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Abstract
The global business environment ever since the onset of globalization and technological
advancements has undergone massive transformation in the last few decades. The digital revolution
has led to a new era of business management. Internet is one such entity that has reshaped business
practices. The Internet enables business organizations to reach out to the unexplored markets and
newer consumer base. Apart from business transactions the Internet is also widely used as medium
to serve various purposes like communication, source of information and entertainment. Ecommerce or electronic commerce is defined as the process of exchanging products and/ or services
through Internet. The entire paradigm of E-commerce is based on technology driven ways of
conducting, managing and implementing business transactions across the geographical territories.
Consumers are drawn towards the E-commerce platforms due to its easier accessibility to a wide
range of products and/ or services with convenient pricing policies. Past studies seem to suggest
stakeholders are funding the E-commerce sector and organizations are increasingly conducting
business transactions through the electronic medium. Since the time of the inception of the Ecommerce industry in India, the overall E-commerce sector has witnessed a steady growth. The
present study aims to evaluate the effectiveness of E-commerce industry from the Indian
organizational perspective based on systematic review of academic literature. The finding of the
present study appears to suggest that the Government of India since the beginning of the new
millennium has taken up various initiatives to promote and safeguard the interest of the Ecommerce sector. Additionally, the study also seems to show the arenas of the E-commerce include
a diverse range of business activities like the banking services, shopping and agriculture. The
present scenario of the E-commerce sector in India seems to indicate that there is steady expansion
drive of electronic commerce across the different business sectors. Therefore, it may be said the
steady growth of E-commerce industries in India seems to have made an indelible mark on the
Indian economy in the long run.
Keywords: Internet, E-commerce, India, Business Environment, Sectors, Government Initiatives,
Indian Economy
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Introduction
The business environment around the globe has witnessed massive transformation over the last few
decades. The two most remarkable factors that played a crucial role in shaping the new age management
practices are globalization and the internet. The advent of the Internet can be dated back to the early 1980s.
Ever since emergence of the Internet era the world has come under the purview of technology driven
regime. The exponential growth of the Internet adoption can be ascribed to its wide range of advantages
and convenience as a mode of communication, education, entertainment medium and lastly as a tool to
conduct electronic trade (Koyuncu & Lien, 2003). The Internet of late has become a vital medium for
conducting business and attracting potential consumers (Fransi & Viadiu, 2007) to the virtual marketplace
from all over the world. E-Commerce or Electronic Commerce is defined as any sort of commercial
transaction that is done with the aid of the Internet. The unprecedented growth of the E-Commerce sectors
can be attributed to a diverse range of factors like affordable pricing of the smartphones, rise in the number
of smartphone users, better internet connectivity both in the urban and the rural areas, commercial
transactions through smartphones, government policies, cutting edge logistics support, different payment
options, pricing strategies and so on. E-Commerce platforms can be accessed at any time in a day or night
throughout the year and from across the geographical territories. Online shopping sites offers consumers
the options to evaluate and compare the services offered by the different market players at the same
platform. A growing number of studies have focussed on exploring the significance of information
technology in assisting and dispensing products and services, along with offering convenience transaction
and secured payment facilities (Bui & Kemp, 2013; Kim & Li, 2009). Internet and its related services has
become an essential part of every society at a global stage. The E-Commerce segments are playing a crucial
role in the market dynamics of every nation. More specifically it may be said that the E-Commerce will
keep on reinventing business practices in the long run.
Review of Literature
E-Commerce
The last two decades has witnessed a considerable increase in the adoption of the Internet and mobile
phones users amongst the different strata of the society. This in a way has reshaped the entire paradigm of
communication and business transactions. E-commerce or electronic commerce is defined as the process
of exchanging products and/ or services through Internet. In other words, it may be said, E-commerce is
entirely a technology driven way of conducting, managing and implementing business transactions across
the geographical boundaries. E-Commerce platforms enables consumers to purchase, sell and access a
broad range of products and/or services starting with the convenience products to speciality products (Bajaj
and Nag, 2000; Joseph, 2012; Raunaque, Imam, & Raja, 2016; Basu & Mukherjee, 2018). Past literature
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on E-Commerce suggests since the time of its emergence, the E-Commerce sector continues to be growing
at a steady pace with an increasing number of organizations conducting their business transactions in the
electronic mode (Goodridge, 2000; Kalahota and Robinson, 1999; Cunningham & Fröschl, 1999; Verma
& Chaudhuri, 2008). The findings from a number of studies appears to suggest there is a direct association
between consumers’ perceived high quality service rendered at the virtual marketplace and increased yield
for the service provider (Lohse and Spiller, 1998; Swaminathan, Lepkowska-White, & Rao, 1999; Yang,
Zafar, Morry, Goh, Tham, & Lim, 2003). Therefore, it may be said E-Commerce as a field of business will
continue to thrive in the years to come.
