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Abstract

Today’s retail market is going down and the new changes in the market searching for a significant shift in its development and the
way the investment is done. Current players and emerging players are looking for new retail format. The current attractive pattern
is Electronic retailing which is on a fast progress development. Internet access to the customer’s changing and huge process is de-
veloping and also the peddlers take note and consumer right to make your design and traditional value approach you need to make.
All the above increase of current attempts to paper:

E-commerce retail business’s current description of tilt-in Indian conditions and services and discussed the worldwide electronic

commerce current inclination.

Describe Indian conditions electronic retail sales in regards to customers at the time of purchase due to their attitude.

Research Design: Gathered secondary data for research study for the purposes of e-commerce in retail business products and
services. With the help of secondary resources observation data is collected.
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1. Introduction

All over the world for different reasons organizations are moving
to electronic commerce. In E-commerce, many of the working
conditions with work automation allows the minimum oper-
ating costs, by this time and creates organizations to cut costs,
all processes are secured through data encryption. It is easy to
communicate and trade globally as the cost of transmission is
very less and affordable due to e-commerce. Electronic market
system/mechanism, many sellers knowledge and the exchange of
data relating to products or services are connected to each other,
e-commerce mechanisms naturally arises incentives. Digital
information systems and communication technology usage in
electronic commerce makes trade activities and possible action.
E-commerce has changed the transaction abstraction and
arrival but not physically but electronically, many of the ideas
tangible in trades activities are conducted in the way can be sent
across the Internet. Electronic commerce relates with buying and
selling of services or goods between the individuals, business,
government, households and other private or public organiza-
tions. Of any order or receipt an Internet or electronic transaction
does that is not regulated by way of the distribution medium.

2. What is Internet?

The Internet operates as a network that logically linked to each
other from all over the world through stand alone computer,
independent computer networks and devices (such as rout-
ers, switches, software) in a system. The Internet has ability to
collect, share, process it and Internet-driven manipulation of
information in real time over the network (and to do so cost
effectively) and thus the business use internet to do so. The devel-
opment of new Internet products has opened opportunities for
development:

o Electronic money
 Internet banking
o Electronic retailing (online trading)

3. Electronic Money

Payments by electronic money' (Welling & Rickman, 1998) are
attractive to buyers and sellers as they can be exchanged over a
network, take negligible time, and work equally well for transac-
tions of a few cents and a few billion dollars (Peha & Strauss, 1997).

* Address for correspondence:

Sushil. K. Maurya
Assistant Professor MIMT, Gr. Noida

maurya.k.sushil@gmail.com



Rekha Kashyap, Sushil. K. Maurya Theme Based Paper
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" Electronic money is also called e-money, e-cash or electronic cash, digital cash, digital currency, digital money and cyber payments.

3 An ATM (Automated Teller Machine) is an unattended terminal-type device that provides simple banking services such as cash withdrawals, transfer of funds
between accounts and account balances at locations other than counters staffed by tellers in financial institutions. In an EFTPOS (electronic funds transfer at point of
sale) transaction, funds are transferred electronically at a payment terminal within the premises of a trader.
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5. Electronic Retailing Trends
in India

In Indian society e-commerce has became an indispensable part
of our daily lives. A large amount of goods and services are pro-
vided by many websites. There are those with specific services in
e-commerce today provide certain branded products, which are
also very important part in Indian culture/society and it became
an important part of our daily lives. A large number of prod-
ucts and services are provided by many sites. It also combined
to provide a particular product with many sites. Multi product
e-commerce, these Indian e-commerce websites provide goods
and services in vast/huge categories. To name a few: books and
magazines, computers and peripheral, auto, men and women,
software, real consumer electronics, health and beauty products,
home appliances, jewellery, audio/video, entertainment, accesso-
ries, gift articles, apparel and accessories and services.

As we can see in figure 5 that usage of Ecommerce is mainly
used for online Travel globally this is 80% of total Ecommerce
Market Share in year 2010.

