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INDUSTRYANALYSIS:

Indiahasaninternetuserbaseofabout250.2millionasofJune2014.
Thepenetrationofe-commerceislowcomparedtomarketslikethe
UnitedStatesandtheUnitedKingdom butisgrowingatamuchfaster
ratewithalargenumberofnewentrants.Theindustryconsensusisthat
growthisataninflectionpoint.UniquetoIndia(andpotentiallytoother
developingcountries),cashondeliveryisapreferredpaymentmethod.
Indiahasavibrantcasheconomyasaresultofwhich80%ofIndiane-
commercetendstobeCashonDelivery.

However,CODmayharm e-commercebusinessinIndiainthelongrun
andthereisaneedtomakeashifttowardsonlinepaymentmechanisms.
Similarly,directimportsconstitutealargecomponentofonlinesales.
Demandforinternationalconsumerproducts(includinglong-tailitems)
isgrowingmuchfasterthanin-countrysupplyfrom authorised
distributorsande-commerceofferings.MarketSizeandGrowthIndia'se
-commercemarketwasworthabout$3.8billionin2009,itwentupto
$12.6billionin2013.

In2013,thee-retailmarketwasworthUS$2.3billion.About70%of
India'se-commercemarketistravelrelated.Indiahascloseto10million
onlineshoppersandisgrowingatanestimated30%CAGRvis-à-visa
globalgrowthrateof8–10%.ElectronicsandApparelarethebiggest
categoriesintermsofsales.KeydriversinIndiane-commerceare:
IncreasingbroadbandInternet(growingat20%MoM)and3G
penetration.Risingstandardsoflivingandaburgeoning,upwardly
mobilemiddleclasswithhighdisposableincomes



COMPANYANALYSIS:FLIPKART.COM

FlipkartisWorld’stop10mostvisitedE-commercewebsiteinIndiawith
regardstotraffic.MultiplePaymentmethodisavailableforit’s
customerstomakePaymenteasier.Fastestgrowinge-commerce
websiteinIndia.Itsells30productpermin.

 FlipkartisIndia’slargestelectroniccommercecompany,foundedin
2007bySachinBansalandBinnyBansal.ItoperatesexclusivelyinIndia,
whereitisheadquarterinBangalore,Karnataka,thoughFlipkartis
actuallyregisteredandbasedinSingapore.Flipkarthaslauncheditsown
productrangeunderthename“DigiFlip”withproductssuchastablets,
USBs,andLaptop’sbags.

Flipkarthasalsolauncheditsownrangeofpersonalhealthcareand
homeappliancesunderthebrand“Citron”.Legally,Flipkartisnotan
Indiancompany,sinceitisbasedinSingapore,andmajorityofits
shareholdersandinvestorsareforeigners.InMay2014,Flipkartreceived
$210millionfrom DSTGlobalandinJulyitraised$1billionledby
existinginvestorsTigerGlobalandSouthAfrica'smediagroupNaspers.

Flipkartwasfoundedin2007bySachinBansalandBinnyBansal,both
alumnioftheIndianInstituteofTechnologyofDelhi.Theyhadbeen
workingforAmazonpreviously.Thebusinesswasformallyincorporated
asacompanyinOctober2008asFlipkartOnlineServicesPvt.Ltd.

Duringitsinitialyears,Flipkartfocusedonlyonbooks,andsoonasit
expanded,itstartedofferingotherproductslikeelectronicgoods,air
conditioners,aircoolers,stationerysuppliesandlifestyleproductsande
-books.Thefirstproductsoldbythem wasthebookLeavingMicrosoft
toChangetheWorld,boughtbyVVKChandrafrom AndhraPradesh.
Flipkartnowemploysmorethan15000people.Flipkartallowspayment
methodssuchascashondelivery,creditordebitcardtransactions,net
banking,e-giftvoucherandcardswipeondelivery.