E-Commerce in India
The E-Commerce industries in India have expanded since the time of its entry to the Indian markets. ECommerce has rapidly gained immense popularity among the Indian consumers. Presently, the ECommerce portals are accessed by individuals across the different demographic mix of the nation.
According to Prashar, Vijay, and Parsad (2017), the unprecedented growth of the E-Commerce sector in
India may be attributed to the rise in young population and economically affluent middle class, besides
increase in the Internet accessibility through smartphones, broadband, tablets and laptops. Business
organizations are willingly to invest more in the E-Commerce sector as it is an ideal profit making venture.
Thus, E-Commerce in India has become an essential part of the success story contributing to the economic
growth of the nation.
To boost and to safeguard the interests of the buyers and the sellers at the E-Commerce platforms the
government of every nation has framed several rules, regulations and policies. Indian consumers since the
emergence of the E-Commerce sector in the nation have gradually embraced the virtual marketplaces as an
intrinsic part of their lives. The growth rate of the E-Commerce sectors does reflect positive outcomes for
the associated industries. The Indian government since the time of the emergence of the E-Commerce has
framed and restructured various rules and regulations to promote the E-Commerce sector. The present
Government of India is also taking a broad range of integrated initiatives to merge the technological
advancement with the economic growth of the nation. Thus, it may be said the present trends of the ECommerce industries in India seems to suggest an ideal win-win situation for both the Indian consumers
and business organizations at large.
Objective of the Study
The present study attempts to evaluate the effectiveness of E-Commerce industry from the perspective of
the Indian organizations.
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Research Methodology
The present study is based on the systematic review (Petticrew & Roberts, 2006) of relevant academic
literature on E-Commerce. Additionally, academic literature on E-Commerce from the viewpoint of the
Indian business organizations was also taken into consideration for the purpose of the present paper.
Data Analysis & Findings
The present paper made an effort to have an insight into the scenario of the Indian E-Commerce sector. The
findings of the study seems to suggest since the beginning of the new millennium the Government of India
has incorporated a number of initiatives in the Indian market to promote and safeguard the interest of the
E-Commerce industries at large. Additionally, the findings of the study appears to show the domain of the
E-Commerce sector comprises of a diverse range of business activities in the different segments such as
the banking services, shopping and agriculture related ventures.
Detailed accounts of the findings of the present study are as follows:
Role of the Government of India
In the past few decades, the business environment in India has witnessed a huge evolution since the advent
of the E-Commerce business practices. As pointed out by Basu & Mukherjee (2018), E-Commerce had a
delicate start in the late nineties and has transpired to be the turning point in the different business sectors
of India. The Government of India over the last decade has come forward with various measures to promote
and safeguard the interests of the E-Commerce industries. At the preliminary stage to boost the expansion
of the local E-Commerce, the Government of India created law that provided legal support and protection
to the virtual marketplace players (Kuthiala, 2003). Additionally, the Government of India during ever since
the early days of the E-Commerce industries has proactively redesigned and reframed the rules of evidence
and online banking services related to the virtual marketplace. The legal restructuring was done so that the
Indian Government agencies could accept electronic signatures and records (Kuthiala, 2003) for business
processes. In the first half of the beginning of the new millennium, India had the vision that the E-commerce
sector will empower the nation in leveraging its strength in the software development, engineering and
would contribute to the exponential growth in the domestic Internet usage. The total amount of financial
transaction generated through E-Commerce in India was about Rs 450 crore in the year 1999-2000
(Kuthiala, 2003). Out of which Rs 400 crore was accorded to Business to Business transactions and the
remaining Rs 50 crore was contributed by the Business to Consumer transaction (Kuthiala, 2003).
According to the reports by IBEF (2017), Indian online market is expected to touch US$ 100 billion by
2020. The present Government of India has introduced ‘Make in India’ initiative to boost the domestic
industries in the different sectors. A number of virtual business organizations have begun to associate with
the ‘Make in India’ project taken up by the present day Government of India and consequently utilize the
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technology and expertise to promote the local manufacturers and craftsmen. Example: Virtual marketplace
ShopClues.com has initiated a campaign where they will endorse the merchandise from India’s iconic
markets like ethnic clothes of Surat, silver accessories from Jaipur, electronic items from the Nehru Place,
Delhi, weaves from Tirupur and Chikankari from Lucknow as a part of their virtual market (Sinha, 2016).
Apart from the government initiatives, new legal framework like, The Companies Act 2013, has also
advocated the platform for One Person Company, thus in the years to come there may be rise in the number
of E-Commerce companies there by contributing to its growth (Sinha, 2016) in the national economy.
