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Dr. Sanjeev Bansal 
 
Online shopping or e-shopping has revolutionized the Indian market. Online shopping is a form 
of electronic commerce which allows consumers to directly buy goods or services from a seller 
over the Internet using a web browser. Online shopping is into both Business to Customer (B2C) 
& Business to Business (B2B) markets. Amazon, Flipkart, Alibaba and eBay are the largest of 
these online retailing corporations.  
 
Indian consumer is accepting the trend of e-shopping with open arms. The rising awareness about 
internet and smartphone is ensuring convenience in shopping, making it easy for a consumer to 
buy and adapt to the new way of buying and selling. Indian market being a price sensitive market 
and retailers giving huge discounts often act as a driver for the sudden boom and popularity of this 
channel of sale. 
 
With availability of vast categories and variety of products with the convenience and huge discount 
make the industry much more lucrative for the customers. The India e-commerce market will reach 
$6 billion in 2015 a 70 percent increase over 2014 revenue of $3.5 billion according to Gartner, 
Inc. However, it still remains a single percent of the total Retail Industry of our country. 
 
However, the industry should remember that the Indian consumer is one of the smartest shoppers 
in the world. His loyalties easily shift to the change in price. The very shift to online buying is a 
testimony to that. The questions the e-retailers must ask themselves, is, How long can they sell at 
a loss? Will the investors never want a Return on their Investments? 
 
Today, the e-retailers are too becoming innovative in their operations to reduce cost and want to 
tie up with the local retailers for supplying the products. This arrangement aerates a win-win 
situation for both and we must act to get advantage from the same. 
 
Dr. Sanjeev Bansal 
Editor-In-Chief 
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TOP MODERN retailers have reshuffled their 
business strategies to cash in on the booming 
digital economy in Thailand, which has not only 
facilitated their back-office operations, but also 
enhanced communication with potential clients. 

Wanna Swuddigul, Tesco Lotus digital and online 
business director, said today's customers wanted to be 
able to shop 
anywhere, at any time 
and in any way they 
like.  
 
Tesco Lotus is 
serving the needs of 
modern customers 
through multi-
channel retailing, 
both through various 
store formats and 
digital channels, she 
said. 
 
With the company's 
multi-channel platform, customers now can choose to 
pick up food from a Tesco Lotus Express store near 
home, stock up on groceries for their family from a 
Tesco Lotus hypermarket, or simply order fresh food 
online.  
 
Tesco Lotus has seen positive growth of online 
shopping this year, she said. 
 
Wanna said the application of a multi-channel 
strategy was more than just helping a retailer to sell 
more goods, as it could rely on various channels to 
foster customer relationships.  

 
"With digital channels, we can offer an even more 

personalised and value-added shopping experience 
for customers. For example, we are giving 
information on sales promotions and useful shopping 
tips via the Line application, a channel that reaches 
more than 8 million customers on a daily basis. 
 
"On the Tesco Lotus Facebook fanpage, customers 
not only learn more about new products, sales 

promotions and 
useful information, 
they can ask questions 
and interact with us," 
said the director. 

 
Apart from giving 
customers a better 
shopping experience, 
digital channels are 
useful in promoting 
SME trade, as small 
and medium-sized 
enterprises can now 
put their products on 
sale on Tesco Lotus 

online or on the Lazada marketplace.  
 
Tesco Lotus partners with Lazada to sell its general 
merchandise on the popular Lazada e-commerce 
platform. 
 
Automated quality control 
 
Kudatara Nagaviroj, executive adviser for corporate 
affairs of Big C Supercenter, said the hypermarket 
chain now employed digital technology in both its 
front and back offices with the aim of delivering 
maximum satisfaction and savings to customers 
nationwide.  

               

 

               

 

Retail chains 
embrace digital 
revolution 
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At Big C's distribution centres, incoming and 
outgoing shipments are received, managed and 
picked by a computerised system that scans and 
matches the specifications and quality standards of 
each shipment with the incoming/outgoing order.  
 
The system will automatically advise the quality-
control team to reject any shipment that deviates from 
the standard - for example, fresh food that does not 
meet the required chilled temperature - thus 
preventing it from being sent to stores and ensuring 
freshness and consumers' peace of mind, he said. In-
store, Big C uses digital technology in its loyalty 
system, stock management - and even price tags in 
certain stores.  
On top of data mining and tailoring the right 
promotions and savings for each individual customer, 
Big C will use digital technology to improve the 
shopping experience and convenience through in-
store media, Kudatara said. 
 
