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ABSTRACT

E-commercerefersto the exchange of goods
and services via the Internet. We outline the
elements driving the expansion of India’s e-
commerceindustryinthisarticle. Using secondary
sources such articles, journals, reports, papers,
blogs, and conference proceedings, research was
done. One of the industries that is expanding the
fastest is e-commerce. India’s investment market
has enormous potential. Sncelast year, investment
hasincreased significantly, and moreisanticipated
intheyearsto come. In both urbanandrural areas,
e-commerce has been made easier by the sharp
increaseininternet and mobileuser usage. Areport
published jointly by ASSOCHAM and Forrester
predicts that India’s e-commerce sales will increase
at the greatest rate in the world, from $30 billion
in 2016 to $120 billion in 2020, or a 51% annual
growth rate.
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INTRODUCTION

Even for developing nations like India, the
internetisbecominginto adiversfied globa economy
with opportunities for everyone. India’s e-commerce
market isexpected to expand a the highest rateamong
AsaPacificregions, withacompound annua growth
rate (CAGR) of morethan 57% between 2012 and
2016, according to datafrom Forrester, atop globd
research and consultancy business.

E-commerceisnow widdly availableto people
in both urban and rural areas dueto theriseinthe
usage of smartphones, tablets, and the internet. In
2016, therewere gpproximately 400 millioninternet
usersinIndia. Large quantitiesof money arebeing
invested in Indian businesses by foreign corporations.
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Indian bus nessesareattracting theatention of seasoned foreign players. Inrurd areas, e-commerceisexpanding
with Tier-2 and Tier-3 citiesaccount for themgjority of thetraffic. After learning that Hipkart had raised $1 billion
infinance, Amazon made a$2 billioninvestment inIndiain July 2014. The e-commerceindustry ishometo
numerous|arger bus nesses, including Snapded, Hipkart, Amazon, Shopclues, Jabong, and others.

What is E-commer ce?

E-commerceistheexchange of money or datausing an éectronic network, usudly theinternet, for the
purchase and sal e of goods and services. These exchanges might take place between busi nesses, between
consumers, or between consumersand businesses. Applicationslike EDI, email, and shopping cartsareused
ine-commerce. Digital commerce enables purchase transactions online and facilitatesthe devel opment and
ongoing expansion of online connectionswith clientsthrough avariety of channels, including retail, mobile,
direct and indirect sales, etc.

Indian Scenario

Given that the e-commerce sector isgrowing at arate of double annually, Indiahasalarger market
potential. According to a joint ASSOCHAM-Forrester study, India’s e-commerce revenue is predicted to
increase at thegreatest ratein theworld, from $30 billionin 2016 to $120 billionin 2020, or a51% annual
rate. According to Morgan Stanley, thee-commerce market will reach $137 billion.

Millions by 2020. The following graph illustrates India’s increasing sales between 2011 and 2016. As
seeninthefollowing data, e-commerce sales haveincreased significantly since 2013 and are predicted to
account for 1.40 percent of al retail salesin 2018.

India’s e-commerce market is expected to expand at the fastest rate in the Asia-Pacific region, with a
compound annual growth rate (CAGR) of more than 57% between 2012 and 2016, according to the most
recent datafrom Forrester, atop global research and consultancy organisation. On the other hand, India
might be therate of growth of Indiaisfar higher than that of Chinaand other heavyweightslike Japan.
According to a collaborative analysis by Forrester, China’s e-commerce is expanding at a rate of 18%, Japan
at 11%, and South Korea at 10% annually, in contrast to India’s 51% growth. The e-commerce sales volume
grew between 2012 and 2016, asthefollowing tableillustrates.

| nvestment

The Chinese e-commerce company Alibaba Group Holding and itspartner Zhyian jointly invested
roughly $575 millionin One97 Communication Limited, aso known asPatym, as part of the $3.9 billionin
investmentsthat the commerceindustry hasrece ved from venture capitdigts, privateequity firms, andinterna
funders since last year. Currently, Patym’s gross merchandise values are one billion dollars. It is a substantial
amount for any Indian company’s e-commerce. In addition to enabling mobile payments, Paytm lets users
purchase tickets, take advantage of sales, and shop from 1800 of its networked merchants. Following Alibaba’s
investment, Ratan Tatagave Paytm an undi scl osed donation. The Japaneseinternet behemoth Softbank stated
in December 2014 that it planned toinvest $10 billionin Indiaover thefollowing several years. It currently
holds a30% sharein Housing.com and Snapdeal . In 2000, it made an investment of roughly $20 millionin
Alibaba, whichiscurrently worth billionsof dollars. Tiger Globa Management, aNew York-based company,
has provided funding to businesseslike Quickr, Flipkart, Myntra, Just Did, and Make My Trip. Inthe current
environment, start-upsfinanced by optimisticinvestorshave grown to apoint wherethey canfiercely compete
withforeign businesseslooking to establishaclientelein India

Future of E-commerce

InIndia, e-commerce has expanded quickly throughout the nation. Travel and retail account for the
majority of the growth. Indiahas becomeamajor player inthegloba market and hasthe eleventh largest
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economy intheworld. Thee-commerceindustry isseeing arisein the use of mobilecommerce. Thevaueof
mobiletransactionsisprojected to reach Rs, and they aregrowing annually.

