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Chapter -1  

Introduction 
 
1.1 Background 
 

  

 

1.2 Significance of the Study 
 

Consumer demands for richer experiences and more convenience which means that retailers will have to 

rethink their strategy to make it more focused, targeted, effective and consumer-centric. 

1. To0understand0the perception0of consumersiandifactors that affect their0behavior in selecting e-

commerce0sites. 

2. To0understand the strategies used to capture customer’s attention in India by e-commerce players. 

3. To0know0how0consumers compare and evaluate e-commerce0sites0for making buying decisions. 

4. To0understand0the structure and workflow of0leading companies, Amazon & Flipkart, and how they 

differ0from each other. 

5. To study the factors that add to complexities and barriers betweenie-commerce sites andicustomers. 

6.0To search for new0areas and opportunities in0e-business and e-commerce. 
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1.3 Problem Definition 
 
E-commerce in India has been evaluated as!a!giant!with enormous opportunities!and!success rate. There 

are!so!many!players!on!the market, big and small but will they sustain in the market for long. What are 

customer expectations from!them!and!are!they!ready to meet their needs. The!study!is to!understand!the 

requirements!and!procedures!of!both parties. 

 

1.4 Research Approach 
 
Two research approaches have been followed as stated below. 

 

1.4.1   ExploratoryiResearch 
 
Exploratoryiresearch is carried out for an issue that is not!clearly!defined. Exploratory!research assists 

in determining the!best!research!design, method of collecting data,!and subject!selection. Only with 

extreme caution, it should draw definitive conclusions. Exploratory research is!based on secondary 

research such as reviewing available literature and/or data, or qualitative approaches such as informal 

discussions with consumers, employees, management or competitors. More formal approaches are in-

depth!interviews, focus!groups and projective!methods. 
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2.1 Literature Review 

Vijay Govindarajan isIoneIof theIleading strategic and innovation expertsIinItheIworld and is also a best-

sellingIauthor is at DartmouthICollege's tuck business school and MarvinIbower fellow at Harvard 

BusinessISchool. According to him E-commerce is India's biggest opportunity because it will be driven 

by three important factors:  

1) mobileIphoneIpenetration; 

2) aIyoungIdemographicIthat uses the mobile platform to order things;  

3) consumerism growth with higher disposable income for more Indians. 

 

SharmaIandIMittal (2009) inItheirIstudy “prospects of e-commerce in India”, mentionedIthatIIndia 

is showingItremendousIgrowth inIe-commerce. With millions of people in the middle class,Ionline 

shoppingIclearly showsIunlimited potential in India. E-commerce hasIbecome an integralIpart of our 

everyday life today. Websites offer aTvariety of goods & services. The e-commerceTportals provide a 

variety of categories of goods and services. To name a few: men's and women's apparel and accessories, 

health and beauty products, books and magazines, computers and peripherals, vehicles,Tsoftware, 

consumerTelectronics,Thome appliances, jewelry,Taudio,Tvideo, entertainment, goods, gift items, 

property &Tservices.  

AshishiGupta, senior managingTdirector of helion ventureTpartners and one of Flipkart's first backers as 

an angelIinvestor: "Flipkart absorbed some potential companies (letsbuy,Imyntra). Certain bets will go 

wrong in the process, for sure, but for the course, that's par. The company (Flipkart) is consciously making 

bets that will enable it to either grow or eliminate competition that will reduce marketing spending and 

improve the economy”. 

 

Abhijit Mitra. (2013), “e-commerce in India-a review”, international journal ofImarketing, financial 

services & management research concluded thatIe-commerce has broken the geographicalIlimitations 

andIis a revolutionaryItrade that will greatlIimprove in IndiaIover the next fiveIyears. 

 

D.K.Gangeshwar. (2013), “e-commerce or internet marketing: a business review from Indian context”, 

internationalIjournal of u-Iand e-Iservice, science and technologyIconcluded that the e-commerceIhas a 

veryIbrightIfutureIinIIndia although security,Iprivacy andIdependencyIon technologyIare someIof the 
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drawbacksIof e-commerceIbut stillIthere is aIbright futureItoIe-commerce.  

 

Martin Dodge. (1999), “finding the source of Amazon.com: examining the hype of the earth’s  biggest 

book store”,center for advanced spatialIanalysis. ConcludedIthat Amazon.comIhasIbeenIoneIofIthe most 

promising e-commerce companies and has grown rapidly by providing quality service. 