Through the Big C Shopping Online website and 
mobile application, customers can buy products 
through their devices 24 hours a day at the same low 
promotional price as those sold in store, as well as 
exclusive online offers. The products will be 
delivered to their doorsteps within the next day and 
they can either pay online or upon receipt, he said. 
 
Big C's online shopping has been growing at least 
threefold annually for the past three years, Kudatara 
said. 
 
Raised corporate focus 
 
Worawut Unchai, chief executive officer of 
OfficeMate - part of Central group - said that 
nowadays most corporates paid much more attention 
to digital marketing.  
 
Central group, as the major leader in Thai retail 
business, also focuses on online marketing strategies 
because of customer behaviour switching from 
offline shopping to online shopping, which is faster,  
 

 
more convenient, and more promotionally attractive, 
he said.  
 
Even though it will take time to increase customer 
usage of the online channel dramatically and educate 
them as to the mechanisms involved of shopping this 
way, it is certain that "a ton of people" will gradually 
become online shoppers, said the CEO.  
 
In terms of Central online shopping, it can be said that 
being able to shop on the group's website, 
www.central.co.th, via smartphone, computer and 
tablet 24/7 is the main innovation of the new 
shopping model, Worawut noted.  
 
There are more than 50,000 merchandise items 
online, including high-volume purchases such as 
housewares, appliances, baby products, and men's 
and ladies' fashions.  
 
"We have decided to enlarge our target customer 
group for Central online shopping to overseas 
[customers] and also develop the potential to other 
online marketing types - for example, the iBeacon 
project, which enables us to know the exact location 
of customers and send them alerts with special offers.  
 
Duangta Pongwilai, corporate marketing manager of 
The Mall Group, said the company was focused on 
digital marketing with the introduction of 
applications for customers to engage with and receive 
benefits, such as the Beacon technology to receive 
up-to-date news on their smart phones, tablets and via 
other online channels.  
 
Beacon technology - or iBeacon - was introduced as 
The Mall's response to the way that customers receive 
news. With this technology, The Mall can 
communicate with, offer benefits to, and provide 
information, activities, news, retail information and 
promotions to customers directly in real time as they 
enter the store, said the marketing manager.  
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Fully integrated model 
 
Mayuree Chaipromprasith, senior chief marketing 
executive of Siam Paragon Development, said Siam 
Paragon had brought in a fully integrated digital 
model by sweeping digital business-communication 
channels to reach out to international shoppers 
around the world. Positioning itself as a world-class 
shopping destination and a centre of entertainment, 
education and tourist attractions, Siam Paragon is 
preparing marketing campaigns next year that fully 
combine technology under such a fully integrated 
digital model, she said.  
 
"From now on, both offline and online media will 
greatly affect the customer's decision. Siam Paragon 
therefore continues to provide unique services and 
experiences in communication with various digital 
tools in the marketing campaigns to serve the lifestyle 
of customers and shoppers worldwide," she said.  
"As seen in 'BIFW' ['Bangkok International Fashion 
Week'], Siam Paragon has created a new 
phenomenon of marketing content with the emphasis 
of its status and success as the international fashion 
centre, resulting in new social-media trends and 
online awareness.  
 
"As for mobile marketing and the community, in 
midyear we launched the Siam Piwat mobile 
application to inform and update customers about our 
shops, promotions and new arrivals. This application 
integrates augmented-reality technology and online 
chatting.  
 
"This is the first time a world-class shopping centre 
has had a chat platform to communicate on a real-
time basis, and inform the customers of the latest 
promotions at Siam Paragon, Siam Centre, Siam 
Discovery and Paradise Park," she said.  
 
"In social-media marketing, Siam Paragon ranks as 
the world's most Instagrammed place, beating New 
York's Time Square and Disneyland in California. It 
has more than 400,000 followers on Facebook and 
Instagram, with 10,000 additional fans per month.  

 
We expect to reach 500,000 followers by the end of 
2015," said the senior chief marketing executive.  
 