36,000 crores, based on information by Forester. It isanticipated that thedigital commerceindustry
will seemorehigh-profilemergersand acquisitionsin the upcoming years, because more and more businesses
will beinvestinginsmall businessstartups, e-commerce appearsto haveabright future. In India, e.commerce
saw significant investment last year, and moreisanti cipated intheyearsto come.Socia mediahasdevel oped
into amarketing platform where bus nessesmay openly adverti seand promotetheir goods. Futurechangesto
onlineretail marketplaceswill result from the growth of social mediaand mobile networksin commerce,
whichwill pushe-commerceto new heights.

Challenges of E-commerce

Although e-commerceisbooming globdly, Indiaisstill having trouble growing, particularly inrura
areas. Here, we go over seven obstaclesthat Indian e-commerce busi nesses must overcome.

» AlLargePercentageof Online PurchasesareReturned: A customer may engageinimpulsive
buying, aggressive salling, or occas ondly purchasing thingsheisunfamiliar withwhen making hisfirst
purchase. When things are delivered and the consumer wants to return them, that’s the sad part. This
isamgor issuein India, where new customersaccount for alarge portion of growth, asitiscostly for
businessesto executetheltisnot profitablefor thesellersand involvesreverselogistics.

>  E-payment Scepticism; COD isPreferred: Indian consumersare constantly afraid about committing
fraud and are very sceptics about using el ectronic payments. Furthermore, the widespread use of
credit cardsin Indiaisnot very beneficial. In India, cash on delivery, or COD, isthe most popular
method of payment. Manual cash collectioniscostly, time-consuming, and dangerous.

»  Low Number of Smartphoneusers. Despite India’s large mobile user base, there are still relatively
few smartphoneusers. Themgority of individua s<till use phoneswith standard features, which prevents
them from conducting online businesswhile onthe go. With theintroduction of low-cost smartphones
inIndia, we can now anticipate an increasein the user basein thenear future.

> India’s Inaccessible Towns: InIndia, thousands of townslack adequate transport and areinaccessible.
A significant percentage of potentia clientsarelost by e-commercebusi nessessinceahuge population
lacks seamless access. The primary payment method in Indiaiscash on delivery, which just makesthe
logistical issueworse.

» TheCost of Acquiring new Customer sisRaised by Overfunded Competitors: Almost threeto
four new businesses are founded in India every day, making it astartup nation. Additionally, the
Government isworking to support thisindustry. Since e-commerce businesses have such promising
futures, someinvestorsarewilling to pay absurdly enormous sumsof money to get market shareinthe
current market, which offers|ndian consumersamultitude of optionsand the businesseshave must put
inalot of effort to develop client retention methods.

> Digital Ignoranceand the Psychology of Consumers: One of the major issuesfacing Indian e-
commerceisdigital illiteracy. Themgority of Indiaisrura and doesnot follow theexpanding digital
trend. Thelndian customer isunwillingtotravel far tolook for abetter optionwhen he canfind what he
needsin anearby store. That isthereason the customer avoidsusing the Internet whilebeing aware of
the potential connectivity problemsand other problems.

» LanguageRestriction: E-commerce must be accessibleintheregional languagesof smal business
ownersor consumers, particularly inrural areas, in order for them to integrate the e-commerce process
intotheir daily operations.
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CONCLUSION

The global market has shifted towards e-business and e-marketing asaresult of the growth of the
internet and information technology. However, the nation’s poor literacy rate is the primary obstacle to e-
commerce’s explosive expansion; even those with advanced degrees find it difficult to use desktop computers,
laptops, and iPhoneswith cyber technol ogy. M any e-commerce busi nesses have yet to reach many distant
regions, such as the north-eastern Indian states. This might be because there aren’t many courier services or
trangportation options, except from fast post, which hasalot of trouble getting to theinaccessible. In many
rura partsof the nation, theavailability of broadband and 3G connectivity remainsaconcernfor thegrowth
of e-commerce. Wehaopethat online shopping these obstacl eswill soon be overcome by theindustry, particularly
inthecurrent eraof cutting-edgetechnology, athriving start-up ecosystem, and fiercerivalry.
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