India purchasing online is electronic retailing or e-retailing
as indicated and it is increasing day by day in India. Last House
in many research studies the process slow and users have been
thwarted, but now things are changing and the number of online
users excellent e-tailing becomes supplementary to the Internet
through massive purchases that are mentioned.

Sankarson Banerjee, Chief Executive Officer of the mar-
ket of the future (future group of Chase enterprises) said: “in
the future market of goods in FY09 120 crores, future group
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sold 1.5 percent of total sales. This year we are hoping it will
be more. Worldwide, it’s the contribution of 7-10 percent
of sales”.

According to a report released on September 2010, consum-
ers spend appreciable amount of time researching about products
before making acquisition. Of course, users are conscious about
shopping through E-tailing but a number of them are coming
back, thanks to huge discounts & deals retailers’ offer to their
online clients.

In 2008, the Internet and Mobile Association of India
(IAMAI) stated that the e-commerce industry stood at
Rs. 9,210 crore. Now, it is expected that e-commerce will grow
30% yearly. Travel portals are contributing 75-80% of the market
contribution - the rest is made up by e-tailing, online classified,
and digital downloads. Online classifieds such as matrimonial
and job portals is constituted by 12% of the market.

6. Trends in Indian Online Shopping

o In the coming year, at least eighty out of hundred Indian
consumers, this means nearly 80% of Indian consumers will
make online buying.

o At present, more than one-fourth users acknowledge that
they spend nearly 11% of their monthly income as shopping
expenditure on procuring online.

» Almost 70% of Indians trust recommendations from family
members while making an online purchase selection. 64%
trust recommendations from friends and 29% trust online
product reviews.

sooy,  648%

6.31%
2.12%

Figure 5. E-Commerce Market Share percentage in 2010
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+ Among Indian consumers nearly 50% consumers use and
trust social media sites to make online purchase.

« Indian users rely heavily on online reviews and opinions
while buying Electronics, software and other items (such as
motor bikes).

o More than forty in Hundred Indians are likely to share (post
a review) a negative experience of product or service online
than those who share a positive experience.

o In future, nearly 41% buyers will purchase books, 40% buys
airline tickets, and 36% buys electronic equipment such as
TV, Cameras online.

o It is observed that while shopping online, maximum buyers
usually shop from sites that allow them to select goods from
many distinct shops.

7. A Promising Future for E-Tailing

In India, online shopping for retailers is gaining recognition as it
leads to much assistance for them. Some of benefits include:

+ No costs of real estate

« Intensify customer service

o Throng customisation

o Can reach Globally

o Specialised stores and cranny marketing

In future, E-tailing (online retailing) in India will intensify
even further. However, long term existence and sustainability
directly depends on factors like innovations by market play-
ers and also market changes. Electronic retailing in India has a
promising growth due to increased infiltration of credit cards and
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easy access of digital facilities to a wider community. However,
Negotiation-hunting consumers are not comfortable on this
trend as E-retailers are known to offer products at special prices
with huge discount as compared to physical retailers.

As per figure 6 Indian user transacting is growing every year.
We can see that it was 3 Million in 2007 and continuously grow-
ing every year to 9 million in year 2010 which is almost 3times,
the compound annual growth rate as estimated is around 36%
from 2011-2015.

8. Electronic Commerce Services

Electronic commerce services as compared with the brick and
mortar retail stores, e-commerce services are varied and diverse.
E-commerce options include payment services and transporta-
tion for customersand business optionsand promote management
for traders. For customer support, e-commerce payment options
are normally better than offline purchase options. In addition to
debit card and credit card payments, cash on delivery, e-com-
merce often accept transfer money from online payment system.
These systems accept safely deposit and quick, safe, and easy
payment processing online to be able to buy goods and services.
Link to the product or service on their sites and other services
provided through benefits online can offer free payment system
processing.