"As 2015 will mark our 10th anniversary, Siam 
Paragon is advancing with digital-marketing 
campaigns, along with all other events. The fully 
integrated digital model will become an innovative 
tool in marketing communication," she said. 
 

Source:- http://www.nationmultimedia.com/business/Retail-chains-embrace-digital-revolution-30249541.html 
(accessed on 16/12/2014) 
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But year brings cheer to some single-brand retailers as 
they move closer to launching their operations in India 

New Delhi: In 2014, political events cast their 
shadow on the organized retail sector as the 
new Narendra Modi government did not allow 
foreign direct investment (FDI) in supermarkets to 
protect small shops. 
 
For domestic retailers, too, the market wasn’t 
buoyant as consumer sentiment remained weak and 
the sector was battered by steep discounts offered by 
online marketplaces. 
 
The year, however, brought some cheer to single-
brand retailers such as Gap Inc., Ikea and Hennes & 
Mauritz(H&M) as they moved closer to launching 
their operations in India. The government allows 
100% FDI in single-brand retail provided 30% of the 
company’s products sold here is sourced locally. 
 
For a start, the India-specific plans of several foreign 
supermarket chains suffered as the government 
refused to open up multi-brand retail to foreign 
investors. Although the existing policy, which is yet 
to be scrapped, allows 51% FDI in multi-brand, many 
ministers of the Modi government have reiterated 
many times that it will not entertain FDI in the sector. 
The Bharatiya Janata Party (BJP) was opposed to 
overseas investment in multi-brand retail in its 
election manifesto. 
 

 

In July, soon after BJP swept the polls, French 
retailer Carrefour SA rolled down shutters on its five 
wholesale stores in the country which were seen as 
precursors to a supermarket chain for retail 
consumers. 
 
Carrefour entered the market five years ago expecting 
the policy to be liberalized at some stage. However, 
the pressure to exit an underperforming market such 
as India and to focus on markets closer home was 
immense. 
 
“There is enough clarity from the government now 
that multi-brand retail will be difficult to do over a 
short- and long-term scenario in the country,” 
said Vikash Agarwalla, a partner at consulting 
company Strategy&, which was formerly known as 
Booz and Co. 
 
In another move, American retailer Wal-Mart Stores 
Inc. put on hold its plans to open supermarkets in 
India. Instead, it focused on building more wholesale 
stores where the government allows 100% FDI. In 
August,Max Hypermarket India Pvt. Ltd, a part of the 
Dubai-based Landmark Group, and French 
retailer Auchan group ended their partnership due to 
difficulty in complying with India’s foreign 
investment rules as well as the differences between 
the partners. 
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consumer sentiment 
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By Suneera Tandon 
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Wal-Mart, however, said it will invest in India by 
adding another 50 stores in five years to its existing 
20. The company said it continues to view India as a 
long-term market. 
 
“For us, India is a long-term commitment and we 
have been growing our B2B (business-to-business) 
cash-and-carry business,” said a Wal-Mart India 
spokesperson. The company that launched its B2B e-
commerce service in Hyderabad and Lucknow said it 
will extend it to multiple stores in a phased manner in 
2015. 
 
India is one of the fastest growing retail markets in 
the world. The country’s retail industry could see a 
compounded annual growth rate of 10% over 2012-
2020, growing from $500 million to $1 trillion, 
according to a December report by consulting 
firm PricewaterhouseCoopers. However, organized 
retail accounts for less than 8% of the country’s 
overall retail trade. 
 
The next year will thus see foreign retailers such as 
H&M and Gap establish a presence on the country 
even as domestic retailers focus on improving 
profitability and await revival in consumer demand. 
A less than buoyant domestic demand and retailer 
focus on rationalizing costs remained a concern in 
2014, even as brick-and-mortar retailers continued to 
squabble with electronic retailers over deep 
discounting. 
 
“There was a definitely softness in demand in 2014,” 
said J. Suresh, managing director and chief executive 
officer at Arvind Lifestyle Brands Ltd and Arvind 
Retail Ltd, which sells brands such as Flying 
Machine, Ed Hardy and Tommy Hilfiger. 

In May 2015, the company, through a franchisee 
agreement with Gap, will open the brand’s first store 
in the Capital. 
 
