2019 with losses of 7000 cr the losses are because of deep discounting policy to gain customer and capture
market share from offline retailers the question was asked to knew whether they knew about deep discounting

policies about 30" people did not knew about this policy
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Ceaeontinue o buy from e prnerce sites oven e poce cahove Gffline ol

\ T
LARERWANY

@ Yoo

.
AS i above question the respondent were asked about deep discounting policies il in future the ccommerce
firms chanee there v . . ) ) ) ) )
e there strategy and inereased prices to stay profitable than will Indian continue to buy the question was
mpartant for survaviine or . ) . . . :
pertant tor suevavlity, growth of ecoomeree firms n 50% people suid thal they will not buy if good are not cheaper in

online store ¢ ~ e . .
hestore and will go to offitine store which indieate o theeat to online retwilors growth

8)

Do you think that CCl policy, Government of India hostile treatment of online retailers justified?
105 responses )

[T
\.,‘ I\o

Maovbe

|
|
|

The government policy towards ecommerce is extremely important if the sector wants (o |

grow the above question were to knew whether repondent support government policies tow ards

ecommerce firms
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9)

qoods and services cheaper than throught offline retailers
Do you consiclir et e gourE

103 response:

@ Yes ‘
O No i

Maybe

¢ cw whether respondent actually €0 sider online g()ods to be cheaper than
offine retailors the finding were that 65% ofpeople consider online gOOdS to be cheaper w

offline goods arc chcaper and about 8% people don’t know

10)

"Have you ever paid for online gaming, matrimonial, Dating sites ?
103 responses o

@ Yes
@ No
£ Maybe

The Above question was asked to know whether the respondent hhave paid for games, matrimonial sites
before.the division was roughly 50-50 with 50% of respondents have paid for matrominial and online

gaming whercas about 50 % have not paid for any matrimonial and gaming sites
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1)

bl sortal like |inl<eclin/lndood/shine/naukn,com o1
' ](’) ) ‘

X .
Have you used or are going 0 f's‘“ anilt
intor i up sites like internslmlu?
104 tenpenues
@ ‘Yoo
& Mo
[iyhr

: i ices and in
: , ] . ailors and online SVl
There is an another major E-commerce Wing apart from online reatailors '

search for"ob
like LinkedIN, Indced, s sca J

: j hine, naukri.com 0
today’s cra most people use job portals ,

And many student also use Internshala to get Internship.

12)

' , ods?
Do you use grofers and bigbasket or other online grocery Storeés for FMCG go

103 responses

@ Yes
& No
Maybe

One the New sector that online retailors are growing at a extremely high rate is grocery,FMCG and daily usc
goods Ecommerce retailors like Grofers and bigbasket are dominatinmg this field with recennt entry of

amazon pantry and flipkart in this field as well about 55% of people use this sites for grocery and 45% don’t

which represent a opportunity of growth in future
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13

Will yoy subscribe |

OF online streaming Service:s lioe et
104 responses line streaming services ik T,

SPOY N (o1

f} Moy

|
|
%
|
D Yoy \
Moyl E

|

4

A another maj |
Crmajor growth scctor i
—— Seric: > uw\-w}m in EC(())ml'nbl(,L ficld is ol online music streaming and ot streaming of
Furthur 309 péople dor uqemilvcyl67.3 Yo usc Lhis scrvices wilh rising income there consumption will rise
S¢ sleaming and ott services which represent that there is a market (o be conquered

14)

Ate i 0 \
1:thlJS’fDlJ planning fto use Ecommerce platform like justdial/sulekha or sell throujh flipkart/Amazon in
re

1017 responses

@ Yes
@ No
. Maybe

Another major ecommerce opportunity is Justdial and sulckha that connect business to the customer who

need there services it is also an attractive growth opportunity as 35% of respondent had not used services

provide by ecommerce platform like justdial and sulekha further sellor can partner with amazon and flipkart

to sell there good
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Backyround

ke iy
the anmey

Capualin.

. lh;\ {

RINVITEING

* The e

between o rounds of funding against 2018 leve

owth casheintensive seetor,

catire ol funding veeeived by e-Commeree players in 2

Recent M&A netivity
| -Commeree industry has withessed aburpeoning inercase in

S made available to e Commeree portals through Povate Equity firms or Venture

oy aied towards consolidation & s heen taking plice v closures, mergers and
cer plavers have beenaequinng amaller ones o consolidate then position in the sector.

019 was the reduction in time (by half)

ls. This is due (o the need Tor funds to scale up rapidly.

This can be seen in chart 6.2, by the number ol inerease in number ol deals,

* The average daal size of cach round of funding received by

c-Commercee players in 2019 was substantially

less than that received in 2018,

* The increase in tunds parked by VCs, circa 2009, have attracted private cquity (PE) fund

s, which invest in |

mature companies,

Another noteworthy feature is the increase int

he fund size of VCs, which gives PE players the flexibility to

make laree myvestments in high=return deals outside their focus areas.

A list ofrecent acquisitions in the e-commerce industry is given below

Acquirer Target
Flipkart Myntra
Myntra Exclusively.in
Flipkart Letsbuy
Amazon Shopo
Flipkart Ngpay

Paytm Chhotu.in
Ibibo Redbus

Healthkart Madeinhealth

Myntra Shersingh
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Dri
rivers of growth
* User Connectivity

~ Greatly increased internet user base & time spent on the internet

Abundance of cconomicallv viable Internet-cnabled handheld devices
= Increased broadband penctration & launch of 3G services
* Demographics

- Rising disposable income per capita due to rise in middle class

~ Rapid urbanization & modernization of towns & villages alike

— Clear increase in discretionary income over the years

— Largely ‘untapped“ market, only about 2C% technologically competent users transact online

— Implementation & heavy endorsement “of customer-centric services

100% ——pamms
90%

80% —-

70% _— -

60% -~ -1 ——— e B

50% - i ‘ — ——  B-Non-discretionary

40% - A« Discretionary

30%

10%

0% — ~
2025F 2015F 2005

« Evolving payment methods
— Multiple payment instruments i.e. Cash, Net Banking, Cards, etc.

— Increased average transaction value circa 2008, the gateway having become more efficicnt

- Fasy availability of funds
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ble for PE funds

= Risk-Rennn nadeoff for sector 18 favora
i hencss Discretionarny Nonsdiscicionary The phenomenal
seurrent Cment 1s condugive Jor B .

