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Abstract: The e-commerce landscape is shifting dramatically across the world, with an increased 
adoption of smart phones giving rise to a new level of consumer experience. With more telecom & 
broadband internet providers jumping into the competition to provide more internet data at fewer 
prices, consumers would not mind surfing the internet for their needs anymore. This would also allow e-
commerce companies to showcase their services to the consumers in a broad size.India is a huge market 
that is growing rapidly. Logistics and infrastructure in e-retailing becomes the very backbone of the 
fulfillment network and the basis on which stringent service level expectations are set and met, and 
customer mind-space among competing alternatives is won. India’s e-commerce market is estimated to 
reach US$200 billion in the next decade .Flipkart/Walmart and Amazon will continue to be the most 
popular e-commerce brands in India. 
Wal-Mart-buyout of homegrown Flip kart impacts growth of online retail in India,It is the country’s 

largest acquisition and the world’s biggest purchase of an ecommerce company. Their growth is 
continuing to advance at an incredible rate, and they’re changing the ways in which independent 

merchants have to sell, think and operate online. 
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Introduction: 
History of Ecommerce: It was initially introduced about 40 years ago in its earliest form. Dealing in 
goods and services through the electronic media and internet is called as E-commerce. E-Commerce or 
E-business involves carrying on a business with the help of the internet and by using the information 
technology like Electronic Data Interchange (EDI). The market was initially limited to print media 
dominated classified services. It has now expanded to include new internet-focused business 
models.Since then, electronic commerce has helped countless businesses grow with the help of new 
technologies, improvements in internet connectivity, and widespread consumer. The online retail 
segment has evolved and grown significantly over the past few years. Cash-on-delivery has been one of 
the key growth drivers and is touted to have accounted for 50% to 80% of online retail sales. Players 
have adopted new business models including stock-and-sell, consignment and group buying; however, 
concerns surrounding inventory management, location of warehouses and in-house logistics capabilities 
are posing teething issues. Classifieds, the earliest entrant in the e-Commerce space in India, is 
undergoing a shift in operational model from vertical to horizontal offering. Players now offer a gourmet 
of services ranging from buying/selling cars to finding domestic help/babysitter.  
 
Review of the Literature: Since 1991, after economic reforms took place in India as a result of opening-
up of the economy with a view to integrate itself with the global economy, the need to facilitate 
international trade both through policy and procedure. The E-Commerce market is thriving and poised 
for robust growth in Asia. The first wave of e-Commerce in India was characterized by low internet 
penetration, a small online shopping user base, slow internet speed, low consumer acceptance of online 
shopping and inadequate logistics infrastructure. Thereafter, the IT downturn in 2000 led to the collapse 
of more than 1,000 e-Commerce businesses in India. Following this, there was muted activity in the 
space in India between 2000 and 2005. Second wave came with duplication of global business models 
and improvement in ecosystem. The entry of Low Cost Carriers (LCCs) in the Indian aviation sector in 
2005 marked the beginning of the second wave of e-Commerce in India. Travel emerged as the largest 
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segment. People began relying on internet to search for travel-related information and to book tickets. 
As a ripple effect, the success of the online travel segment made consumers comfortable with shopping 
through the medium, thus leading to the development of online retail. The growth of online retail was 
partly driven by changing urban consumer lifestyle and the need for convenience of shopping at home. 
This segment developed in the second wave in 2007 with the launch of multiple online retail websites. 
New businesses were driven by entrepreneurs who looked to differentiate themselves by enhancing 
customer experience and establishing a strong market presence.The growth was driven by rapid 
technology adoption the led by the increasing use of devices such as smart phones and tablets, and 
access to the internet through broadband, 3G, 4G etc, which led to an increased online consumer base. 
A growing internet user base helped aid this growth. India is a huge, yet relatively untapped, market that 
is growing rapidly. 
 
India’s e-commerce market is estimated to reach US$200 billion in the next decade on the back of these 
factors. 
 

 

Year 
Internet 
Users** 

Penetration 
(% of Pop) 

Total 
Population 

Non-Users 
(Internet 

less) 