 

 

2.2 E- Commerce in India 

As of JuneI2017, India had anIInternetIuserIbaseIofIapproximatelyI354ImillionIand is expected to cross 

570ImillionIinI2018. DespiteIbeingItheIsecondIlargestIuserIbaseIinItheIworld,IonlyIbehind China (650 

million,I48%IofItheIpopulation),Ie-commerceIpenetrationIisIlowIcomparedItoImarketsIlikeItheIUnited 

StatesI(266Imillion,I84%)IorIFranceI(54Imillion,I81%), butIitIis growingIatIan unprecedentedIrate, 

adding aroundI6 million newIentrantsIeach month. The consensusIofIthe industry isIthatIgrowth is at a 

pointIofIinflection.IIn India, the mostTpreferredTmethod of payment is cashTonTdelivery,Twhich 

accumulatesT75%TofTe-retailTactivities. International consumer product demandT(includingTlong-tail 

items) is growing much fasterTthan domesticTsupply fromTauthorized distributorsTand e-commerce 

offers.TFlipkart, Snapdeal,TAmazontIndia, PaytmIare the largest e-commerceIcompanies inIIndia. 

 

KeyIdriversIin IndianIe-commerceIare: 

 

1. Largeipercentagei of thei population subscribed to broadband service of internet, 

burgeoningIinternet users withI3G, and a recent country-wideIintroduction of i4G.  

2. Smartphone users are explosively growing, soon to be the secondIlargestIsmartphoneIuser base 

inithe world.  

3. RisingIliving standardsIas a resultIof rapid decline in the rateIof poverty.  

4. AvailabilityIofIaImuchIwiderIrangeIofIproductsI(includingIlongItailIandIdirectIimports)Icomp

aredJtoIbrickIandImortarIretailers.IcompetitiveIpricesIcomparedItoIretailIbrickIandImortarIdri

venIbyJdisintermediationIandIreducedIcostIofIinventoryIandIproperty.I 

5. IncreasedIuseIofIclassifiedIonlineIsites,IwithIincreasedIconsumerIpurchaseIandIsaleIofIsecond

-handIgoods. 
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Chapter -3  

 ProductIorIService Alliance 
 

3.1IFlipkartI 

 

Flipkart focused exclusively on books during its initial years, and as soonIasIit expanded, it began 

offeringIotherIproducts such as electronicIgoods, airIconditioners, airIcoolers, lifestyle suppliesIandIe-

books.ILegally,IFlipkartIisInotIanIIndianIcompanyIsinceIitIisIregisteredIinISingapore,Iand most of its 

shareholdersIareIforeigners.Through a companyIcalledIWSIretail,IFlipkartIsellsIgoodsIinIIndia because 

foreign companiesTareTnot allowed to do multi-brandTe-retailing inTIndia. OtherTthird-partyTsellers or 

companiesTcanTalsoTsellTgoodsTthroughTtheTFlipkartTplatform. Flipkart nowTemploysTover 15,000 

people. FlipkartJenablesJpaymentJmethodsJsuchJasJcashJonJdelivery, credit orTdebitTcard transactions 

,netYbanking,Ye-giftYvoucher,IandTcardTswipeTdelivery. FlipkartTisTcurrentlyToneTofTtheTlargest 

onlineTretailersTinTIndia,IoperatingTinToverI14TproductTcategoriesTandIreachingIaroundI150 cities, 

delivering  5TmillionTshipmentsTaTmonth. 

 

 

3.1.1 AchievementsIinIE-Commerce 
 

 

InISeptemberI2015,IwithIaInetIworthIofI$1.3IbillionIeach,ISachinIBansalIandIBinnyIBansalIenteredJJ

ForbesIIndia'sIrichIlistIdebutingIatI86thIplace. Flipkart'sIco-founder,ISachinIBansal,IhasIbeenIawarded 

theI2012-2013IyearIawardIfromIeconomicItimes, leadingItheIdailyIIndianIeconomy. At CNBC TV18's' 

IndiaTBusinessTLeaderTAwardsT2012' (IBLA), Flipkart.comTwasTawardedTtheTYear's  YoungJTurk. 

Flipkart.comJwasJnominatedJforJleadersJofJtomorrowJawardJinJ2015. 

 

3.1.2 FailureIinIMusicIIndustry 
 

 

FlipkartJacquiredJtheJwebsitesJmime360.comJandJchakpak.comJinJOctoberJandJNovemberJ2011. 

Later ,JinJFebruaryJ2012,JtheJcompanyJrevealedJitsJnewJFlyteJdigitalJmusicJstore. 