. sirakle Factiree iy . CF e
trowth oy J e the sectors a result o e than several favonrahic tactors m plav. Some of which
ire piven i

s - |
} | |
vE <, 'L
i l ke ™ Seriesl |
e | ] | | |
10 | i : | |
| | |
| | | ': i
5 : ’ | | |
| i 1 i s | | i ‘
| 1 i | { | i {

2006 2011 2012F 2013F 2014F 2015F ’

Hurdles to the growth story

» Competition

- Entry barricr (o new entrants, as set up costis quite reasonable (25,000-320.000)

- Players arc indulging inan all out price war. 10 entice footfalls/generate wraffic on their respective portals

Indian consumers are fickle in nature, duc (o which the customer lifecycle value or ARPU (average

revenuc per user) is very low

E-commerce in India used to primarily be a start-up only industry, which resulted in an extremely high

ortality ratc among such enterprises duc 1o various reasons
High cost of customer acquisition, and small basket size which stokes competition
Operations |

High attrition rate, as high as 60% for junior employees, combined with shortage ol skilled labor, threaten

ch rapid rate of growth
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Reach of e-Commerce scctor, is still curtailed to the urban regions of India (urban internet penetration rates

Salso quite dismal), Hence. reducing its audience toa nominal pereent

Mthough cash on delivery is i favorite amongst its audience. it proves 1o be quite expensive, piinstaking
il risky

Phe infrastructure in Tndia is quite poor, henee the companies have Lo reply on in-house logistics o sulfice

S supply chain requirements due o inelTicieney of 3PL (3rd party logistics)

Lack of touch-n-feel factor, which is a must for many shoppers & changing such consumer habits is a long
rocess

Legal

No specific or Jurisdictional laws in existence with respect to e-commerce

: Loosely governed through 1T Act, 2000, which in itself is quitc obsolete to keep up with constantly
maturing e-Commerce sector

Dl

- Most players have to comply with a myriad of laws (Indian Contract Act) & regulations to opcrate within
legal ﬁ'ame\yprk Of the 193 e-commerce sites that were operational in India in October 2012, 89 have cither

shut down or merged with other retailers, essentially wilting under pressure from high operaling costs.

Current trends & analysis — Online travel agencics

+ Makemytrip, Yatra & Cleartrip are the major Indian online travel agencies (OTAS)

+ Growth in Tndia’s travel and tourism industry is the second fastest worldwide

. l-urgesf component of the Indian e-Commerce sector with a market share of about 70%

+ India is poised to feature among the top five civil aviation markets in the worfd over the next decade.

» The entry of low cost carriers (LCC) in the country made air travel affordable for a large number of people

+ Domestic air tickets are driving the online ticketing market. \

« India is witnessing the entry of international players and mushroom-ing domestic OTAs.

» OTAs have taken a physical form, with the establishment of new Makemytrip retail outlet in Mumbui. to

3

cverage their brand
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* There is a clear perceived change 1n the ap

* Emergence uf Meta search engines which cnable ¢

portals

Snapshot of the online‘_tira_vueﬂl_industry:
nap e

‘Particulars Makemytrip | Cleantrip
Year founded 2000 | 2005
Unigue monthly visitors ~ 83lakhs 1. 8 Lok
Aémpl_oyee}trength 1000+ 450 e
Funding Publicin 2010 . R45mn*

Current trends & analysis — E- retails

proach of the OTAs, from ¢e-Travel 1o

onsumers 1o view & compare

“I'ravel

<across different

Yatra
006
55 |zn|<|'i§-:
1000
256.40mn*

' There are many players in this segment, but the bigger players are notably Flipkart, Amazon & Amazon

be a hindrance (o forcign investors or buyers

unds &\ Cs (domestic & international)

= COD has emcerged as a preferred payment choice for customers, accounti

‘L- Online retailers are developing in-house logistical capabilities

Flipkart Amazon i

Net Revenue (in Crores) 43,615 33,977 |

Loss (in crores) 17,231 27,000 |
ss per Rupee (2019) 0.40 0.8

ar founded (India) 2007 2013 ‘

otable Investors/Backers Walmart Amazon LLC !

test Market Value %21 Hundred crore %15 Hundred crore ?

Online retailer Marketplace ‘;

Funding so far X5bn Z5bn*

ead Office Bangalore Hyderabad |
‘Employee Strength 30000+ | 50000+
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* Online retailers are noving to the marketplace (consignment) model from the inventory-holding model

» Complex tax structures are making decisions relating to warchouse locations difficult for online retailers

1o for ot least 60% of transactions

* Due to the cap of 51% FDI allowed in B2C scctor, dilution or complete exit is prohibited, which proves to

o It has attracted investments of over Z3bn due to the promising high growth natire ol the business from P

Paytm Mall

6000

9000

1.50

2010

SoftBank, Blackrock
Z10Hundred crore
Marketplace

Z3mn

New Delhi

20000+




{ . . . ‘i
renttrends & analysis - Classiticds

many plavers m nent, the noteworthy oies bang OEN Naukn, Cardek!

Com
e classiicds seoment hoas overtihen the offhine seament m 2013
HODICVenIeS constinie o an sonree ot revenues ter the onhine classifieds scumo
Serecriitent as the lavpest cateeory i the online classificds segment, followed by online niat ool

\

Herecrmtment players are mercasing their focus on previdimg enhanced search functionalitios anid

Vaiie -added services

¢ evolution of the real estate classifieds segment is dependent on how well it piggybacks the growth in

Induan real estate
* The Indian auto classifieds market is still at its nascent stage

* The primary target of the classitieds market is restricted to urban areas due to location of both. the buver &

the seller

* Leading newspaper dailies are launching their own classifieds sites to leverage their own brand muage &

reader base
» \Mlost players are now making content available in local vernacular languages to engage a wider audience

+ A wider audience is also targeted by localizing the content available online to ones city or locality. cic.

Just Dial Info Edge
INR Crores 1
i 2019 | 2018 | 2017 | 2016 | 2015 | 2014 | 2019 2018 | 2017 2016 | 2015 i 2014
" net Sales 1002 | 756 550 | 372 270| 225 1098 968 834 644 528 ' 453
Expenditure 638 | 524 388 | 276 210| 190 678 574 466 388 328 | 268
PBDT 364 | 232 162 96 60 35 420 294 364 256 200| 185

Current trends — Miscellancous

- R S L
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Entry o corporates:

* Mukesh Ambani's Reliance Retail, India’s largest offline retail chain, is planning to enter ecommerce

Space, according (o recent report in ‘The Eeonomic Fimes, ‘

* The USD 40-hundred crore Aditya Birla Group will launch a project Lo identify opportunities in the |

ceommeree space, the eanomic Times said inarecent report,

* The Mahindra Group, which has a presence in (he retail seetor through a few offTine specialty retail units, is
looKing at small steps o build its presence in the online retail market, Anand Mahindra told CNBC-TV 18

recently,

* The pioncer ol organized offline retailing in India is not too far behind. Future Group’s Kishore Biyani
plans (o launch Big Bazaar Direct, which will launch all of Big Bazaar’s products on an online platform by

2014, Rising number of niche e-commerce players;

* HealthKart, a Gurgaon-based niche e-Commerce player in the healthcare space, is betting big on the multi-
undred crore health and nutrition market in Tndia, since increasing number of people are now going online

to buy products like health supplements and testing kits.