1Y User 
Change 

1Y User  
Change 

Population 
Change 

2016* 462,124,989 34.8 % 1,326,801,576 864,676,587 30.5 % 108,010,242 1.2 % 

2015* 354,114,747 27 % 1,311,050,527 956,935,780 51.9 % 120,962,270 1.22 % 

2014 233,152,478 18 % 1,295,291,543 1,062,139,065 20.7 % 39,948,148 1.23 % 

2013 193,204,330 15.1 % 1,279,498,874 1,086,294,544 21.5 % 34,243,984 1.26 % 

2012 158,960,346 12.6 % 1,263,589,639 1,104,629,293 26.5 % 33,342,533 1.29 % 

2011 125,617,813 10.1 % 1,247,446,011 1,121,828,198 36.1 % 33,293,976 1.34 % 

2010 92,323,838 7.5 % 1,230,984,504 1,138,660,666 48.5 % 30,157,710 1.38 % 

2009 62,166,128 5.1 % 1,214,182,182 1,152,016,054 18.6 % 9,734,457 1.43 % 

2008 52,431,671 4.4 % 1,197,070,109 1,144,638,438 12.5 % 5,834,088 1.47 % 

2007 46,597,582 4 % 1,179,685,631 1,133,088,049 42.9 % 13,995,197 1.51 % 

2006 32,602,386 2.8 % 1,162,088,305 1,129,485,919 19.3 % 5,275,016 1.55 % 

2005 27,327,370 2.4 % 1,144,326,293 1,116,998,923 22.8 % 5,067,787 1.59 % 

2004 22,259,583 2 % 1,126,419,321 1,104,159,738 19.1 % 3,567,041 1.63 % 

2003 18,692,542 1.7 % 1,108,369,577 1,089,677,035 11.5 % 1,926,786 1.67 % 

2002 16,765,756 1.5 % 1,090,189,358 1,073,423,602 136.9 % 9,689,725 1.71 % 

2001 7,076,031 0.7 % 1,071,888,190 1,064,812,159 27.3 % 1,518,576 1.75 % 
2000 5,557,455 0.5 % 1,053,481,072 1,047,923,617 96.5 % 2,729,647 1.79 % 

 
Study Objectives:  This study is an in depth literature review of Ecommerce in the current scenario.  
The Study understands the Ecommerce industry, its sources and measures along with prospects and 
shortcomings with it. This study summarizes the models, basis of models, performance measures, 
decision variables, and outcomes associated in the reviewed. 
 
Methodology: The study is a descriptive type in nature. The data collected from the secondary source 
of information like internet, periodicals, and research reports, survey reports conducted by various 
reputed and reliable organizations. By using those information we are trying to come up with some 
assumptions and recommendations. 
 
Conclusions:  
1. With more telecom & broadband internet providers jumping into the competition to provide more 

internet data at fewer prices, consumers would not mind surfing the internet for their needs 
anymore. This would also allow e-commerce companies to showcase their services to the consumers 
in a broad size. 

2. The supply chain management, storage, and logistics infrastructure have improved since last and 
various new smart cities and SEZs have been developed by the Government to facilitate trade and 
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providea swifter transition of consumer orders. This will definitely give the e-commerce retailers an 
edge over local sellers. 

3. The country's economic structure is now GST-ready and the newcomers would not be affected in any 
way by the new set of rules and regulations as they have never faced the pre-GST phase and the 
challenges to moving into a new tax system.  

4. With the trend of ecommerce, many online retailers have launched their business in the country. 
These online retailers have also started to use the medium of online mobile apps to increase their 
reach to the customers. Due to the changing market dynamics, many traditional retailers have been 
working on their internet strategy and they are trying to increase its physical network by giving 
customers the option of store pick up, return, cash on delivery etc 

5. The surge in online retailing is not the only reason for the weak performance of traditional retailers. 
There are other features such as economic, technological, political, demographic factors and local 
competition can be seen. But due to technological interventional traditional retailers are also be in 
the game and competing. Finally customers get benefitted and satisfaction level increases. 

6. With the increase in small and medium enterprises, foreign direct investment, multinational 
companies, creating millions new jobs, a new generation of globally minded consumers. With 
growing job opportunities, customers are willingly able to pay for the products online. 

 
Recommendations: 
1. India’s e-commerce industry. Cities such as Delhi, Mumbai, Bangalore, and Kolkata are leading 

markets for online sellers: eight out of every 10 orders come from these cities. 
Delhi NCR, for example, is the largest online purchasing city – making one-third of the country’s 

total online purchases, followed by a distant Mumbai 
At the same time, 80percent of India’s population resides in non-metropolitan cities, the market 
scope for which cannot be ignored. Internet penetration in rural areas is at just 20 percent compared 
with 65 percent in urban India. 

2. Online retailers will need to adopt a video strategy in order to stay competitive and build 
outstanding customer experience.  

3. Delivery is important  factor for online shoppers. So the supply chain plays a vital role in online 
shopping. Over half of the consumers are willing to pay more for their purchases if they can select 
various delivery methods. 

4. The powerful influence of various social media tools like Facebook allows consumers to organize 
their favorite items and segment it into them and collections to share with others. 
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