“Even though festive season was to see an uptick in 
demand, it didn’t match up to our expectation,” he 
said. Compared with previous years, consumer 
footfalls remained low, indicating conservative 
spending by consumers, Suresh said. Sales for some 
key brands in stores that have been open for at least a 
year oscillated between 8% and 10%, well below the 
companies’ expectations of 15%. 
 
“The year started off very well, but the last quarter 
demand has been below expectation,” said Rakesh 
Biyani, director at Mumbai-based Future Group that 
runs the Big Bazaar chain. 
 
In the quarter ended 30, Future Retail Ltd, operator 
of retail chains such as Big Bazaar, Food Bazaar, 
eZone and HomeTown, reported a stand-alone net 
loss of Rs.8.04 crore. Net sales for the same period 
stood atRs.2,484.85 crore. 
 
Relentless discounting supported by online 
marketplaces have slowed down market recovery, 
Biyani said. Flush with funds, online retailers such 
as Flipkart and Snapdeal offered heavy discounts 
across product categories, denting demand for some 
brick-and-mortar stores. 
 
“It was clearly the year of e-commerce,” said Rachna 
Nath, executive director at PricewaterhouseCoopers. 
Demand at domestic retailers, especially in popular 
categories such as electronics and fashion, was 
impacted. 
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The spat between brick-and-mortar retailers and 
online retailers will continue in 2015 as offline firms 
invest in omni-channel trade to capture demand. 
Omni-channel retail helps connect consumers via 
different channels such as mobile, online and 
physical stores. 
 
“Offline retailers are focusing on ways to counter the 
impact from e-tailing,” said Nath. Biyani said the 
Future Group will focus on omni-channel, and 
expand its customer reach beyond its current stores. 
Arvind, too, is shoring up its omni-channel presence, 
said Suresh. 
 
Consumer confidence in urban India dropped by two 
points to an index score of 126 in the third quarter of 
2014, according to an October report by 
researcher Nielsen in India. 
 
Retailers expect demand to bounce back in 2015. 
India’s economy is expected to rise to around 5.5% in 
the current financial year, up from 4.7% growth it saw 
last year, according to the mid-year economic review 
released by the finance ministry last week. With 
tapering inflation and a better economic environment, 
the government is projecting better growth rates in 
the near future. 
 
“Considering the macroeconomic indicators, 2015 
will see good growth in demand,” said Biyani. Suresh 
also expects buoyancy both in consumer demand and 
sentiment in the second half of 2015. 
 
“We won’t see any action from domestic retailers up 
until Q1 of 2015. said Agarwalla of Strategy&. “They 
are also awaiting some stability in sentiment before 
they go on an expansion drive.” 

 

 

Source:- http://www.livemint.com/Industry/dL1bFWpBkKYet80njdJn2J/Policy-ecommerce-consumer-sentiment-batter-offline-retail.html 
(accessed on 7/01/2015) 6 
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The move is expected to enable the online 
marketplace giant to further personalise user 
experience and make intelligent recommendations 

Snapdeal has acquired Wishpicker.com, a growing 
technology platform that offers users gift options 
based on recommendations. With this fifth 
acquisition, Snapdeal.com plans to consolidate its 
position as a diverse technology company. 

The move is expected to enable the online 
marketplace giant to further personalise user 
experience and make intelligent recommendations. 
The acquisition of Wishpicker comes a few months 
after the acquisition of Doozton, a social product 
discovery technology platform. 

Founded in 2013 by Indian Institute of Technology, 
Delhi, graduates, Apurv Bansal and Prateek Rathore, 
Wishpicker.com offers users smart gifting options 
based on different parameters like relationship with 
the recipient, their age and personality, among other 
things. 
 
Users can find gift suggestions based on Facebook 
likes and interests of recipient. Wishpicker.com’s 
platform uses machine learning, which ensures that 
the recommendations get better with every passing 
day. 

 

 

 

Rohit Bansal, Co-Founder of Snapdeal.com said, 
"We believe that with consumer buying trends 
evolving, intelligent recommendations will be one of 
the key drivers for business volume for our sellers. 
This is an important acquisition for us in terms of 
adding new technology capabilities and helping 
sellers connect with buyers in newer ways." 

Earlier this year Snapdeal.com had acquired 
Doozton.com, a social product discovery technology 
platform, focused on the fashion and lifestyle 
categories, which helps consumers discover trending 
products and designs from online stores across India. 