Presently, India is leading at a global stage as the epicentre of low cost, efficient and effective electronic
commerce services. Needless to say at the present moment, India is in the midst of a revolutionary phase
of the E-Commerce regime and the country has taken a way forward by embracing ‘new economy’ more
proactively than the other developing countries (Kiran, Sharma, & Mittal, 2008). Indian ethos is based on
unity in diversity in the same way the Indian E-Commerce industries aims to unite the producers, buyers
and sellers at diverse online portals. Alongside, the unified growth of the E-Commerce sector is setting the
stage for a new era of business management.
Arenas of E-Commerce
1. Banking
Over the period of time, the buying and selling of products and services has been redefined by the Internet.
Indian consumers are hit by the E-Commerce wave. The process of electronic mode of business transactions
comprises of different players like the producers, retailers, whole sellers, consumers and so on. E-commerce
in banking may be precisely defined as E-banking applications. All the major banks operating in India has
adopted E-Banking applications to maximize the benefits of the technological advancements. The primary
advantages of availing E-banking services are easier accessibility and less time consuming as and when
compared to the offline mode of banking. Banks in the E-Commerce environment are offering secured
online channels to make payment/s devoid of any hassles through the secured payment gateways.
Interestingly, it is found that the Indian E-Commerce sector is highly dependent on the cash on delivery
mode of payment as it is in most likeliness the preferred mode of payment by the Indian consumers and the
possible reasons for this preference can be attributed to the lack of trust in online payments methods, limited
numbers of credit and debit card users and security concerns (Janjanam & Subbalakshmi, 2018). Some of
the examples of the E-Commerce in the banking sector are conducting virtual banking functions like
accessing bank account details including bank statements, investing in the financial services like the
insurance policies, mutual funds, fixed deposits, transactions in the stock market, making payments through
the secured payment gateways (bill payments, shopping and other utility services) along with electronic
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fund transfer. Indian consumers appear to be willingly adopting the Banking services as a strand of ECommerce segment.
2. Shopping
Indian consumers are gradually absorbing the online shopping as a part of their purchase behaviour. The
virtual marketplace offers a comprehensive range of products and services. The growing popularity of the
various E-Commerce platforms like Flipkart, Amazon, Snapdeal, Myntra and so on are giving the glimpse
of the trending shopping behaviour of the Indian consumer base. As noted by Joshi (2017), India ranked
fourth as the most lucrative country for retail investment among the thirty most flourishing markets. The
market pioneers in India like the Tata, Reliance, Adani Enterprise and Bharti are steadily investing in the
growing E-Commerce sector (Joshi, 2017). The finding of a study on E-Commerce suggests, Indian
shoppers prefers to purchase from a widespread array of products at the virtual marketplace like textiles,
electronic goods and accessories, fashion accessories, books, domestic appliances and toddlers products
(Joshi, 2017). According to Hulagabali & Chandratre (2013), the products trending at the top of the online
shopping marketplace are electronic goods, personal care goods, books and household appliances.
Additionally baby care products and health care products also remarkably featured in the popularity list of
the Indian buyers (Hulagabali & Chandratre, 2013). Therefore, the present day scenario seems to show the
E-Commerce platforms has become a part of the Indian consumer base.
3. Agriculture
One of the most significant strands of the Indian economy is the agriculture sector. Rural sectors as and
when compared to the urban locations face a wide range of constraints to advocate emerging business
practices. On the positive note, E-Commerce has made its entry to the rural territories of India. An example
of one such initiative is illustrated in the following study. Verma & Chaudhuri (2009) observed in their
study that the ITC’s e-Choupal initiative was implemented with the aim of using advanced technology to
procure soya and other crops from the rural parts of India. Further, they (Verma & Chaudhuri, 2009),
concluded ITC’S e-Choupal indeed is serving to be an immensely profitable channel in terms of distribution
and product design. Alongside, the fair pricing policies offered by the industries will be beneficial for the
local producers and the business organizations too will get the opportunity to strike the perfect deal with
the producers. Merging the agriculture sector with the E-Commerce sector serves the humanistic goals of
social development to uplift the well-being of the Indian farmers.
Conclusion
The contemporary business environment is volatile and is changing in a rapid pace. The present day
scenario of the E-Commerce industries in India seems suggest an impressive growth along with steady
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expansion across the different business establishments. The financial outcomes of the E-Commerce sectors
are also getting reflected in terms of profits in the organizations’ balance sheet. A number of business
organizations are making investments in the E-Commerce industries thereby creating a new avenue to
generate revenues. Such investments will contribute in the growth of every sector related to the market
dynamics. Thus, it may be said the exponential growth of the E-Commerce industries seems have left a
long lasting mark on the Indian economy for the years to come.
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