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Abstract 

E-commerce has revolutionized the way businesses operate globally, and India is no exception. 

In recent years, the rise of e-commerce has been significant in India, with more and more 

consumers turning to online shopping due to the convenience it offers. This research paper aims 

to analyze the growth of e-commerce in India, its impact on the economy, challenges faced by 

the industry, and future prospects. 
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INTRODUCTION 

India, with a population of more than 1.3 

billion, is poised to become one of the 

largest e-commerce markets in the world. 

The growth of e-commerce in India has been 

remarkable, with a compound annual growth 

rate (CAGR) of 30% between 2016 and 

2020. 

 

Growth of E-commerce in India: 

The Indian e-commerce market is expected 

to reach $200 billion by 2026, up from $38.5 

billion in 2017. The expansion of e-

commerce in India owes much to the 

emergence of online marketplaces, such as 

Amazon, Flipkart, and Paytm Mall, that 

offer a wide range of products, competitive 

pricing, and fast delivery. 

 

The e-commerce industry has experienced 

rapid growth globally, and in India, the 

growth of the industry is largely dependent 

on internet connectivity. However, India's 

internet density remains a challenge for e-

commerce, with a penetration of only 11%. 

The e-commerce market is expected to reach 

US$13 billion by the end of 2013, with the 

travel segment accounting for 71% of 

consumer transactions, while e-tail has 

grown from 10% in 2011 to 16% in 2012. 

The industry is expected to contribute 

around 4% to India's GDP by 2020, but this 

is relatively low compared to the projected 

contributions of the IT-BPO and 

telecommunication industries. B2B e-

commerce dominates the Indian market, and 

the industry is characterized by a Market 

Place model that allows manufacturers and 

traders, especially MSMEs, to benefit from 

increased turnover. The growth of e-
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commerce can have a positive spillover 

effect on associated industries such as 

logistics, online advertising, media, and 

IT/ITES. However, the industry faces 

significant challenges with respect to 

infrastructure, governance, and regulation, 

such as low internet penetration, poor last-

mile connectivity, and consumer trust 

deficit. 

 

Research Objectives: 

To examine the emergence of Flipkart as a 

major player in the e-commerce industry. 

To investigate the factors that impact users' 

experiences with Flipkart at their workplace. 

 

Research Design: 

This research will use a descriptive research 

design. 

 

Sample Design: 

Population: All consumers of Flipkart. 

Sampling Frame: Users who shop online 

while at work. 

Sampling Unit: Individual users who shop 

online while at work. 

Sample Size: 110. 

Sampling technique: Convenience sampling, 

a type of non-probability sampling. 

Location: Noida, Uttar Pradesh. 

Duration: Three weeks. 

Data Collection Method: A survey using a 

questionnaire and general observations. 

Instrument: Questionnaire. 

 

Data Collection: 

Primary data will be collected through a 

survey using a questionnaire administered to 

users who shop online while at work. 

Secondary data will be obtained from 

websites. 

 

Research Plan: 

 

Investigate the emergence of Flipkart in the 

e-commerce industry. 

Develop the questionnaire. 

Collect primary data through the survey. 

Analyze and interpret the collected data. 

Present findings. 

 

DATA ANALYSIS  

We took a survey of 110 respondents, where 

number of female was 40 and that of male 

were 70. 

 

FACT AND FINDINGS 

The advantages of advertising in 

newspapers, including the ability to create a 

lasting impact on readers and evoke 

emotional responses. Compared to other 

forms of media, newspapers offer a more 

focused reading experience without 

distracting pop-ups and advertisements. The 

article also highlights the growth of India's 

ecommerce industry, with online sales 

expected to reach $8.3 billion by 2016 and 

potentially contribute 4% of India's GDP by 

2020. The piece specifically mentions 

Flipkart, Amazon, and Snapdeal as major 

players in the industry, with Flipkart 

recently raising $1 billion in foreign capital 

and Amazon investing $2 billion in their 

India business. Both companies serve as 

hosts for third-party sellers to avoid foreign 

investment restrictions. 
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The power of word of mouth is significant in 

promoting products as it can effectively 

spread awareness among a wide audience 

through personal recommendations from 

friends. 

• The majority of students express 

satisfaction with Flipkart's services and are 

willing to recommend the platform to others 

for online purchases. 

• When making online purchases, customers 

consider all factors except for packaging and 

warranty to be important in their decision-

making process. 

• The factors that Flipkart is focusing on in 

their marketing strategy are highly valued by 

users in India. 

• The advertisements created by Flipkart are 

successful in conveying their message due to 

their interesting and attention-grabbing 

nature, allowing the brand to establish a 

position in the minds of potential customers. 

 

 

RECOMMENDATIONS AND 

SUGGESTIONS 

 

Flipkart has established itself as the largest 

online store in India with a vast range of 

products, but it still needs to improve in its 

core competency of books and stationery 

items. With the emergence of Amazon.com 

in the market, Flipkart faces intense 

competition and must position itself better, 

especially since a significant portion of 

potential customers are still unaware of the 

brand. Additionally, those who do purchase 

from Flipkart do so infrequently, so the 

company needs to be more aggressive in 

providing better services to increase 

customer loyalty. This could be achieved by 

reducing delivery times, selling second-hand 

products to increase affordability, and 

expanding penetration into the market. 

Furthermore, having retail stores would 

allow customers to feel and analyze the 

products, thereby increasing trust and 

loyalty. Price will also be a crucial factor, as 

Amazon can leverage its economies of scale 

to dominate the market. Flipkart needs to 

focus on the needs of its customers and 

create exceptional experiences to build 

customer loyalty. 
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