               

 

               

 

Snapdeal buys gifting 
recommendation portal 
Wishpicker.com 

 
 

Source:- http://www.business-standard.com/article/companies/snapdeal-buys-gifting-recommendation-portal-wishpicker-com-114121100757_1.html 
(accessed on 16/12/2014) 
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Laxminarayan Krishnamurthy figured a Samsung 
Galaxy Core 2 smartphone would make a perfect gift 
for his wife. When the package arrived from e-tailer 
Snapdeal.com, it contained a brick and soap. No 
phone.  

The Mumbai retiree was told the phone was stolen by 
unscrupulous middlemen transporting the package. 
So Krishnamurthy did what a lot of annoyed 
consumers do these days: he went on Facebook and 
vented.  

Online sales in India are exploding, but there are a lot 
of unhappy customers these days like Krishnamurthy. 
The logistics infrastructure -- warehouses, skilled 
workers, planes -- isn’t fully in place to make online 
shopping the mostly seamless experience Americans  
and Chinese take for granted.  

 “Had ordered a samsung mobile through snapdeal 
and we got a soap bar!!!” he wrote on his page. “The 
worst customer service ever received!!!” His rant was 
shared more than 21,000 times as consumers chimed  

 

in with their own complaints of theft, damaged goods 
and lost or delayed orders from Snapdeal, 
Flipkart.com and Amazon.com Inc., India’s biggest 
Web stores.  

The shoddy service could undermine efforts by Web 
merchants to build customer loyalty in a market 
whose sales value may jump 70 percent to $6 billion 
next year.  

“The customer can forgive you one time, but if it’s a 
repeated thing they won’t,” said Pragya Singh, 
associate vice president for retail at consultant 
Technopak Advisors Pvt. “You will get branded as a 
player who says something and doesn’t live up to that 
promise.”  

Price War  
The stakes are high. Since July, foreign investors 
including billionaires Masayoshi Son and Yuri 
Milner have pumped a combined $3.6 billion into 
Flipkart, Snapdeal and Amazon. Flush with cash, 
online retailers are fighting a vicious price war to gain 
buyers, said Ritesh Chandra, an executive director at 
Mumbai-based investment bank Avendus Capital 
Pvt.  

The three weeks leading up to the Diwali festival in 
October were among the busiest periods in Indian e-
commerce history, as all the major retailers offered 
sales to woo customers.  

Market leader Flipkart held its biggest sale ever on 
Oct. 6, running full page ads in national newspapers 
and television commercials promising discounts of as 
much as 90 percent. Amazon and Snapdeal held 
monthlong sales with additional offers on select days. 

               

 

               

 

Buy a Samsung Phone 
Online in India and You 
Get a Brick 
By Adi Narayan 

 

A woman opens a parcel in her office after ordering it from an online 
shopping website in Mumbai, India. Photographer: Indranil 
Mukherjee/AFP/Getty Images 
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The combined demand exceeded the retailers’ 
expectations, with servers crashing and goods selling 
out in seconds.  

 “It’s like organizing a party for 100 people. You’re 
prepared for about 120 or 130. But if 300 people show 
up then it’s a serious problem,” said Vijay Ghadge, 
chief operating officer of delivery company Gojavas 
Ltd., which ships packages for all the major retailers.  

Complaints Surge  
Agencies monitoring consumer grievances also 
witnessed a surge of complaints, as shoppers took to 
the Internet and social media to gripe about delayed 
or lost goods and poor customer service. 
Akosha.com, a company that acts as a middleman in 
getting consumer grievances resolved, received 
almost double the number of e-commerce complaints 
in October, compared with the average of the 
preceding six months, it said.  

The single biggest hurdle was a shortage of cargo 
space on airlines, said Neeraj Aggarwal, Flipkart’s 
senior director for supply chain. Crates of shipments 
piled up at airports as planes ran out of space, and 
delivery companies couldn’t meet schedules, the 
online retailers said.  

 “If you depend completely on air cargo as your only 
mode of transport, you are going to be asking for 
trouble,” Bengaluru-based Aggarwal said in a phone 
interview.  