SWOTanalysisofFlipkart::

StrengthsintheSWOTanalysisofFlipkart::

India’sLargestE-commerceRetailer:FlipkartistheIndia’slargestE-
commercecompany&hadsoldGMV(grossmerchandisingvalue)of$1
billiontillnow.

Experiencedfounders:TheFoundersofFlipkart,Sachin&Binnybansal
areEx-Amazonemployees.HavingpriorexperienceintheE-commerce
industryhelpedthefounderstoworkstrategicallyanddifferentiatetheir
businessinahighlycompetitivemarket.

Acquisition:WithitsseriesofacquisitionslikeLetsbuy.co,,chakpak.com,
weread.com,Mine360&therecentoneMyntrain2014hashelpedthe
companytoexpandintheE-commercespace&usedthecapabilities
andexistingresourcesofacquiredcompanies.

HighBrandrecall:FlipkarthasestablisheditselfasarenownedE-
commercecompanyinIndiathroughTVads,onlinebrandingand
throughitspresenceonsocialmedia.Brandactivitieslikethe“Bigbillion
day”havereallyincreasedthebrandrecallofthecompany.

OwnPaymentgateway&Logisticarm:HavingitsownLogisticsarm E-
kart&paymentgatewayPayzippyhashelpedthecompanytocontrolits
Expenses.Therebypassingthebenefitstotheendcustomers.

Exclusive&broadrangeofproducts:From havingExclusiverightsto
launchsomeproductslikeMotoGMotoX,XiaomiMi3aswellas
personaldesignerssegmentsingarmentscategory,hashelpedthe
companytodifferentiateandlocalizeitsofferings.

WeaknessesintheSWOTanalysisofFlipkart::

LimitedDistributionchannelreach:Althoughitslogisticsarm haskept
cost’slow,thereachhasbeenaffectedwhichisaweaknessforFlipkart.
Duetouseofoutsourcing,GlobalgiantslikeAmazon&eBaycandeliver
theproductanywhereinthecountry.However,Flipkartisstillstruggling
inthisfield.

CostofAcquisition:Duetostiffcompetitioninthemarket&low
customerretention,thecostofAcquisitionishighbecauseFlipkart
acquiresalotofcustomersthroughonlineadvertising.AsperFlipkart

data,thecompanyspendsR.s400/-onacquiringanewcustomer onan



average.

Powerinthehandofbuyers:Sincethisindustryisfloodedwithmany
players,buyershavealotofoptionstochoose.Switchingcostsarealso
lessforcustomerssincetheycaneasilyswitchaservicefrom one
onlineretailcompanytoanother.Sameproductswillbedisplayedin
severalonlineretailwebsites.Productdifferentiationisalmostabsent
andthefightthenbeginsonthebasisofpriceonly.

OpportunitiesintheSWOTanalysisofFlipkart::

Expansionofbusiness:Bytargetingotheremergingmarketscompany
canincreasetheirrevenuesaswellasitcanhaveEconomiesofscale.

ExpandingtheirProductcategories:Thiswillincreasetheircustomer

base&atthesametimewillreducethecostofacquisitionand

customerswitch.

ChangingmentalityofIndiancustomers:Withincreasingnumbersof
customersgettingcomfortablewithonlineshopping&increasein
numbersofInternetusersinIndia,thereishugepotentialinthisIndustry.

Supplychain:Byoptimizingtheirsupplychaintheycancompetewiththe
otherplayers&canmanagetheloosingsalesonaccountofnotmaking
theproductavailableduetodeliveryconstraints.

Establishinginotherdevelopingeconomies:LikeAmazon,Flipkartcan
slowlystartexpandingoutofIndiaandestablishoperationsinother
countriesaswellwhichwillhelpimproverevenues.

ThreatsintheSWOTanalysisofFlipkart::

Competition:Stiffcompetitionfrom theglobalplayerslikeAmazon,eBay
aswellaslocalplayerlikeSnapdeal,TolexoandShopclueswhoare
continuouslytryingtoeateachother’smarketshare.