Flyte,TaTlegalTmusicTdownloadTserviceTinTtheTveinTofTitunesTandTAmazon.com,TofferedTDRM

-freeTmp3  downloads. ButTitTwasTshutTdownTonT17TJune 2013TasTpaid song downloads didTnot 

getTpopularTinTIndiaTdueTtoTtheTadventTofTfreeTmusicTstreamingTsites. 
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3.1.3 AcquisitionsI 

          

3.2 Amazon 
 

AmazonTisTAmerica'sTlargest internet-basedTcompany.TAmazon.comTbeganTas an online book 

store, soon diversifiedTsellingTofTDVDs, CDs, video andTmp3 downloads/ streaming,Tsoftware, 

videoTgames,Telectronics,Tclothing,Tfurniture,Tfood,Ttoys,TandTjewellery.TTheTcompanyTalsoT 

manufacturesTconsumerTelectronics,TincludingTlighting,TfireTtablets,TfireTTVTandTtelephone,Tand

isTaTmajorTproviderTofTcloudTcomputingTservices. 

 

AmazonIhasIseparateIretailIsitesIforIUnitedIStates, UnitedIKingdom,Ireland,IFrance,Canada, Germany 

,Netherlands,IItaly,ISpain,IAustralia,IBrazil,IJapan,IChina,IIndiaIandIMexico,IwithIsitesIcomingIsoonI 

forI SriILanka and South EastIAsianIcountries. For its products,IAmazonI alsoIoffers international 

shippingItoIsomeIotherIcountries.IAmazonIlaunchedIitsIAmazonIIndiaImarketplaceIatIthe beginning of 

JuneI2013withoutIanyImarketingIcampaigns.AmazonIhadIannouncedIinIJulyI2013thatIitIwould investI 

$2IbillionI(Rs12,000crores)inIIndiaItoIexpandIbusinessIafterIitsIlargestIIndianIrivalIFlipkartIhadIalso 

announcedIthatIitIwillIinvestI$1Ibillion. 
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3.2.1 Achievements 

 

AmazonJhadJtheJfastestJgrowingJdownloadJrateJofJappsJinJ2015JonJtheJmobileJappJside.JDownload

increasedJbyJ200Jpercent in OctoberJalone.Amazon'sJwebJtrafficJwasJtheJhighest,J30Jmillion visitors 

inJOctober,JaccordingJtoJComscoreJdata.Amazon'sJactiveJcustomersJhaveJgrownJannuallyJbyJ230%. 

TheTawardsTwereTpresentedTatTIndia'sT2014TflagshipTconferenceT&TexhibitionTe-tailing, an event 

bringing togetherJmajorJstakeholdersJinJtheJcountry'sJretailJandJe-commerceJbusiness. The award for 

"the year's path-breaking debut" wentJtoJAmazon. 

 

3.2.2 FailuresT 

 

AmazonTstartsTusingTIndiaTpostTandTisTscrewingTupTitsTIndianTdeliveryTsystem. At a time when 

onlineTshoppingTportalTcompetitionTinTIndiaTisTatTitsThighest possible level andYeveryYplayerYis 

poolingTinTmillionsTfromTfundingTandTtryingTtoTbeatTeach other with never-beforeTdiscounts and 

amazingTservices, AmazonTtookTthe worstTstep ever. AmazonTIndia hasTselected India as itsIprimary 

deliveryTpartnerTandTall "Amazon fulfilled" ordersTareTnowTshippedTviaTIndiaTpost. Anyone living 

inTIndiaTorThavingTsomeTexperienceTwithTIndia'sTpostalTsystemTneedTnoTintroductionTtoTIndia

post. 

 

 

3.2.3 Acquisitions 

 

It's noTsecretTthatTAmazon'sTe-commerceTgiant is big marketsToutsideTtheTU.S. The company not 

onlyTinvests inTtheTregion'sTcapital, butTalso acquiresTstartups toThelp expandTitsTcountry presence. 

AmazonIannounced that it purchasedIEmvantageIpaymentsIpvtIfromItheIIndianIpayment company Ltd. 

Although it did not disclose the amount of theIacquisition. Like stripeIorIPayPal, EmvantageTallows 

credit & debit cards to be accepted by online merchants. TheIcompanyIalso enabled merchantsItoIset up 

theirJownJbrandedJprepaidJdebitJandJmobileJpaymentsJcards. Company acquiredJmanyJstart-ups such 

asJpets.com,Jaudible.com,Jjunglee.com,Jimbd.com,Jzappos.com,JwootJetc.JtoJdifferentiateJitself. 

 

 

 

 

 



16 
 

iChapter - 4 

iLogisticsi  
 

DeliveryJspeediisiasIimportantiasiproductiquality. ItJwouldJnotJbe wrongJtoJsayJthatJinJretainingJtheir 

customers,ilogisticsJcouldJbeJtheJdefiningJfactorJforJsuccessJofJe-commerceJcompanies. 