* Delhi-based FabFurnish, which retails furniture, kitchenware and home décor products enline, was started

;*‘iby Vaibhav Aggarwal, Vikram Chopra and Mchul Agrawal in March 2012.

* Bangalore-bascd BigBasket.com is yet another start-up in the online food and grocery spacc. The start-up
is also present in Mumbai and Hyderabad. BigBasket.com has shown huge growth potential and is

aggressively planning to expand its presence in major metro citics in the country.

s Launched three years ago. Bluestone.com is based on the concept of virtual jewelry mall for brands and

ndors to market their products.

TinyOwl, a food ordering app. launched in Mumbai leads the home delivery segment. in dircet competition :
» ;ith the Rocket Internet group’s Foodpanda.in The growth rate experienced by a niche player is far more %
" enomenal than any other sector, primarily because the models are extremely differentiated & they aim to 1}
pease its customers by offering a unique experience. The second wave of e-Commerce has witnessed the )
ntroduction of new business models and the rapid growth of players in the domain. Most ¢-Commerce

layers in this wave are startups that are on a steep growth curve.

However, these players need additional capital 10 scale up and maintain the pace ot thi~ srowth. The need

r capital. coupled with the growth potential of the sector. has made it a favorite amonrye Vs
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- * However, mogt of these companies arc not yct profitable and arc only growing on volumes. This raiscs
~ concerns relating to a valuation bubble.

Such valuations have been arrived at using indicators & miarket rescarch s Also, putting a number on the
- Polential of e-Commeree is a difficult. The growth potential is what i crabling such high valuations.

arhers or indicators of such high valuations:

I. Scarcity of genuine business potential
; There is o shortage of high quality companics which have at Teast o /0 bl presence. Multiple investors

3 chasing said companies drive up the value Ly offering plump deals. pushing the sentiment & general

o

~ valuation up.

2. Potential market size

The market size of India is barely at 1-3% of the entire retail sector, which is valued at ¥500bn. About 20

million people out ofa potential 120 million people. Fig 13.4 shows the c-commerce forecast

3. Favourable demographicsr

Due to India being so geographically diverse, e-Commerce to far flung tier 2 & tier 3 cities is a very

attractive prospect, and possibly prosperous too. There is significant increase in the disposable income. ;
4. Technological advancements

" Due to recent innovations in the handheld & PC market, internet- cnabled mobiles & tablets have become

accessible to most. Hence, increasing the reach of e-Commerce enterprises. As seen in fig 13.1, the

117
3

difference in sales of units of PCs & handheld devices is increasing. 112 13.3 is the users transacting onlinc.

- 5. Internet coverage

Internet penetration in India among lowest in the world. The current internet user base and penetration levels
\in India are similar to those of China’s in 2005, and that seems (o indicaic that India’s growth story will be
‘akin to China’s. Also, given is table 14.1, which shows the past, present & future scenario with regards to

the internet coverage.

'Over 14 PE firms or VCs back 2 or more e-Commerce enterprises. Suciinflow is on a steep growth

“rajectory. since 2008. A list of ¢iven foreign body corporates & the number of ¢-commerce enterprises

‘backed by the same is given in table 14.2 Also, there have no notable cxiis that have been made n the toce
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nessed by invesiecs.

Exit Strategy

SO far, no major exits by VC/PE Funds have been recorded in the industry so far. Currentis it is under the
process ol consolidation. Fxits in the e-commercs sector are most likely in the form of [0 o o takeover by

A larger company. Bui larger companies like Flipkart, Amazon can now only solely rcly on IPOs as they’re

I

now valued in hundred crores & any form of exit is unlikely in the coming years. The vooimerce market in

dia is not for the fhint- hearted or those looking lor an ROT in a short timeframe. It 1~ .1~ not without its

share of challenges. However, for the top three or four companies (and their investors) that manage to ride
ut the next 3—4 years, there are fruits to be borne out of the potentially large and profitable oligopoly that

uld be established in the comiﬁ
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CASE STUDY ON ECOMMERCE

1. How x'\’rll‘y“v NMadoe 2000000 In l‘ll‘”“l"’ sales In | ess v”\-l'] A Manth

Mellow 1.y company that makes 1 magcal Kitehen robot that synes with consaanphione to cook Tor you al
ohevealized everythimge L

Your comvenmienee. 1he tounder, Ze Mito Ferreimrn was ntermmge at 1

Knew (mechanieal cngrineering, tood, product desipner) could mtersear cooo e nmpactiul work,

He lnew e cousavade he wanted 1o ereate should change home coolan citcally, but he also konew b

couldnt do o alone,
That's when he set offto find a co-Tounder, Catarina who was working a0 ticelance designer, He manageed

to convinee her to use her talents on a potentially groundbreaking company and the two of them built
Mellow together,

What They Did To Succeed?

Using Trycelery.com as their pre-order platform, Mcllow was launched 1o great suceess. They collected a

total 01'364,000 in pre-orders in ONLY 3 days, and eventually made 200,000+ in less than a month.

Key Takeaway
In the case study, Ferreira mentioned how he marketed Mellow by reachim:: out 1o 100+ reporters

themscelves. Given the background of both Ferrcira and Catarina, PR scemied 1o be out of their reach.

However, this is classic Paul Graham. To get your startup off the ground. vou have to do things that don’t

scale. Don’t know how to do PR? Teach yourself, reach out to reporters. and get coverage in publications

like TechCrunch and TheNextWceb.

2. Sumolerky — The Results Of The 24-Hour Business Challenge

Noah Kagan is known for starting multiple companies and growing all of'them to 7- and 8-figures in revenue
(including the budgeting startup Mint.com).

As part of a 24-Hour Business challenge (o prove to anyone that they can start a business today, Noah asked

his followers which business he should start so he could show he would make 31,000 a day.