GovernmentregulationsontheissuesrelatedtoFDIinmultibranding
retailhasbeenabighurdleinthesuccessoftheE-commerceindustryin
India.



Porter'sfiveforceanalysisofFlipkart::

Supplierpower:Here,suppliersarethemanufacturersoffinished
products.Foranyproduct,therearemanysuppliersonline,sotheycan’t
showpowerononlineretailcompanies.Forexample,ifyoutake
computerscategory,therearemanysupplierslikeDell,Apple,Lenovo,
andToshibaeveryonewantstoselltheirproductsthroughonlineretails
likeFlipkart.Sellingonlinesavesalotofmoneyforthemanufacturers,
andasmanypeoplenowadayspreferpurchasingproductthroughonline
stores,Companiescannotaffordtolosethischannel.So,inthisindustry
thesupplierpowerislow.

Buyerpower:Buyersinthisindustryarecustomerswhopurchase
productsonline.Sincethisindustryisfloodedwithsomanyplayers,
buyersarehavinglotsofoptionstochoose.Withmanycompetitorslike
Amazon.com,eBay,Snapdealetc.Customersgetawiderangeof
choices.Customerwouldprefertheonewhowouldprovidegoodsat
reasonableprice,deliveritfastandprovidethem withotherbenefitslike
CashonDelivery,EMIfacilities,otheroffersetc.HereBuyershavemore
power.

CompetitiveRivalry:Competitionisveryhighinthisindustrywithso
manyplayerslikeJabong,Snapdeal,Amazon,Homeshop18etc.Many
competitorsmeansmorechoicesforthecustomertochoosefrom.This
alsoincreasesthecostincurredbythecompanytostayinthe
customer’smindi.e.onPromotionsandAdvertisementsetc.Givingthe
customerbetterdeals,makingcustomer’sexperiencedelightfuland
continuousinnovationcanhelpacompanytostayattopevenwithtons
ofcompetitorsaround.OvertakingMyntrawasaveryintelligentmoveby
FlipkartdonetoovercomethecompetitiongivenbyMyntra.Someofthe
majorchallengesfacedbyonlineretailersareeducation,trustand
customerloyalty.ManycustomerslikeCashonDeliveryoptioninplace
ofcredit/debitcardpayment.

ThreatofNewEntrants:Threatofnewentrantsisveryhighinthisonline
retailindustrybecauseoffollowingreasons:Indiangovernmenthas
allowed51%FDIinmulti-brandonlineretailand100%FDIinsinglebrand
onlineretail.So,thismeansforeigncompaniescancomeandstarttheir
ownonlineretailcompanies.Thereareverylessbarrierstoentrylike
lesscapitalrequiredtostartabusiness,lessamountofinfrastructure
requiredtostartbusiness.Allyouneedistotieupwithsuppliersof
productsandyouneedtodevelopawebsitetodisplayproductssothat
customerscanorderproducts,andatieupwithonlinepaymentgateway
providerlikebilldesk.Industryisalsogoingtogrowatarapidrate.It



isgoingtotouch76billion$by2021.Industryisgoingtoexperiencean
exponentialgrowthrate.So,obviouslynoonewantstomissthisbig
opportunity.WiththenewentrantslikeJabong,Snapdealetc.rapidly
racingtowardsthetopposition,Flipkartneedstodevisenewstrategies
toavoidthisthreatfrom newentrants.

Threatofsubstitutes:Substituteforthisindustryasofnowisphysical
stores.Theirthreatisverylowforthisindustrybecausecustomersare
goingforonlinepurchasesinsteadofgoingtophysicalstoresasitwill
savetime,effort,andmoney.Withtheadventandpenetrationofinternet
andsmartphones,futureinretailbelongstoonlineretail.Whenwe
comparerelativequality,relativepriceofproductapersonbuysonline
withphysicalstore,botharealmostsameandinsomecases,online
retailstoreoffersmorediscountsandthisattractsthecustomerto
purchaseproductsonline.