ItJisJestimatedJthatJtheJIndianJlogisticsJmarketJwillJgrowJatJaJrateJofJ12.17%JbyJ2020.JInnovationsJ

inJthisJsectorJareiveryJimportant,iasidemandiforimoreireachiandifasterishippingiatJlowericostsJis there. 

However,businessesiwillJneedJtoJinvestJinJautomationJwhileJmakingJgoodJuseJofJexisting resources. 

 

 

 

4.1 TrackingIof VIehicles : CrucialIinIE-Commerce 

 

Trackingiof vehicles playsianiimportantiroleiin providing the necessaryJcontrolJandJefficientJroute 

planningJforJfasterJdelivery. Because theJlogisticsJmarketJinJIndiaJis highly unorganized, it is not 

surprising to underuse resources. Increasing technology adoption in operations is critical to maintain 

customerIsatisfaction.AmazonIaddedIthatIfast,IreliableI&iresourcefulidevice-wide Interneticonnectivity 

willihelp us better use vehicle trackingitechnology. By investing in blackbuck, Flipkart has benefited 
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from capturingIdataIonIvehicleImovementIandIusing dataIforIbetterIplanning.  

"Improving the efficiency of information collection and orchestration is also a primary focus for us in the 

coming year." 

LogisticsIsolutionsIproviderIloginext–which includes paytm,ImyntraIandIAmazon–evenIprovides' heat 

maps' to provide information aboutIthoseIareas where there areImaximumIdelays. Loginext is working 

for the delivery of perishables withIcoldIchainIlogisticsIserviceIproviders. Their schedulerItakesIinput 

from the system that tracks transported productsIandIschedulesItheIdeliveries accordingly. In addition, 

deliveryIboysIcouldIsetItheItemperatureIandIotherIsettingsIrequiredIforIaIparticularIproductIviaItheir 

app. 

 

4.2 Flipkart 

 

       4.2.1 Logistics Partner  
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4.2.2 Procedurei 

4.2.3iTechnologyiUsed 

4.3 Amazon 
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.4.3.1 Logistic Partner  

Amazon entered into joint venture with Cloudtail. Cloudtail is now Amazon India's keyigrowthidriver, 

generatingiatileasti40 percent of the company's sales in a few months. CloudtailIisIdominantIin 

electronics & fashionI sales, twoIIofIAmazonIIndia'sIthreeIlargestIcategoriesI(promotedIbyIAmazon's 

Pvt. Ltd seller services). Cloud tail has expanded aggressively sinceIitIwasIlaunchedIas a seller on 

Amazon in July 2014. AccordingItoIdocumentsIavailableIwith the company registrarI(roc), its capital 

increased last month toIRs.500IcroreIfromIjustIRs.500,000IlastIJuly. Amazon Asia and catamaran have 

pumped the equity capital together throughIanentityIcalledIPrioneIBusinessIServicesIPvt.ILtd. Cloudtail 

hasIaccessItoIsecuredIloansItotalingIuptoIRs.300 cr, inIadditionItoItheIRs.500IcroreIinIequityIcapital. 

ATSLIwillIbeIoneIofIItheIAmazon'sIlogisticsIpartnersIinIIndianImarketplace. 

4.3.2 ProcedureI 

AmazonIhasIsetIupIaIlogisticsIcompanyIinIIndiaItoIdeliverIproductsIdirectlyItoIconsumers. Amazon's 

private limited transportation services, aIsubsidiaryIofIUS-basedIAmazon,IwillIbe shipping goods 

fromIsellers trading on India's onlineTmarketplace. SuchTaTserviceTisTalreadyTavailable 

fromTFlipkartTthroughTtheTlogisticsTcompanyTEkartTandTSnapdeal, who last week purchased a 

stake in the delivery company Gojavas.ITheIlogisticsIarmIhasIbeenIsetIup to help with last-mile 

deliveryIasIproductsIcanIbeIshippedImore quickly. AmazonIcurrently runs nineIfulfilment centers in 

eight Indian states, ecommerce jargon for warehouses. ItIwasItheIfirstIonlineImarket place toIoffer 

guaranteed delivery in India for two days and one day, a standard on the US market. 

Easyship,IanIassistedIshippingIplatformIforI12,000IoutIofIitsI20,000Isellers, has also recently been 

launched by Amazon India, aIplatformIthatItheIcompanyIhasInowIadoptedIglobally. Our sellers can now 

select their courier partners with Easyship,IandIshipIevenIonItheIssameIday.IMoreIthan 60%IofIourI 

customersIareIeligibleItoIship next day on Amazon satisfied products. In cities where snarl-ups are 

frequent and road signs are unreliable, Amazon has struggled with deliveries. Companies have set up 

logisticsInetworksIinIresponseIandIuseImotorcyclesIratherIthanItrucks. AIserviceIlaunchedIin IndiaIin 

MayIandIconsidered for exportItoIotherImarkets, IenablesIsellers toIhaveIthe flexibility to storeIgoods 

andIshipIthemItoIcustomersIonItheirIown,IratherIthanIroutingIthemIthroughiAmazon. 