E-commerce offers a payments option which is not readily
available in retail stores is a deferred payment options and pay-
ment options. E-commerce services sometimes gives option to
buy now and payment can be done later with a small fee payment
options. The buyer agrees to the terms and pays for the agreed
date in future and allows using of a credit or debit card number

ON A STEADY GROWTH PATH
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Figure 6. Usage of E-Commerce by Indian Users from 2007- 2015 (estimated in Millions)
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or bank account information. Security and customer confidence
is essential to gain a sense of security; most e-commerce web-
sites do such for contact information, credit card details, bank
account numbers and addresses as customers assure the security
of personal data. Third-party data provided to the Organization’s
goes for encryption and provides these services. This encoding is
there to prevent identity theft and privacy attacks.

In addition to secure payment option, retailers try to provide
regularly usage of the easy site options and normally change their
minds during the shopping process which helps the retailer to
make customer’s feel that they are highest priority for retailers.
E-commerce services normally for selection of order quantity,
color, style, and size, as well as checking and transport or ship-
ping options of any product keeps one click Change options.

Retailers can also use e-commerce services to upgrade web-
site development and solutions for complications, and can keep
consumer choice to do so. These options of inventory tracking,
cross-selling and shipping to customers, orders and notifica-
tions, are done to keep customers satisfied after purchasing any
goods or services through e-tailing. It can also be done through
automatic notifications and by suggesting additional products or
services to the customers. Key features of e-tailing usually make
a website linked to find a search feature and provide price/brand
names within specific product comparison sites. These options
are usually provided by dealers or website to create a viable retail
unit webmaster using shopping cart software as part of the offer.

9. Best Type of E-commerce Product

E-commerce means online buying and selling. E-commerce
product that depends on weird business and consumer base is
the best type of e-commerce product. Like every other business,
e-commerce companies have affordable and reasonable price
what they want to offer their consumers. Consumers often can
get better prices in online stores in comparison to a normal retail
stores prices, the e-commerce industry often make this possible
because of low overhead costs associated with e-tailers to do so.
E-commerce products are the best type to attract customers and
generate good revenue for e-tailers.

Keeping online customer wishes it is necessary to select the
perfect e-commerce products and services to sell. Many e-com-
merce organizations on online purchase provide free shipping
as an incentive for ordering through e-tailing. Online ordering
products have the advantage over regular in-store shopping as
that it is more convenient to customers as they need not have to
leave the comfort of your own home. The most successful e-com-
merce website provides clear online product e-catalogue as well
as a simple command format. Shopping cart software permits
online consumers by clicking only on computer mouse if they
want to buy particular products.
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Once clicked, the selected item (s) that customer wants to
buy go to a list known as shopping cart. Prices appear after this
so that online consumer can quickly know the amount to be
paid. A simple and intuitive ordering process should be a big
part of e-commerce to support for offering good quality prod-
ucts. Unique products of each company with or without brand
name and which are not competitive in price are usually good
to sell online.

It’s difficult for e-commerce organisations to do thorough
research on their competitive. Larger organizations sell products
in both ways in order to compete in the market and in terms
of general revenue which is practically not possible for small
e-commerce business to do. Finding market demand and supply
the best products through a simple, clear, safe and secure website
operating system is the best mechanism for small organizations
which contributes to the operating model through an e-com-
merce product line.

As we can see in figure 7 people purchase many things few of
them, what sells well on the Internet? are as mentioned below:

10. What sells well on the Internet?

« Computer hardware and software
» Consumer electronics

o Office supplies

o Sporting goods

« Books and music

o Toys

o Health and beauty

o Apparel and clothing

o Jewellery

e Cars
e Services
o Others

Source: US. E4iERE BUGSOIT

Figure 7. Products which people prefers to purchase online
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11. Electronic Retailing

The electronic retailing (e-Tailing) is the perception or approach
to sell retail products & services using digital/electronic media, in
particular, the internet. E-retailing is synonymous with business-
to- consumer (B2C) transaction model of e-commerce. Although
electronic retailing is an autonomous trading model with certain
specific concerns like; electronic transaction process, trust model
etc, but in reality it is a part of e-commerce by nature.

Electronic retailing or e-tailing can include business-to-con-
sumer and business-to-business sales. E-tailers are not dependent
solely to the Internet; some brick-and-mortar businesses also
operate through websites to reach customers. Online retailing in
general is referred to as e-tailing. Revenue in E-tailing can be cal-
culated from the sale of goods and services, through contribution
to website content, or by advertisement.