The end result?

A beef jerky subscription company that made more than Z1,000 in 24 hours
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{-W/ml Ii([)l(/ To Succeeed?

‘Noah made 23,030 in total revenue in 24 hours,

1. Made a basic budect so he conld work b fo b tmd outhow much he need. ! v make
21000,

2. Created a customer avatar so he knew who hestonld target

Started reaching out 1o pesple who he thought i the customer avatar

INot only did he complete the challenge. he execeded oot atter downing 4 cups of coll

Key Takeaway

‘Create a customer avatar, 1t°

s astounding how riany businesses do not know who their ideal costomer s,

Find out who is already buying your products and then reach out to more neople like them. ~

Then, they made a list of potential press targets and aggressively pursued them.
This worked to great succcss.

A fow modest mentions on smaller sites like Huckberry Liter then grew into featres on Uncrate. The Kitchn,

The press coverage exploded their business.

Key Takeaway

Everyone loves being featured on national media, but press begins from the smaller guys.

3

[n Trust Me, I'm Lying. media genius Ryan Holiday disciisses the concept of “trading up the chim™ where
; .

;gcr publications ofien take content from smaller publications.
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ps and publications, and slowly “trade up the chain™ to

Start by getting yourself featured on amaller blo
bigger fecatures on natonal media

O Then 218,000 ICickstarter Target And e 3 \Matlion Dollar Business
¢ . ' )

e HTow Opena Case 1T 189",
;’ﬂl 74/1(')‘ Did To Sueeeed?

I \ " N 3 T ) el . e
B Loncled on K ickstarter in Jume 2011 and iceessfully rased 208 passing their initial

15.000 target)

How did they doa?

aunched the campangn. When they launched the

ey builta tribe of carly adopters before they even |

arly bird rewards, who then glecfully spread thc word for

Impaign. they rewarded the carly backers with ¢

[he takeaway I want to highlight here has nothing to do with Opena’s cxcellent customer acquisition tactics.

take a look at his bio:

«  Studied Industrial Design right out of high school.

o Spent 4 years working at a large firm that specialized in medical machmes. He was involved in
industrial design work, prototyping and graphic interfaces.

«  Then worked at various design consultancies. '

« Took a year off to wakeboard.

o  Worked for a much smaHer_.dcsign consultancy, which helped him get a sense of what it’s like to run

a small business.

Sold software for a year to learn how Lo do sales.

Ran his own design consultancy lor 3 yecars,
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tost people make (he jump to entreprencurship without understandimg that- many successful entreprencurs

i builtup deep domain expertise in their ficlds before it company.

> “TheGreatBuild Project

Uichard Lazazzera was part of Shopify’s Growth Teanm. v ¢ hielped the platform grow f 000 to
200 st e S . .
0.000 merchants. A Better Lemonade Stand is his bloe. woore Tie shares comprehensive g How o

M . EP 1
build and grow ccommerce businesscs.

#TheGreatBuild was a project he undertook to inspirc others to build their own ecommerce site. Tie built an

ec . . . :
commerce company — Finch Goods Co. — and detailed the entire journey on #TheGreatBuild

What He Did To Succeed?

Although Richard withheld his sales reports (so we don’t know how much he actually made), the entire case
study is an incredibly detailed step-by-step guide on how (o start. brand and build your own ecommerce
store. - ' '

Richard considers these 6 elements crucial to your ecommerce store — and he addressed it by inur. lucing

several apps:

1. Up-Selling at Checkout
2. Email Capture/Newsletter Signup

3. Abandon Cart Emails

4. Referrals (Download ReferralCandy fc'n‘ your Shopily store_here.)

5. ExitIntent Offer .

6. Retargeting
Key Takeaway
The 6 elements that Richard mentioned in his post are fantastic. There are usually some holes thal
ecommerce entrepreneurs miss out in their rush to build their store and sell quickly, which Richard has

kindly pointed out here.
Fix those areas and you should see your sales soar.

BONUS: How to Sctup a Referral Program For Your Shopily Store
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| Ecommerce Site Attracted 293.000 Facebook Fans

6. Social Media Marketing: How A Smal

e ceonted. coy-based candles that hos ¢ the bottom. This has

Diamond Cund!ox v o company that ofte

ne word-of-mouth about them due to the exciicinent of potentially

resulted in then customers spreadi
; winning the peioy
; = !
Instead of purchasme ads online to drive sales 10 their business. their predomimant ~itegy has been to

utilize referrois and soctad media.

What Thev Did To Succeed?

The kev strategy behind their success has been customer-contributed photos. }
Without spending a single cent on ads, thesc photos grew the company’s Faccbook Ian Page to 469,661 fans

while also boosting their product page conversion rate by 13%.

Knowing that more customer-contributed photos essentially made them more successiul. they then created

an environment of encouraging their customers to share more photos.
Here’s what they did:

A call-to-action found on the candle urging customers to take a photo with the ring and share 1t on

L]

social media \
« Giveawavs that encourage customers to create and share images for a chance to win free products ;
«  Share all the photos gathered on social media to create an impression that 1t ix normal to share

Diamond Candle-related photos

Key Takeaway
Your customers are your greatest ambassadors. Find a way to incentivize them to spread word-of-mouth for

you (or use ReferralCandy).

7. How To Crecate a 34,000 Per Month Musc In 5 Days ;

What He Did To Succeed?

Noah taught him the same thing he did for his SumolJerky business (detailed abov¢):

» Reverse-engineer the amount of sales vou need

« Tryditferent tactics to make it work
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_ T ool actics work... m.

The |mr|)”)m“'l".ilm‘h was (o help Danicl figurc out what marketing tac and double down on them
osc ol this was to help Di i

e i hhis most > |

Injust s days, Danicl and Noah tried al Jeast 10+ actics, and found b successful channel. 5

JHSL O UAdYS, LI Cl ¢ ¢ ¢

~ The result:

_ . e who placed anorder 0l'34,200!
Daniel reccived o messape frona large online sie. WG ‘

- Nev Takeaway

Y ou will never know what will work for your pusiness, Reverse-engineer the number of sales ye

different tactics. review them and double down on those that worked for you.

) . - o Qernteh ¢ “enerated 292 i o in3 Davs
8. How We Built an Ecommerce Busimess from Scratch and Generated 2922.16 in Revenuc 3 Day j

|
Richard Lazazzera took up the challenge and proceeded to do cverything (from determining what to scll t |
P |

making sales)... inonly 3 days.
IWVhat He Did To Succeed?
In total, Richard made 7922.16 in total revenue from this little experiment.