AmazonIprovides technologyIandItrainingItoIensureItheIpacking, labeling and delivery of goods asJthe 

companyJwould.WhileiAmazonimayinotJwantJtoJtweakJitsJmodeliforibest-sellingIgoodsIin developed 

markets, analysts said, it may consider the made-in-India seller solution to reduce the cost of warehousing 

and delivery for thousands of "non-core" products that are offered but rarely purchased. "The way 

Amazon serves its customersJisJbecomingJmuchJmoreJflexible. 
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4.3.3 Technology Used  

 AmazonJacquiredJEmvantageJPvtJLtd.,JanJIndianJpayment processor for an unrevealed sum. 

Employees of Emvantage joining the Indian unit of Amazon that will use the technology of the 

company on its website of e-commerce.  

 Online Amazon.com Inc. retailer uses itsJengineersJtoJlaunchJnewJfeaturesJandJcustomizeJits 

smartphoneJappJforJshoppers, to localize its technology operations in India. Theseichangesihave 

greatly improved the added user and retentionIrates of the company. In the last three years, more 

shoppers installed the smartphone app from Amazon India than any rival app.  

 Downloads of the shopping app from Amazon India tripled over the year-ago period in the key 

shopping month of October. TheseJnumbersJareJsignificantJasJmost ofJonlineJshoppingJinJIndia 

isJexpectedJto take place over the next five years on smartphones. AmazonJandJitsJrivalsJFlipkart 

and Snapdeal are already receiving over 70 percent of their smartphone traffic. Amazon's technical 

expertiseJinJconsumer-facingJproducts,JpredictiveJanalytics,JsupplyJchain,Jamong others, is one of 

theJreasonsJwhyJitJisJcatchingJupJwithJFlipkartJandJSnapdealJquickly. 

 AnotheIchangeIwas the mobile customer sign-upIprocess. The process of signing up was that you 

entered theIemail, thenIpassword, then verified it, and so on — thatJwasJtooJmuch. Now mobile 

number and only a password has to be entered by the new user. YouJgetJanJOTPJthatJis 

automaticallyJreadJandJentered. Overall, the objective is to understand where the customer has 

frictionJandJthenJeliminateJit.  

 However,JAmazonJinitiallyJadoptedJmostJofJitsJglobalJapplicationJfeaturesJinJIndia.TheJfeatures

JincludedJbarcodeJscanning, whichJIndianJshoppersJdidJnotJfind very useful. BesidesJirritating 

customers,JtheJfeaturesJalsoJmadeJtheJappJveryJheavyJtoJtakeTupJspace onJsmartphones.This has 

beenJparticularlyJproblematicJasJmostJcurrentJandJfutureJcustomersJofJAmazonJwillJownJlow-

end smartphonesJofferingJ&JlimitedJstorageJspace.JAlso,onJcheapJsmartphones, clunkyJapps don't 

tendJto work best.  
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Chapter – 5 

Marketing Strategy  
 

5.1 Flipkart  

The businessJmodelJofJFlipkartJis much deeper and extensive.  However, a fewikeyipoints are –  

 Inbound logistics - Rationalizedisupplyichain  

 Operations - StrategicIwarehousingIandIdistributionIcapability  

 Outbound logistics - Well alignedIfulfilmentIprocess  

AllJthreeJprocessesJareJextremelyJwellJintegrated-first,JthroughJa sound strategy that builds on the 

organizationalJstructure.JTheyJhaveJaJstrategyJandJaJcomplementingJenforceJtheirJstrategy. Technology 

as an enabler is also thirdJcriticalJsuccessJfactorJfor the company. 

Strong information systems are at the heart of the organization. Driving visibility and end-to-end 

integration across their supply chain processes (inbound-operations-outbound) in an efficient way 

supports the same.  
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5.1.1 Marketing Mix of Flipkart  
 

Product 

 

Place 

 

 



23 
 

place its mark on the Indian market. Their delivery network is spread across thirty-seven cities where 

delivery in any nook and corner is possible. 

Price 

 

 

Promotions  
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5.2   Amazon  
 

5.2.1 Segmentation  

 

5.2.2 Marketing Strategy 
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Competitive analysis  

 

 
 

 

 

5.2.3 MarketingiMix  

Product  

 Amazon is an international ecommerce company that uses internet connections from various gadgets 

such as phones and tablets to enable its customers to immediately browse and buy products. Then 

these products are delivered to the customer using service providers.  
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Chapter – 6i 

Advertising and Promotion 
 

         6.1   Advertising Statistics for E-Commerce Firms 

     

1.AskmeJgroupJwasJ theJ largestJ advertiser among its JpeerJ with Jan JestimatedJ advertising Jbudget JofJ 

Rs.J350 crores. HelionJinvestmentsJandJastroJmalaysiaJsupportJtheJgroup. 