Warehouse Pickup  
Lakshmi Narayanan Baskaran in Chennai in south 
India decided it would be quicker to take matters into 
his own hands when the LED TV that he ordered at 
an 8,000 rupee ($129) discount on Snapdeal wasn’t 
delivered three days after the promised date.  

The 22-year-old software interface designer joined a 
friend and they visited three warehouses over two 
days, and finally found the TV at a temporary facility 

located about 18 kilometers (11 miles) outside the 
city.  

 “It was a super painful process,” Baskaran said in a 
phone interview. “We were angry but there was no 
use complaining. The staff at the warehouse were all 
very tired and had been working for 24 hours 
straight.”  

India is projected to surpass the U.S. as the nation 
with the second-largest online population this month, 
according to the Internet and Mobile Association of 
India. Yet people are doing little Web shopping. Less 
than half a percent of the nation’s retail sales come 
from the Internet, compared to 6 percent in the U.S. 
and 5 percent in China, according to Technopak.  

Burning Cash  
Getting all those first-time customers to shop online 
means giving lots of discounts, and Web retailers are 
doing that by “burning cash” at a rapid pace, Avendus 
Capital’s Chandra said.  

“No one is making money now. That’s the biggest 
issue,” New Delhi-based Chandra said.  

Losses for both Snapdeal and Flipkart more than 
doubled in the year ended March 31. Snapdeal’s 
parent posted losses of 2.64 billion rupees, whereas 
Flipkart’s two main entities lost 7.16 billion rupees in 
the same period, according to filings with India’s 
Registrar of Companies.  

Before online transactions picked up about three 
years ago, logistics providers in India were focused 
on shipping packages and cargoes between 
businesses. Building a delivery network for e-
commerce has been more complex because there are 
millions of individual customers distributed across 
the nation’s more than 100,000 zip codes, compared 
with a small number of corporate clients confined to 
business districts.  

“In India, logistics is a very, very complicated 
business,” Technopak’s Singh said. “There is so 

9 



much paperwork and rules, and every state is 
different.”  

Theft, Fraud  
E-retailers and logistics companies hired thousands 
of employees this year, though weak policing and 
monitoring processes have led to plenty of instances 
of theft or fraud, Singh said.  

Companies are taking steps to prevent a repeat of this 
year’s delivery nightmare. Flipkart, for instance, 
plans to depend more on trucks rather than airplanes 
alone, and hire college students for temporary jobs 
during the big sales. Delivery company Ecom 
Express is using airports at smaller cities like Pune 
near Mumbai where traffic is lighter. It is also 
acquiring high throughput sorting machines, co-
founder Sanjeev Saxena said.  

Shopping Festival  
The lessons learned from the Diwali nightmare will 
be tested as Google Inc. kicks off its annual three-day 
online shopping festival starting tomorrow. The Web 
search company has recruited about 400 participants 
including brick-and-mortar and online retailers, 
restaurant chains and airline companies to offer sales. 
Delivery companies have hired more workers and 
equipment to handle the additional workload, Ghadge 
from Gojavas said.  

For Krishnamurthy, the retired bank employee in 
Mumbai, the brick in a box was the last straw after 
more than 20 purchases on Snapdeal. An 
investigation by the company revealed that the seller 
and the logistics company had colluded to steal the 
phone, Krishnamurthy said, citing a conversation 
with a Snapdeal sales representative. The company 
eventually gave him a refund two weeks after the 
package arrived.  

Unprecedented Volume  
Anjana Swaminathan, a Snapdeal spokeswoman, 
didn’t respond to e-mail questions about 
Krishnamurthy’s order and other damaged and 
misplaced orders. In a statement, Amazon said the 
“unprecedented high volume” of goods movement 
during the festive season led to delays in shipments 
and the company is working to resolve all issues.  

“I have stopped shopping online,” Krishnamurthy, 
who used to work at state-owned lender Central Bank 
of India, said by phone from his home in Mumbai. 
“E-commerce in India has a lot to learn.”  

His online encounter wasn’t a total loss. The 
dishwashing soap he received along with the brick 
was made by the Indian unit of Unilever Plc (HUVR), 
and the company tried to rectify what it called the 
“negative consumer experience” by sending him the 
same model of the Samsung smartphone he had 
ordered for his wife.  

“Here’s a small gesture from our side to cheer you 
up,” read a note inside the package which included 
two bottles of Unilever’s dishwasher liquid.  