The importance of electronic retailing is growing globally.
Like e-Bay shopping and Rediff shopping, some e-retailers are
building a platform for retailers to sell their products online and
they do not take the responsibility of delivering the product to
the buyer. They provide virtual shopping space for retailers. On
the other hand, brands like Amazon, Wal-Mart and Flip Kart,
keep stock products to their own warehouse and take the respon-
sibility of distributing the products to the buyer. They have their
own physical infrastructure and they can capture pockets of addi-
tional customer as follows, many of the brick and mortar stores
are entering into electronic retailing. All major retailers are work-
ing through the online store and some online work. For example,
Dell Company sells its products online through dell.com.

Electronic Retailing is developing by 29% CAGR in India, as
per Euro-monitor report the CAGR is 48%. The report also fore-
cast that the addition of electronic retailing is likely to be 46% till
2010 in comparison to non-store retailing.

12. E-Retailing Benefits Both
Consumers and Marketers

E-retailing works in order to provide the right product with the
right message to the right person and thus is a powerful mar-
keting technique. But what makes the right combination? Why
consumers shop online or react to TV offers? The short answer is
the consumer benefits. It is to consumer’s advantage to do so and
so people respond to electronic retailing messages. It’s their prac-
tical or psychological need which is addressed by this. Electronic
retailing, TV or on the Internet, is all about motivation. How
do you do something to someone so that wither he/she pick up
the phone or log on to a Web site and then make a purchase?
Customers consider their value or because it makes them look
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better about self or feel better they use electronic retailing opera-
tion to buy a product or service. Consumers cannot investigate
individual products and it may take four to six weeks to get the
product through online shopping, still they do so.

13. E-Commerce Business Models

E-Commerce is a huge domain through which we conduct busi-
ness through internet and electronic retailing is factor of it.
When we review on digital/Internet facilitates, trading activities
between corporations and individual persons using current net-
work technologies and as per the strategies of the corporation it
takes the form of e-business. At the moment, ‘E’ is developing
and becoming part of most of our work and everything is get-
ting digitally enabled. So, it is very necessary to precisely explain
distinct forms of business or commerce commonly called as
Electronic Commerce.

Types of E-Commerce models

As mentioned in figure 8 there are mainly three models
of E-Commerce and they are B2B, B2C and C2C. Further
E-Commerce Business models are explained below:

13.1 Business to Business (B2B)

This model is the biggest form of electronic commerce con-
tributing trade revenue of millions of dollars. In this type, the
customers and e-tailers are both trading/business entities and
do not associate with any single customer. It is like the producer
catering products to the agents, merchants or vendors. E.g. Flip
kart shopping is an online store, which sells popular branded
products to consumer, where its supply chain is directly linked
to producers.

13.2 Business to Consumer (B2C)

This model includes customers as purchasers and corporations
as trading houses. This is the prevalent model in electronic com-
merce. In this form, E-tailers (online vendors) trade with specific/
ultimate customers. When B2C initiated, it was a small part in
the market after 1995 its growth was exponential. This business
model helps customers to make quick decisions on the Web
business home, photo and Flash animation and compare similar
products with other products with detailed information about
all products which are listed in categories that will be available
on e-commerce website. For example-An online Music website
selling CD’s/DVD’s and streaming audio/video on the web. For
Example- www.imusic.com

GJEIS | Print ISSN: 0975-153X | Online ISSN: 0975-1432 | 45 [N



Trends of Retailing in E-Commerce — Product and Services

#"businessto business" applies to transactions between firms.

A
*"businesstoconsumer"” describes firms that sell goods or
services to a final consumer.
«"consumerto consumer" applies to transactions between
CONSUMErs.
A

B

*"businessto businessto consumerto consumer” describes
the all-in-one platform forinteractive transaction of sell
wlivlenly  poodsorservices among firms and consumers.