2. E-commerce companies inJIndiaJspentJRs.J500JcroreJinJadvertising during the festive period (sep–nov). 

Throughout the year 2018, allJadvertisingJspentJon commerceJplayersJwasJRs.J600Jcrores. 

3. In the 3 months of the festive season, JeffJBezosJownedJAmazonJspentJ224JcroreJonJadvertising, while    

Flipkart spent nearly 70 crores during the same period. 

4.Myntra, a fashion brand owned by Flipkart, spent about 30 crores on advertising while OLX, the used-

goods marketplace, spent more than 55 crores during the Sep-Nov 2016 peak season. 

5. ThisJwasJanJincreaseJoverJtheJcorrespondingJperiodJin 2018 of more than 46 percent. Nearly 70% of the 

advertisingJbudgetJwasJspentJonJprime-timeJspots,Jwhile more than 40% was spent onTnon-fiction 

channels.  

6. Companies targeting young people believed theseJchannelsJ wouldJgiveJ themJbetter conversionJandJ 

reachJcomparedJtoJtraditionalJchannelsJof entertainment. 

 

 

Advertising Channel Distribution 
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HowJdoJe-commerceJplayersJmanageJtoJspendJbigJamountsJonJadvertising?  

 

Nearly allJe-commerceJplayersJareJbackedJbyJglobalJandJlocalJinvestorsJwho in these companies pour 

millions of dollars. E-commerce players use a large part of this investment toJenhanceJtheirJbrandJ 

identityJandJcornerJa far-reaching shareJofJonlineJshoppers. Of course, there's a loss here for the 

smaller companies that lack substantial investment. SomeJofJtheJsmaller e-commerce players in the 

niche, however, areJmakingJtargetedJmarketingJeffortsJtoJchannel their advertising fundJtoJmaximize 

ROI. 

 

OutlookJforJspendJonJadvertisingJin 2018 

 

According to a Zenithoptimedia report, ad spendingJinJmajorJAsianJeconomies willJcontinueJtoJgrowJin 

2018, although atJaJlowerJrateJofJ8.4JpercentJcomparedJto 2017 growth of 8.9 percent. The slowdown 

is mainly due to sluggish ad spendingJinJChina, which currentlyJaccountsJforJ74%JofJtotalJAsianJad 

spending. InJaddition to IndiaJandJChina, Indonesia, Malaysia, Pakistan, the Philippines, Taiwan, and 

Vietnam are the major Asian economies. 

 

             6.2 Flipkart Advertising 
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6.3 AmazonIAdvertising 

 

 OrchardJadvertisingJIndiaJis the advertisingJagency for Amazon India. OrchardJadvertisingJIndia 

highlightsJthe advantages ofJshopping with #weIndians onJAmazon.com.  

 TheJone – minute video, conceived andJ executedJ by orchardJJIndiaJJand directed byJAnuragJ 

Kashyap,  showsJAmazon as JaJreliableJplaceJtoJshopJwithJoriginalJproducts, easyJreturn policiesJ 

and timelyJdelivery.JTheJvideoJcomesJwithJAmitabh Bhattacharya's lyrics song and Amit Trivedi's 

music. 

 #aurdhikhao toJ#trytohkar,J#apnidukaan and nowJ#weIndians are the famous advertising taglines 

used by Amazon India. 

 The company has successfully managed to capture Indian emotions and sentiments and established 

a sense of reliability among buyers. 
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Chapter – 7 

SWOT Analysis 
 

       7.1 IFlipkart 

        Strengths 

            

 

WeaknessesI:  
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Opportunities:  

 

 

Threats: 
 

1. Competition: rigid competition from global players such as Amazon, ebay, and local players such as Snapdeal, 

Tolexo, and Shopclues who are constantly trying to eat the market share of each other. 

2. Government regulations : on FDI issues in multi-branding retail have been a major hurdle in India's e-

commerce industry's success. 

7.2 Amazon 

 

Strengths:i
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according to local taste. Amazon is currently using the "aur dikhao" campaign in India, for example, to encourage 

users to browse more of their products. 

6. Acquisitions: acquisitions of companies such as zappos.com, junglee.com, imbd.com, woot.com and so on. 

Has proven to be a successful step for the e-commerce giant to generate revenue.  