He went down every single possible marketing channel one-by-

Hunt, personal outreach, Facebook,

E

E

\

one, tried it énd see what results it delivered. \
n fact, in only.3 days, he tested channels like Reddit, Product \

nstagram, Pinterest and Twitter.
ey Takeaway

Building an ecommerce store (in fact, any business) is a culmination of multiple small decisions. Makce those

decisions fast and push forward. You will never discover the results through thinking, only by testing.

) HO\V To Build A Menswear Brand — An Interview With Owen & Fred
hat They Did To Succeed?

at orders make up 35% of Owen & Fred’s revenue. In their industry, that’s incredible. Almost

unbelievable
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They made their products. their marketing

omcrs.

| —— e L roeust
That’s because Owen & Fred values and prizes thew
~and the entire experience amazing.

ol their Customers: “pever purchased fron . company that

They cven received a compliment from onc

actually delivered a product that amazmeg

Key Takeaway \

drop-shipping or product curation. o <till have to ensure

Even if you're an ccommerce company that does

that your product(s) is amazing. An aniazmg prodid makes marketing casier. And ol oreat marketing

~can’t save bad produets. ‘

= b ] 1ol . c 0 e checkout conversions |
10. Ecommerce: Moving beyond shoppig carl shandonment nets 65% more cheek .

_"' I1 you thought there were only several kinds ol envelopes available, you would be wrong.

~ (Though I wouldn’t fault you, because I didn’t know myself either.)

’i ' i : imagine. ite
- Envelopes.com is a ecommerce business that sclls almost any type of envelope you can imagine White,
brown, and green are common sights at envelopes.com.

~ What They Did To Succeed?

Remember what Richard Lazazzera said above in his marketing foundations?
- One of them was Abandonment Cart Emails.

Envelopes.com discovered that a significant number of their visitors visit multiple times before buying. They |
decided that these group of visitors were the opportunity to help increase their salcs.

' To do this, they sent emails to encourage these visitors (o returrn, which reduced their abandonment rate and
improved their conversions.

Key Takeaway

There are many touch points your customers will have with your business. Optimize these touch points and
improve your sales.

11. How a Small Menswear Brand Utilized Word-ot-Mouth to Get Over 420,000 On Kickstarter

What They Did To Succeed?
ading up the chain.

Instead of directly approaching massive tech blogs like TechCrunch, Ministry of Supply started small. They

ched 150+ product-relevant blogs with customized emails, and got themselves fcatured. raising 30,000 in
ays for their Kickstarter campaign.

coursce, as }hc above example of MixedMadc shows, trading up the chain means bigger publications will
low the trail of smaller publications.
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nd naturally, . (ha happened for Mos.,

F.%h(.'runch and Forbes fater featured them -~ and that skyrocketed ticn Kickstarter funding to 2400,000. |
BV T ke

annl dtque angle 1o yonr prodoct that everyone can asly rermici lsch will encourage your
: SOers 1o Tremark” abont o I duct to then rlil'ﬂ‘l"

I hrst prodact, Apollo was remarkable hecanse it was clothesntecdth space tech,

S sccond product, o pressure mappimg sock, was eventially e o Lo hie “eolfee socks™ because

Sivoncremembered they uaed coltee beans to remove the odoo: the socks

ake it casy 1o share, and people will,

. How D Built an Online T-Shirt Dusiness and Made 21,248.90 in 3 1Vecks

.oplly s core value on their blog is “do something, tell people.” (And ol course promote their own
atform.) 3

at’s why it’s in their interest to show how casy it is to set up an ccommerce store in minutes and get sales
as little as 3 days (as scen in example #8.) But it’s also Lo our delight that we get to see firsthand hew to
Bild something from scratch.

the way, it’s also as casy to sct up ReferralCandy for your Shopify store.)

)

is time round, Shopify staff Tucker Schreiber took on the challenge of building a T-shirt business in a
bnth.

less than a month, ThinkPup, the store they set up generated 31.248.90 in revenue. Not fantastic, but a
2al start for a new store. '

1t They Did To Succeed?

ker tried a variety of online marketing channels to acquire customuis. and found that he got the most
es from Reddit and Instagram.

s shows that you don’t have to overthink your marketing channcls. Sometimes posting to free places like
Jdit (where people already cather) will help you get sales.

Takeaway
yays test new marketing channcls for your product. While you may think that [insert your niche’s

ourite channel] is the way (o go because that’s how people have donc it, you will actually never
w which channel will be profitable for you.

An Ex-Con Turned His Life Around And Built an 80k per Month Ecommerce Business
‘ f'crt himself mentions in this case study, the odds seemed stacked against him.

as an ex-felon, he didn’t have a lot of experience in sales and marketing and he wasn’t in a great
ial position.
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[oweyer, something abont heing, an ex=lelon drove hin 1o want 1o be different and stand o And that’s

W ho eventumlly ereated National Parks Depot, an ccommeree business that sells outdoo adventure gears
und appirels,

Whet 11 DN T Niecdead?
Facehook A

iS“”“"!' WHI G sl ad bodger of 200, he potaretur of nearly 25000 in sades, [le heo v bed the ad
Spend.and por hack double his ROL He eventlly scaled ap his ad spend, and hic 280,000 1 -,

. |
Nev Tukicana

"',)”H Che alvaid 1o "l"-""' money (o promote you |H|N|Ilt'(.‘,, Foven without much moncey. o0 s \-.'lllillg Lo

2] " 1 ’ |
nvesttotest it acebook Ads would work for his business, ; |

westmoney o petmore sales, so test to see il paid advertising can work for your bus:nes-.

“4. How T'Imported Gaming Glasses With Alibaba and Made 22,416.51 In 5 Weeks \
What 11¢ Did 77 Stcceed?

Similar 1o the rest of the guys who took up challenges at Shopify, he ran through multiple marketing
channcls preuty quickiy.

Ihe one that generated the most sales for him was selting up affiliate commissions and getting influencers to
help promote his product.

]

ey Takeaway ‘l

, |

Arc there people who command massive audiences in your niche? Reach out to them and propose a affiliate I
deal, and get theno promote your product Lo therr audience. 5
4 |

|

|

|

i

|
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> CHAPTER 5. CONCLUTION AND SUGGESTIONS |

CONCLUSION
I

Ecommerce refers to all forms of himess activitics qcross (he internet Thiscan include E-tailing, B2B.
intranets and extranets, onlime advere e and simply online presence A any form (hat are used for some
type of communication. Ecommerce by weveral advantages and disadvantizes as indicated in these paper.