Flipkart’soverallmarketingstrategy::

Let’stalkaboutFlipkart’sbroadmarketingstrategy.Onthefaceofit,
theirmainprincipleseemstobefocusedonbeingpresentatevery
singletouchpointtheircustomersarepresentat.Todaythismeans
usingthemajorityoftheirbudgetondigitalchannelsandmarketing.
Moreover,sinceIndiaisamobile-firstcountry,thisismostdefinitely
payingoff.

Flipkartalsoinvestsheavilyinstarpowerandinfluencermarketing.India
lovesBollywoodandFlipkartusesthistosellandraiseawarenessabout
theirproducts.RanbirKapoor,AliaBhatt,AmitabhBachchanand
ShraddhaKapoorhaveallbeenprominentlyfeaturedinFlipkartTVads
andintheironlinecampaigns.ThisshowsthatFlipkartnotonlyhasdeep
pockets,butalsohasaneyeonthepulseofthemarket.

Inrecentyears,Flipkarthasincreaseditsbudgetspendondigital
marketingconsiderably.Earlier,theywerespendingcroresin
multichannelmarketingcampaignsthatresultedinalargeamountof
cashburn.SinceKalyanKrishnamurthytookoverFlipkartin2017,there
hasbeenalarge-scalerevampofitsmarketingstrategy-it’sbecome
leanerandheavilybasedondigital,whichhasworkedoutwellforthem.

AstudypublishedinLivemintin2017outlinestheverybeginningofthe
transformationwhereinpotentialcustomersshowedagreater
awarenessofFlipkart’sBigBillionDaysaleascomparedtoother
retailers.

Inadditiontomarketingcampaigns,Flipkartalsousesitsdigital
channelsextensivelytoprovidecustomerswiththebestexperience
possiblewiththeirplatform.Customersvoiceconcernsandcomplaints
onFlipkart’ssocialmediachannelsandthisisdealtwithquicklyand
efficiently.

Ofcourse,thisinvestmentindigitalchannelshasn’tstoppedFlipkart
from workingwithcelebritiesandinfluencersextensively.Flipkartrelies
heavilyoninfluencermarketingandinfluencerstospreadtheword



abouttheircampaigns.Thebestpartaboutthisisthatthemessagecan
beutilizedbothonlineandoffline-makingwayforthem touseitboth
forTVspots/billboards,aswellasadvertisingonline.



INTRODUCTION::

FlipkartisanE-commercewebsite,foundedbySachinBansalandBinnyBansalin2007.

WhenFlipkartwaslaunched,initiallytheaim wastosellbooksbeforeexpandingintoother

productcategoriessuchasconsumerelectronics,fashion,homeessentials&groceries,and

lifestyleproducts.InMarch2017,Flipkarthelda39.5%marketshareofIndia’se-commerce

industry.InAugust2018,U.S.-basedretailchainWalmartacquiredan81%controllingstake

inFlipkartforUS$16billion,valuingitat$20billion.

FlipkartisIndia’sanswertoAmazon.FlipkartisoneofthemostvisitedE-Commerce

WebsitesandjustlikeAmazon,thecompanyhasrapidlybecomeoneofIndia’soriginal

unicorns.ThecompanyisnowownedbyWalmartandisoneofIndia’shugesuccessstories.



LITERATUREREVIEW:

PhilipKotler,themarketingexpert,saysTheoriesaboutconsumer
behaviourhavebeenusedtodevelopaneffectivemarketingstrategy.
Moreover,itisimpossibletothinkmarketingwithouttheInternetin
today'sworld.

Severalresearchershavecarriedoutstudiesintheirefforttoexamine
consumers’onlinebuyingbehaviour.Forexample,Bellmanetal(1999)
investigatedvariouspredictorsforwhetheranindividualwillpurchase
online.Theseauthorsconcludedthatdemographicvariables,suchas
income,educationandage,haveamodestimpactonthedecisionof
whethertobuyonline,whereasthemostimportantdeterminantofonline
shoppingwaspreviousbehaviour,suchasearlieronlinepurchases.