 

Weaknesses:  

1. Shrinking margins and Price wars: Amazon's margins are shrinking due to extensive delivery network & 

price wars, resulting in even losses. In India, in 2013-14, Amazon had a loss of $359 crs.  

2. Tax avoidance issue: Amazon attracted negative advertising in countries like the U.S. & UK due to tax 

avoidance. These well-established markets generate most of its revenue.  

3. High debts: Amazon still struggles to make the business profitable in many developing nations, thus affecting 

the group's overall profitability resulting in high debt. 

4. Flop Products: Amazon launched a big flop-like fire phone in us. Simultaneously, the kindle fire didn't pick 

up as hard as the kindle did. There were therefore several product flops that caused a dent in the deep pockets 

of Amazon. 

 

Opportunities

 
 

Threats:         
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8.1 Methodiof DataiAnalysis  

 

Ms-Excel & SPSS is used for the purpose of analysis. FactorJanalysisJwasJperformedJtoJdetermineJthe correlation 

between theJvariablesJandJhighlyJcorrelatedJvariables are combinedTandTrepresentedTbyTaTfactor. This is to 

ensure dataTreduction,TinsteadTofTseveralTvariablesTtheyTareTrepresentedTby few major factors. Regression 

analysis, toTidentifyTtheTimpactTofTtheTfactorsTidentifiedTinTfactorTanalysisT(independent variables) on 

customerJsatisfaction (dependenti variable).  

 

8.2iDemographicsi 

 

 

 

The chapter presents thetempiricaltfindings from the data gathered. Itiprovides the respondent’s demographici 

information and statistical analysis ofItheIinformation that hasIbeenIcollectedIfromIthem.IThisIisIfollowedIby 

our findings and conclusions being interpreted and discussed. The tableIaboveIshowsIthatIoutIofI70Irespondents, 

50 percentIofIpeopleIareIin the <25-yearIageIgroup, 35.7IpercentIareIinItheI25-35IageIgroup, and 14.3Ipercent 

are in the > 35 age group. 

 The highestIrespondentsIwhoIdoIonlineIshoppingIare <25-year age group.  

 At the same time, online shopping is well used by 35.7 percent of the age group 25-35.  

 All theseIpeopleIareIattractedItoIe-commerce sites thatIofferIaIwideIrangeIofIproductsIwith their services 

and everywhere.  

 Gender is another demographic factor that we considered. 

 FemaleIrespondents,IwhoIpreferIonlineIshopping,IareIhigherIthanImaleIrespondents.  

 We can interpret that they get differentIandIunavailableIinternationalIproductsIonline based on their 

preferences, which makes them easy and time-efficient. 
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8.3 Frequency of ShoppingIOnline 

 

 

 

  

Interpretation: FromItheItableIabove, we canIinterpretIhowIoftenIonlineIshoppingIisIdoneIby respondents.  

 It became common practice to choose onlineIshoppingIinsteadIofIshoppingIforIbrickIandImortar.  

 Thirty percent ofIrespondentsIhereIareIsoIregularIthatItheyIshopIonlineIatIleastIonceIaImonth.  

 This opensIupImoreIwaysItoImarketIsuccessIforIe-commerceIpeople. 

 

8.4 OnlineISiteIPreference 

 

 
 

Interpretation: FromItheItableIabove,  

 82.9 percent of people choose Amazon and Flipkart equally.  

 RestIofIe-commerceIplayersIlikeIsnapdeal(8.6 percent) and paytm(4.3 percent) are tooIlowItoIreachIboth 

Amazon & Flipkart's goal in the competition. Despite the fact that paytm offersIhugeIdiscountsI comparedIto 

itsIcompetitors. 
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8.5 IPayment Methods 

 
 

 

Interpretation:IE-commerceIplayersImust gain trust in providing customer-sensitive data with 

security. When respondents are questioned using payment methods thatItheyIwillIuseIwhile shopping 

online,I 

 MostIrespondentsIchooseIcashIonIdeliveryImethodIthat is, 62.9 percent.  

 We can analyze the simpleIandIperfectIwayIfor the customerItoIproceedIwith cash on delivery. 

Even deliveryIboys carry swipe machines and make it easier. 

 

8.6 ImpressedIwithIwhichIE-CommerceISite 

 
 

Interpretation : 

 Amazon is the e-commerce site that customers appreciate most. 

 Amazon leads 47IpercentIcomparedItoIFlipkart,Iwhich holdsI40IpercentIof the interest of the respondents. 