Ecommerce applications that started i carly 1970°s needs to be still developed in terms of security and
adva.ncemenl in Ecommerce is a challenge to compcle

efficiency. For the developing couny ke our India
stores comes the issue of

k and mortar

with the developed countries. With the opening up of these bric
Is (Dzyabura & Jagabathula, Offline

optimal assortment of products in the ofTline and online channe

an Online Channel, 2015). While Dzyabura and Jagabathula

Assortment Optimization in the Presence of
rative for firms to

luded in the two channels, it is impe

discuss the optimal mix of products thal should be inc
offline. This

y view products both online and

understand how consumer behavior changes when the
which features to focus

h features to highlight online, and

knowledge will enable the firms to determine whic
ake consumers more non-

highlighting features that tend to m

on in the physical stores. Firms can avoid
re making a decision. This will

at the consumer evaluztes all features befo

compensatory offline to ensure th
hem on missing out on a product

an informed decision and potentially avoid |

help consumers also make
he absence of one feature.

hich otherwise would have been a preat it but was left out due (ot

ith the emergence of technology. L-conomics around the world have benelitied and new ideas have been

implemented to reach out to consunIcI>. India is no different and so cmbraced a phenomenon named

Ecommerce to such an extent that is «tenificant for the economy and oruanizations to thrive these days.

Ecommerce has brought a massive change (0 the consumers and is responsible for growth and employment

as well. This research has completeh (ocused on how Ecommerce has cvolved during the last 5 ycars and

hade a contribution. About a decade back. the success of Ecommerce was unthinkable but the impact it

Brcated in the last decade was something (hat couldn®t have been casily cstimated. The research cxplores

how Ecommerce as an industry has grown over the years, developed and brought consumer benefits. The

Study also reveals the extent of significance of Ecommerce for the Indian cconomy and talks about future

fwth. We studied consumer behaviour and understood how it has changed. A survey was conducted to

ow the perception and extent ol acceptability of Ecommerce among consumers. Maximum responscs

i\ g ed out to be favourable.
|

|

ver the years after wi i FSUCCCSS .
: Y itnessing the success, new players have come out in the market. Competition has led to

surade of the quali e of different br
Bl quality of service of different brands and there has been a surge in the consumer satisfaction

—
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level as well 1= )
elas well. Ecommerce has also been a platform for launch for various new products as various companies

seek o grab the auentions in the form of special ofters ot only to boost sales but increase brand awareness.
The Study also understands that Ecommeree has e " on convenience and reliability as Ecommerce
has made shopping much casier backed by impress coer care service. Consumers no longer are
dependent on radittonal retail stores as a result of this to oiution, Companics always look for innovation to

Aract consumers and lack of innovation may affect sunvival ofany business organization. Until and unless

an mduslr_\' UL 1o the needs of its consumers, the mde o never thrive, Ecommerce provided a new
QpuoOn o consumers o purchase at will just at the ¢hios oo button with the opportunity to avoid visiting the
market

and time consumption for anything like clothes. clectronic goods, grocery, medicine. jewellery etc

‘The quality of the products and services has generated dependence among the consumers and the credit goes

to the internet and logistics for establishing reliabilitv. Companies are also dependent on the internet for

maximising sales.

|
|
|
|

=C S N s 5 . “ . . - ]
Ecommerce has grown by leaps and bounds in the last five years and its further growth is imminent as more ;
companies will come in the picture 1n the future. Consumers should also develop awareness as each brand

may not able to provide quality service with more companics getting into the business. Success of all
2
compantes 1s not guaranteed as the competition is only cxpected to get extensive and a few notable brands is

expected to survive having already developed a huge customer base. Companies will have to adopt unique

strategies for survival. The rapid pace of growth of the Ecommerce industry is not only indicative of the
Icreasing receptiveness of the public but has also brought 1o the fore the issues that the legal system of the

|
country has been faced with. '

From the initial yvears when internet was a new phenomicion to recent times where internet has become a
basic necessity for every household in most metropolitan cities. the Ecommerce industry has come a long
way. The legal system has constantly tried to catch up cxpecially with the enactment of the various rules
under the IT Act o deal with a host of issues emerging fiom the use of internet. Moreover the IP issues in
Ecommerce transactions have taken a new form with uscis finding loop holes to not only easily duplicate
material but also mislead other users. Hence, much more is needed to effectively regulate the tangled web.

Therefore an in-depth understanding of the legal regime and the possible issues that an Ecommerce business

would face coupled with effective risk management stralegies has been the need of the hour for Ecommerce

businesses to thrive in this industry.

Ecommerce refers to all forms of business activities across the internet. This can include E-tailing, B2B,
intrancts and cxtrancts. online advertising, and simply online presence of any form that are used for some

type of communication. Ecommerce has several advantages and disadvantages as indicated in these paper.

‘Ecommerce applications that started in early 1970°s needs 1o be still developed in terms of security and

fficicncy. For the da cloping country like our India advancement in Ecommerce is a challenge to compete
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rgence of technology, FEconomies around the world have

with the developed countries. With the eme
. . B y Rl I s 1 ¥ ¢ 5

benefitted and new ideas have been unplcmunlcd (o reach out to consumvi it s no different and so
S *Cor the cconomy and

embraced a phenomenon named Feonmnerce 10 such an extent thatis =1: |
organizations lo thrive these days. Ieommeree his brought a massive ! e consumers and s

responsible for growth and employment i well. This rescarch has compria focnsed on how Ecommerce
has cvolved during the last § years and made contribution. About a decide back. the success of
Ecommerce was unthinkable but the mipact it ereated in the Jast decad. Lething that couldn”t have
been casily estimated. The research explores how Ecommerce as an e srown over the years,
developed and brought consumer benelits. he study also reveals the exient ol significance of Ecommerce

for the Indian economy and talks about future growth. We studied consume hehaviour and understood how |

1e perception and extent ol aceeptability of Ecommerce

it has changed. A survey was conducted to know {l
among consumers. Maximum responses turned out to be favourable. Over the vears after witnessing the
narket. Competition has led 10 upgrade of the quality of service

success, new players have come out in the 1
of different brands and there has been a surge in the consumer satisfaction level as well. Ecommerce has also
ab the attentions in the

been a platform for launch for various ncw products as various companies scek to gr
|

form of specal offers not only to boost sales but increase brand awareness.