Concerningthefactorsthatinfluenceor hinderonlineshopping,Ernst
andYoung (2000)reportedthatInternetusers purchasedonlinebecause
ofgoodproduct selection,competitiveprices,andeaseofuse,butwere
concernedaboutshippingcosts, lackofopportunitytopriorexamining
the products,aswellas,theconfidentialityof creditcardandpersonal
information.

Know andLee(2003)exploredconsumers’ concernsaboutpayment
securityandItsrelationshiptoonlineshoppingattitudeand actual
purchases.Theyobservedanegative relationshipbetweenattitude
towardsonline shoppingandconcernsaboutonlinepayment security.
Consumerswithapositiveattitude seem tobelessconcernedabout
payment security.



Researchgap::

Problem withthecurrentapproachisthatCompetitivepricingisthebest
waytogetmoreorderandincreaseyoursales.

Alsofocusingmoreonthemorecustomersafety,securityandneeds.

Implyingtotheexploitationofitsaffiliateproductsandresources.

Useofmarketingcommunicationwithrespecttosustainingof
customersinthetargetmarket.



Projectobjectives::

-Tounderstandtheconsumerbuyingjourneyinthedigitalera.

-TofigureoutonwhatbasistheIndiansaregoingtopurchaseaproduct.

-ComprehensiveunderstandingofpostpuchasebehaviourofIndians.

-Toexplorethemarketingstrategiesofflipkart

-Toexploreandunderstandtheservicesprovidedbyflipkart



Projectmethodology::

PrimaryDataMethodofdatacollectionwasdonebythewayofsurvey.Primarydatawas

collectedthroughfieldsurveywiththehelpofstructuredquestionnaire.Thequestionnaire

wasfilledbytheconsumerstoknowthesatisfactionlevelofFlipkartandattainedbyusing

alsotookthroughthequestionnaire.Baseduponwhichpiechartsandgraphswillbe

depicted.

SecondaryDataSecondarydataisthedatawhichhasalreadybeencollectedbysomeone

elseforthesame,similarorfordifferentpurpose.Thesecondarydatawasalsocollected

throughvariousresearchesandwebsites.Thesecondarydatawasusedforthepurposeof

preparingquestionnaires,industry&companyprofiles.



Dataanalysisanddiscussions::

















Findings;

Mostoftherespondentwerenotsatisfiedwiththeaftersalesservices
ofFlipkart.

 100%oftherespondentswereawareoftheflipkartshoppingsite.

 As47%oftherespondentsweremadeawareofthisonlineshoppingsite,whereas

19%werethroughnewspaper,13%throughadvertisement,21%throughmagzines.

 Mostthem 49%respondedonshoppingonlinefrequently,22%wereneutral,1%rarely

.

 33%usedtoshoponlinemorethanonceaweek,18%onceamonth,9%onceayear

and19%morethanonceamonth.

 Researchimplicationsstatethat47%preferredflipkartsitetoshop.

 Mostofthem shoppedformorethen3-4timesnearly37%implyinghappycustomers

 39%ofthem foundrelevantinformationabouttheproductonflipkart

 29%wereverymuchcomfortablewiththeorderingprocessofflipkartand27%were

completelycomfortable

 Nearly67%respondedtosharinggoodaswellasbadexperienceaboutshoppingon

flipkart

 37%preferedsharingthroughsocialmediaand67%throughmessegingaboutthe

experienceonflipkart.



CONCLUSION:

Theresearchimpliesthatthefutureofmarketingisinthe
handsofdigital.Digitalmarketingisnotonlyconcernedwith
placingadsinportalsitconsistsofintegratedservicesand
channels.Inthisdigitaleramarketersusemarketing
communicationthatisthemarketerisnotonlycustodianfora
brand,peoplewhoareconnectedacrossthedigitalplatforms
arethecustodian.