 The rest of Flipkart and Amazon's e-commerce sites are not even within reach. It clearly shows that Flipkart 

and Amazon are India's leading market for e-commerce. 
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8.7 Site Selection process 

 
 

 

Interpretation: Which wayItoIreachItheIcustomersIis perfect? Or on whatIbasis the customer chooses 

to shop online? E-commerce sites are selected according to the above table respondents: 

 Based on the suggestions of their friend – 40 percent 

 Also equal percentage of respondents believe in online reviews – 40 percent 

 

8.8 Pricing Satisfaction 
 

 
 

 

Interpretation: While shopping, price is the most important factor. If theIsiteIcanIofferIwhatIis needed 

within reasonableTprice,TthenTthatTsiteTwillTbe chosen above any other site . From above table, it is 

inferred:  

 PeopleIareImostlyIimpressedIwithIAmazonIandIFlipkartIwithIslightIchange 

 EvenIthoughIpaytmIisIofferingIallItheIproductsIatIveryIlowIrates,IpeopleIareIinterestedIinItopI 

ones 
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8.9 Recommendation to Other Customers  

 
 

Interpretation: FromIoneIofIourIpreviousIquestions, we understoodIthat when buying onlineIorIselectingIanIe-

commerceIsite, the suggestions of friends are so important. From the table aboveIweIgotIourIviewIclearIbasedIon 

the view of the respondentIwhichIe-commerceIsiteIisIleadingIinIsuggestionsIofIfriends.  

 37 percent of respondentsIareIpreparedIto suggest AmazonItoItheirIfriendsIandIfamily.  

 FlipkartI is the leader after Amazon with 28.68percent 

 

8.10 Occasions preferred for shopping 

 

 
 

Interpretation: E-commerceIsitesIknowIwhenItoIcaptureIcustomersIandIhowItoIdoIso. The timing of 

e-commerce sites offersIisIjustIperfect.IEvenIthoughIpeopleIdon'tIneedIthem,ItheyIare going to buy 

becauseIofItemptingIdealsIinIaIrow. 

 MoreIthanI50%IofIpeople go shopping onlineIwhenIthoseIe-commerce sites offer so many exciting 

dealsIandIoffers.  

 E-commerce sites are competitively movingItheirIpawnsItoIeachIother, leading customersIto 

confusion. 
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8.11 Problems Faced 
 

 
 

Interpretation: It is the responsibilityIofIyourIcompanyItoIfulfillIcustomerIrequirements, from product order to 

delivery. CustomersIexpectIwhatItheyIareIpayingIfor. If somethingIhappensIthey'llIhesitateItoIbuyIagain. From 

the tableIabove,  

 MostIofItheIrespondentsI(41.4 percent) have problems withItheIqualityIof the product 

 They also have problems withItheIdelayIin the deliveryIofItheIproductI(21.4 percent) 

 

8.12IOpinionIonIFlipkartICustomerICare 

 
 

Interpretation:IRespondentsIwillIselectIe-commerceIsitesIonly whenItheyIareIcompletely satisfied with their 

services. AlsoIafterIpurchase, ItheIcompanyImustItakeIresponsibilityIforItheIcustomer'sIrequirement. 

 FlipkartImadeIitsImarkIinItheIheartIofItheIcustomer.IRespondentsI(47.1Ipercent)IareIhappyIwithIFlipkart

customer support. 

 ThisIisIactuallyIaIbetterIresultIforIFlipkartIbecauseIpeopleI(64.3 percent) either agree or strongly agree to 

good customer care services provided by Flipkart. 
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8.13 OpinionIonIAmazonICustomerICare 

 

 

 

 

8.14 Frequency of Shopping based on Gender 

 

  



41 
 

 

8.15 Choice of Payment depending on Age 
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Interpretation: FromIaboveItableIandIgraphIweIcanIinterpret that: 

 The mindsetIofIrespondentsIareIdifferentIwhenIitIcomesItoIcurrencyIandIitsIsecurity. Most of the 

young peopleIwhichIareIlessIthanI25IyearsIareIgoingIforIcashIonIdelivery. And after that age group of 

25-35 respondentsIareIalsoIgoingIforIcashIonIdelivery.  

 E-commerceIsitesIalsoImakeIpaymentImethodsIeasierIbyIprovidingIboysIwithIswipingImachines. 

Swiping machines made IitIeasyIforIcustomersIandIforIdeliveryIboysItoIwork.IBecause some payments 

areInotIgoingItoIbeIexactlyIroundIfigures.  

 When customersIhaveItoIpayIthisIkindIofIamount, it will be difficultIforItheIdeliveryIboyIto giveIchange 

back a few times. We canIavoidIallItheseIinterruptsIbyIusingIswipeImachines. 

 

8.16 Price Satisfaction based on Gender 
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8.17 Occasion of Shopping based on Age 
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9.1  FindingsI 

     

 

9.2 ISuggestions 

 

 

9.3IConclusion 
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