The study also understands that Ecommerce has scored high on convenience and reliability as Ecommerce
has made shopping much easier backed by impressive customer carc scrvice. Consumers no longer are

dependent on traditional retail storcs as a result of this revolution. Companics always look for innovation to

anization. Until and unless

attract consumers and lack of innovation may affect survival of any business org

an industry caters to the needs of its consumers, the industry can never thrive. I'commerce provided a new

option to consumers to. purchase at will just al the click of a button with the opportunity to avoid visiting the

market and time consumption for anvthimg iike clothes, electronic goods. grocery. medicine, jeweliery cle.
The quality of the products and services has generated dependence among the consumers and the credit goes |

(o the internet and logistics for cstabhishing reliability. Companies arc also dependent on the internet for

maximising sales. Ecommerce has grown by lcaps and bounds in the last [ive vears and its further growth is

imminent as more companies will come in the picture in the future. Consumers should also develop

awareness as each brand may not able (o provide quality service with more companies getting into the

busincss. Success of all companies is not guaranteed as the competition is only cxpected to get extensive and

a fow notable brands is expected to survive having already developed a huge customer base. Companies will

adopt unique strategies for survival. Due to fast adoption of internct enabled devices like

.~ have to
martphone and Tablets, we have scen an unparalleled growth in E- commerce. The telecommunication

‘(cchnology has completely changed the way ol our living, communication mcthods, shopping ctc. It has a

hugc impact on how we communicate with [riends and relatives how we travel, how we access the
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informati dil L r sell products and services. The growth of Ecommerce volumes in India is
ation and the wav we buy o

attracting the attention of players around the globe.

3 e il LT oS NeW -tunitics for cducation and
Ecommerce creates new opportunities for business it also croates new opportunitics for cducatic

academics. Tt appears thor there s tremendous potential
. 1 1e 0 . TS internet
Indian p-pulation them vast scope for Ecommerce because currently in India only 19% people using interne

|
|
|
; . A . !
vidimg E-business education. According 1o \
|

for selling & buving poods & services $0 remaining pen - we can considered that we having scope in
Indian Market There -~ v enh Cvber seeurity Law in Indio ot why Indian People are facing challenges ‘
toward Ecommerce. The future of e- commerce ¢ in Indiay ould be bright in the upcoming ycars ifall

essential factors would be implemented, by establishing cvber & have their benefits as per people wish. The
role of government is to provide a legal framework for ¢ -commerce 0 that while domestic & international
trade are allowed to cxpand their horizons, basic right such as privacy, intellectqal property, prevention of
fraud. consumer protection etc. are all taken care of. The expansion of e -commerce has been developed in

rural as well as urban area in reign able cost for consumption. because of that more people are getung linked

with Ecommerce & the ratio of that is getting increase day by day.

- C - - . N . . N 1 11 1
Ecommerce provides tremendous opportunities in different arcas but it requires careful application for

| consumer protection issues. Growth of Ecommerce would also depend to a great extent on effective IT

security systems for which necess.ry technological and lcgal provisions need to be put in place and

strengthened constantly. While many companies, organizations. and communities in India arc begmning to

take advantage of the potential of Ecommerce, critical challenges remain to Be overcome before Ecommerce
would become an assct for common peoplé. It is clear that in coming years customers will give orders for

their products from their homes and form their officc. Mubiles and computer are widely used in India now a
days and user are cager o do shopping in internet. With the rapid expansion of internet, ¢- commerce Js sct

to play an important role in next coming years. Metro cities and urban areas are already using the internet in

oming vears the rural and sub-urban area will also use the facility of internet. So, the new opportunities will

¢ open for small and big corporations. After having been in the nascent stage for the longest time, the c-
commerce industry is [inally starting to enter the mainstrcam. The major entrants in this scctor have
primarily been start-ups. which need an influx of money 1o follow their business model. Here, the demand
or non-gearing funds comes in, the supply of which, a VC or PE firm can best assuage. Hence, there is a
need to establish the valuc of such enterprise, using one or more means which are indicative of the actual
yalue. The e-commerce space in India is still evolving and companies have limited history. Many of them
finction at negative operating cash flows and are dependent on investments from venture capital firms.

ng traditional valuation methods like DCF Valuation and Relative Valuation remain a challenge in this
gment. According to Grant Thornton, the nearly Rs 20.000 crore investment activity that e-cominerce saw

year so far was driven in part by sky-high valuations.
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- The commonly used valuation method is the annualized Gross merchandise vilue (GMV), As most ol the 15
P v . . '

commerce firms haven't made any profirs i Jo nol have a posiive cash ow this i used as an

multiplied by about 2-2.5 times to gt the valuation of the

S approximate estimate for valuation. The CAT
firm. But as witnessed in the sector in fndi oyt GMY multiple of five-ten i not unusual as seen in the
case of Flipkart, Myntra, cte, This is primariiy hecilise (he Indian markel is nowhere close to being, saturated

'_. & can hC L‘\l\l()i(cd h\y (hc L‘XiHliHl‘ (\'- N\ I\L]\ UI'S, Il‘hih' ih‘ \’Cl'y ’L(N)(I ‘()l' ‘IlL‘ Sector (&' ¢ven UC“”()l”y '”" "l
BShort torm, but il successful exits cannot b nade by (he Vs & P Tunds, itmay spell doom for the sector,

as in the current momentum, any shortape ol s would hurt the operations of these players.

ji-RL‘CCnl estimates suggest that Teading Indian c-tnilers are valued at about four-lo-six times their revenue (on
an annualised net run-rate basis). This pre-10O multiple scems fairly low in comparison with the 28-times
revenue multiple that Amazon generated at the time ofits 1PO (and has since justified). 1t needs to be noted
encrating a mere USD16 million in revenue (while

a d—G6-times multiple. The Indian c-tailers'

that Amazon at the time was g the top India e-tailers arc
much larger), but then we are comparing o 28-times multiple o
on with, Amazon's current multiple o
s grown by 30-40% over the *l

revenue multiple still looks reasonable in comparis f two, when their

espective revenue growth rates arce taken into account. Amazon's revenue ha

two years and still

past few years, whereas Indian e-tailers have achieved more than 200% growth in the past

have most of their growth ahead of them.