Brandslikeflipkart,Amazon,Myntraetc.Wanttobuildtheir
presenceoverdigitalplatformsbyimplyingvariousmarketing
strategiesinordertocapturetheMarket.Ascustomershave
highaffinitytowardsthedigitalmediathanothermedia's.

Thisresearchfocusedontheconsumerbuyingbehaviourof
theIndianconsumersarehighlyinformationseekerandthey
willdoresearchaboutaproductbeforegoingtoanyretailshop.

Sobeitbillboards,tvcommercialsordigitalads,Flipkarthas
alwaysbeenonthefrontseatindevelopingmarketing
strategiesaroundexistingtrends.Itssmartlyyetemotionally
wovenadcampaignsleaveastrongimpressionintheheartsof
Indianaudience.Flipkart’sbusinessmightbethreatenedby
equallygiantcompetitorsbutitwilldefinitelycontinuetorule
theE-commerceindustryfordecadestocomewithitsbrilliant
marketingstrategies.



MANAGERIALIMPICATIONS:

Theaim ofmyresearchistohelpcompanytoestablishandmanage
Flipkart'sleadingmarketingstrategyfocusesoneverysingletouchpoint
theircustomersarepresentat.

Itusesthemajorityofitsbudgetonvariousdigitalchannelsinvolving
bothpaidandorganicmarketing....Flipkartalsoinvestsintenselyin
celebrityendorsementandinfluencermarketing.

Sincedigitalmarketingisnearlyrisinginthisera,forwhichflipkartis
gearedupforthesame.Flipkartwillsoonstartofferingdigitalcontent
likemoviesandsongsonline,asinthecustomer'scanpayandsteam
onlinethedigitalcontent.

Flipkartwillalsoprovidewithe-booksverysoon!
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ANNEXURE::

Questionaireforconsumerbuyingbehaviourofflipkart.com

Q1)Areyouawareofonlineshopping?

 Yes

 No

Q2)Howandfrom wheredidyouknowaboutflipkart.com?

 Advertisements

 Newspapers

 Magzines

 Other

Q3)Haveyoueverdoneonlineshopping?

 Veryfrequently

 Frequently

 Neutral

 Rarely

Q4)Howoftenhaveyoudoneonlineshopping?

 Onceaweek



 Morethanonceaweek

 Onceamonth

 Morethanonceamonth

 Onceayear

Q5)whichonlineshoppingsiteyouprefer?

 eBay

 Amazon

 Flipkart

 Snapdeal

Q6)Doyouthinkecommercehasadvantagesovertraditionalshopping?

 Stronglyagree

 Agree

 Neutral

 Disagree

 Stronglydisagree

Q7)whatkindsofproductsdoyoubuyonline?

 Mobileandtablets

 Apparel

 Accessories

 Jewellery

 Books

 Other

Q8)Areyouabletogetallrelevantinformationabouttheproductwhenyoushoponline?

 Never

 Rarely

 Sometimes

 Often

 Always

Q9)Haveyouevercomeaccrosswithflipkartadvertisements?

 Lessthanonce



 1or2times

 3or4times

 Morethan4times

Q10)Doesflipkartadvertisementprovideyoutherelevantinformationabouttheproduct?

 Never

 Rarely

 Sometimes

 Often

 Always

Q11)Haveyoueverdoneshoppingonflipkart?

 Lessthanonce

 1or2times

 3or4times

 Morethan4times

Q12)Wereyouabletofindallrelevantinformationabouttheproductonflipkartsite

conveniently?

 Never

 Rarely

 Sometimes

 Often

 Always

Q13)Wereyoucomfortablewiththeprocessthatyouhavetofollowtoordertheproduct?

 Notatall

 Slightly

 Moderately

 Verymuch

 Completely

Q14)Q14)Afterpurchasewhattypeofexperiencewillyousharewithothers?

 Nicedealintermsofprice

 Badexperience

 Goodexperience



 Alltheabovementioned

Q15)Howwillshareyourexperiencewithothers?

 Facetofacetalk

 Messeging

 OnCompanywebsite

 Writeablog

 Socialnetworkingsite