Figure 8. Types of E-Commerce models

13.3 Consumer to Consumer (C2C)

Olx Inc. is a suitable illustration for this model as an auction web-
site where a customer can sell their ancient or old used items at
discounted price to interested consumers, rest of the consumers
who are all interested in those items can bid for that. This auction
happens for a time period and then ends; now the highest bidder
can make payment and purchase the product. Here Olx plays a role
of facilitating platform where consumer to consumer transactions
takes place.

13.4 Consumer-to-Business (C2B)

Consumer-to-business (C2B) is that model where an ultimate
customer makes a product or service and provides to a corpora-
tion for business process or to get competing benefits. C2B model
finally predicts that produced goods and services are from cus-
tomers and not similar to the traditional business-to-consumer
(B-2-C) model, as it totally changes that concept.

13.5 M-Commerce

M-commerce now a day’s helping people to do all trade offi-
cials/ financial transactions without going to the Bank physically.
Example: As due to e-commerce consumer mobile is provided
new technology of mobile banking through which anyone in
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this world can access their own banks facilities (for instance,
HDEFC Bank iMobile) i.e., pay insurance premiums, utility bills,
telephone bills, income taxes, etc. In addition to this regular
online stores are also trying to make a consumers shop through
their mobile devices in order to optimize user interface design
for their site viz., IPad, iPhone, Android phones, and Microsoft
enable Windows Mobile 6.x devices.

There are some more forms of e-commerce business models
like G2B (Government to Business), B2E (Business to Employee)
and G2C (Government to Citizen) but actually all these are same as
to the above discussed models. However, it is not compulsory that
these types are followed in all the E-Commerce forms. It depends
whether business is adopting some of the forms or only one of
them or if possible all of them is adopted as per its requirements.

14. Conclusion

In India and in the worlds other countries —e-tailing (product
and services online shopping) is having a fruitful future. Online
shopping in India and other countries towards perception is get-
ting better. With the use of the Internet, consumers, with easy
and secure payment options can do anything and can shop any-
time. Consumer can do comparison between shopping through
electronic retailing and regular store. The Internet has changed
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many aspects of life. Even though in regular stores we can touch
the products and see them physically before shopping, but still it
cannot beat the comfort of online shopping. A travel ticket book-
ing or gig/singing (show) and some services like buy tickets online,
have the ability to process much easier and are more than enough.

The dotcom/dot net bubble bursting is not as easy as it
sounds too many companies as doing business on the Internet
is not so simple as we predicts. Of course, to reach any part of
the world is easy now, the power of the Internet has increased
international trade and the global economy holds the potential
to increase electronic retailing. However, just as every coin has
other side; it is also doing business on the Internet risks and legal
issues associated with it that has been observed. It now is affecting
e-commerce on a global scale that approach to a social, cultural
and economic conversion that is allowed and accepted by com-
munity. E-commerce is a new economic and social milestone.
It is now acknowledged by society that electronic commerce is
financial, cultural and social conversion approach that is affect-
ing globally. E-commerce has built a new economic and social
landmark.

With the rapid development of Internet e-commerce online
business are clearly suitable to support emerging electronic pay-
ment systems (EPSs). An open challenge for novel Internet-based
payment systems to meet users expectations, needs, priorities
and requirements in the exploitation of the design and payment
systems for developers. Failure to meet the final result in denial
Pay them less usable, insecurity and the inability of the system to
even customers refuse to use such systems.

Finally, we can conclude that an electronic retailing is not
only about creating a website. It’s a procedure with an established
management consulting firms that check profit revenue models,
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to determine the skills needed for business planning and
electronic commerce initiative and also integrates supply chain
processes with electronic retailing initiatives. The role of the
Government for e-commerce products and services in either
domestic and/or international business are allowed to develop
their approach in order to provide a statutory structure for
e-commerce, intellectual property, fraud, privacy and security
as the primary rights are with all development not only in India
but all over the world. Nevertheless, with the rapid expansion of
the Internet e-commerce in the 21st century electronic retailing
is playing a very important role and will open up new oppor-
tunities which will be accessible for both small companies and
large corporations.
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