Finally. any con‘.pm'isoﬁ would need (o take India's status as a growth market into account. The growth in

India's Internet industry commands at least a wo-to-three times higher multiple than the multiples recorded

mature markets. By this measure, the four-to-six revenue multiples (compared with the 2-times multiple

for Amazon) again seem reasonable. Ecommerce is changing the way of buying & selling of product &

srvices in India. Ecommerce is future ol shopping. Due to Ecommerce the gap hus been reduced between
manufacturer & consumer. According to Indian population their vast scope for Ecommerce because

currently in India only 19% people using internct for selling & buying goods & services so remaining

percentagc we can considered that we having scope in Indian Market. There is weak Cyber security Law in

India that is why Indian People are facing challenges toward Ecommerce. The future of Ecommerce ¢ in

India would be bright in the upcoming years if all essential factors would be implemented, by establishing
Syber & have their benefits as per people wish. The role of government is to provide a legal framework for

tommerce so that while domestic & international trade are allowed to expand their horizons, basic right

iich as privacy, intellectual property, prevention of fraud, consumer protection ctc. are all taken care of. The
xpansion of Ecommerce has been developed in rural as well as urban area in reign able cost for
pnsumption, because of that more peop

¢ are getting linked with Ecommerce & the ratio of that is gelling
ase day by day. Today E commerce has become an integral part of everyday life. Accessibility to

merce platform is not a privilege but rather a necessity for people, particularly peoples who are staying

G Scanned with OKEN Scanner



wices ke smartphone and Tablets, we > oseen

i uehan areas. Due 1ol Waption of internet enabled devices Tike smard) hone and "Tablets, we have
' XY [SRIR N FIN L ’
TR i / S¢ ey " i
anunparalleled prowth 1 commeree, The (elecommuiieie b hnalogy has completely changed
! ' Hed prow | [ ) '
Ying el Huee impact on how we communicate

waty of oue living, communicaon methods, shoppingt et I e
donsnd the way we buy or sell products

. : Sy aeeess the e
Wl feiends and relatiy es Tow we avel, ow weeet ‘

‘ v attent| “nlayers around the
and services, The prow th ol Teommeree volumes i Pncit v atia g the attention of players aroy

)

ulobe,

W oopportunities for education and

Feommerce ereates new opporimities for husiness it ko vied

academies, Itappears that there is remendous potential Tor providing li-business education.
\ . Al 2] "N 5
SUGGESTIONS

L Anin-depth understanding of the legal regime and the possible issues that an B- commeree business

would face coupled with

s N 5 Y . .= . 3 Qe 11 {
- effective risk management strategies has been the need of the hour for of Ecommerce businesscs to thrive in

o

this industry.

2. Intellectual Property Rights (IPR) issues in Ecommerce transactions have taken a new form with users

- finding loop holes to

not only easily duplicate material but also mislead other users. Henee, much more IPR is needs to effectively

regulate tangled

web.

3. The development of educational standards has enabled a ercat demand in the market,

4. The powerful influence ol various social media tools like Facebook allows consumers to organize their

favorite items aind
Segment it into them and collections to share with others.

. With the increase in small and medium enterprises, foreign direct investment, multinational companies

)

eating millions new

. ot ) T U - - . . "
5, a new generation of tlobally minded consumers. With growmg job opportunitics, customers are

lingly able to pay for

1]

i

products online.
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o wstandable fanguage. The language sho : ke
6. The website for online shopping should be m understandable languag, anguage should be kept

stple while making the websites.

Ecommeree s changing the way of buying & e of product & services in India. Fcommeree is future of

Shopping. Duc to Ecommerce the pap has hev dueed between manufacturer & consumer. According to
Indian population their vast scope for Feommierce heciuse currently in India only 19% people using internet

for selling & huving goods & services so renninme pereentage we can considered that we having scope in
Indian Nker There is weak Cyber seeuring Lo India that is why Indian People are facing challenges
toward Lcommeree. The future of ¢- commeree ¢ in India would be bright in the upcoming years if all
essential factors would be imblcmcnlcd. by establishing cyber & have their benefits as per people wish. The
role of" government is to providge a legal ramework for ¢ -commerce so that while domestic & international
trade arc allowed (o expand l’i]Cil‘ horizons, basic right such as privacy, intcllcctual property, brcvcn(ion of |
o .
fraud, consumer protection etc. are all taken care of, The expansion of ¢ -commerce has been developed in l
rural as well as urban areﬁ in reign able cost for consumption, because of that more people are getting linked i

with Ecommerce & the ratio of that is gelting increcase day by day. . 1\

Ecommerce provides tremendous opportunitics in different areas but it requires carcful application for
consumer protection issues. Growth of Ecommerce would alsd depend to a great extent on effective 1T |
security syst.ms for which necessary technological and legal provisions need to be put in place and
strengthened constantly. While many companics. organizations, and communitics in [ndia are beginning to
:ake advantage of the potential of Ecommerce. critical challenges remain to be overcome before Ecommerce
vould become an asset for common people. It is clear that in coming years customers will give orders for
heir products from their homes and form their ofTice. Mobiles and computer arc widely used in India now a
lays and uscr arc cager to do shopping in internet. With the rapid expansion of internet, ¢- commerce is sct

0 play an important role in next coming ycars,

|
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APPENDIX: Question Asked in Survey for Primary Data

BDo oy shop Online ?

Yes
b No
=) What pereent of your FMCG, Flecton i and Apparels are brought throught Feommerce sites?

“aNVore than 40%,
M 2000 1o 400,
coess than 200,

21 \re vou going o inerease vour l:-Commercee Purchase over the next year ?
al Yes '

o) No

¢) Maybe

BVOlTE S s . . 0
YOur expected percentage growth in income over next 5 years is morc than 7%?
a) Yes

b) No
¢) Maybe

Do vou book travel tickets online ?

a) Yes o
- b) No
~ ¢) Maybe
Are vo

U aware of massive losses of Ecommerce firms due to deep discounting policy to gain market share?
az! Yes

5) No
c) Maybe

You consider E-commerce goods and services cheaper than throught offline retailers?
al Yes
b) No

c) Maybe

il vou continue to buy from Ecommerce sites even if there price is above offline retailers in future?
ba) Yes
' 5) No

you subscribe for online streaming services like Netflix,Spotify in future?
a) Yes

e —————
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¢) Maybe

S grofers and hipbasket or other online grocery stores for FMCG goods? \
a) Yes ‘
b) No
c) Maybe

) Do vou think that « pohey. Government of India hostile treatment of online retailers Justitied?
a) Yes l

b) No
¢) Maybe

I Have you used o are

=0ing touse online job portal like linkedin/Indeed/shine/naukri.com v internship sites
e internshala? :
a) Yes
. b) No
¢) Maybe

Ate you planning (o e Ecommerce platform like Justdial/sulekha or sell through flipkart/Amazon L
re? .
a) Yes

b) No
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