“That was really something,” Krishnamurthy said. “I 
can’t believe how one Facebook post triggered all 
this.” 

Source:- http://www.businessweek.com/news/2014-12-08/buy-a-samsung-phone-online-in-india-and-you-get-a-brick#p2 
(accessed on 16/12/2014) 10 
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NEW DELHI: Hero MotoCorp, the world's largest 
two-wheeler maker by volume, is testing the waters 
for selling its products online. 
 
As many as 700 Hero MotoCorp BSE 0.25 % bikes 
were sold in 72 hours through online marketplace 
Snapdeal during the recently concluded Great Online 
Shopping Festival, organised by Google. The demand 
- it peaked on the last day of the sales with it selling 
500 bikes in eight hours on December 12 - underlines 
the potential of the online market in India to sell 
products such as automobiles that hitherto were 
considered as an exclusive domain of traditional 
channels. Snapdeal, the only ecommerce portal that 
sells automobiles in India, also offers Mahindra & 
Mahindra's Scorpio SUV and two-wheelers. 
 
Launched online on December 10, the first day of the 
sales festival, Hero MotoCorp's Splendor, Passion, 
Glamour, Ignitor, Hunk and Xtreme motorcycles and 
Pleasure scooter were available at the same price as 
at off-line dealerships. 

 
 

 
"This is the first time we tried out the online platform 
for selling our bikes, and the response has been just 
phenomenal," said A Srinivasu, head of national sales 
at Hero MotoCorp. "Even for online customers, their 
satisfaction remains our top priority, and they are 
entitled to all the benefits of warranty and service 
from our dealership network." 
 
According to Snapdeal, the automobiles category is 
one of the most promising on the portal and is 
expected to reach Rs 1,000 crore in gross                         
merchandise value - the total  value of goods sold at 
a given time - in the near-term. 

               

 

               

 

Hero MotoCorp sells 700 
bikes online during Google's 
online shopping festival 
 By Chanchal Pal Chauhan 

Hero Motocorp, the world’s largest two-wheeler maker by 
volume, is testing the waters for selling its products online 

Source:- http://economictimes.indiatimes.com/industry/auto/news/two-wheelers/motorcycles/hero-motocorp-sells-700-bikes-
online-during-googles-online-shopping-festival/articleshow/45555101.cms?from=mdr  
(accessed on 24/12/2014) 
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Indian Online retail market had witnessed a zoom in 
year 2014, where many of retailers had received huge 
investments by many venture capitalists, welcomed 
by customers of Tier II & Tier III cities and some of 
them experienced billion sales in a day. The current 
market size of online sector is 21,000 crores which 
will increase by 4 folds Rs. 88,000 crores by year 
2018. (Research & Consultancy Firm 
RANCOS).Although e-retailers are in an infancy 
stage in the urban markets they are also trying to 
focus on rural areas of India. 
 
Rural areas largely had been unexplored by physical 
& traditional retail till 2014, now online retailers 
trying this market which already had been proved as 
a Goldmine for many Multinationals & national 
players. Some e-retailers have already designed their 
roadmap to enter rural, Flipkart and snapdeal plans to 
tap 50 lakh customers of Indian villages and slums.  
 
E-retailers are trying to target rural youth whose 
aspirations are similar to their urban counterparts. 
Higher mobile penetration, increase literacy rates, 
greater awareness also favor online marketers to 
explore the untouched market of rural. Being a first 
entrant in markets always worked as competitive 
advantage for some companies like HUL, Hero & 
M&M in traditional retailing. Some of e-retailers are 
trying to bet on same strategies to gain competitive 
advantage. 
 
There are several challenges like technological & 
logistical in rural areas. Rural areas are famous for 
inefficient transport, creaking infrastructure, 
customers who still follow touch & feel concept, 
buying on credit is their behavior, majority of their  
 

 
 

 
spending are on Food, and local brands are still 
preferred over branded products. 
 
The battle of Online Retail is on, it will be interesting 
to see that how these retailers will decode the rural 
consumer behavior, convert technological & 
logistical challenges into opportunities and finally –
how will they exploit the opportunities in rural India? 

               

 

               

 

Go Rural: - A New 
Mantra of E-Retailers 

By Pooja Sehgal Tabeck 
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