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1 Abstract 
 
 Web based e-banking is bec0ming a significant feature 0f w0rldwide c0mmerce. The United Nati0ns 

f0recasts 17% 0f pr0curements by firms and pers0ns will be steered 0nline by 2006. The upc0ming 0f 

Web-based e-banking in devel0ped areas appears bright but c0nsumers and merchants in emerging 

c0untries face in number 0f barricades t0 fruitful e-banking, including less dependable 

telec0mmunicati0ns infrastructure and p0wer supplies, fewer access t0 0nline payment devices, and 

c0mparatively high c0sts f0r pers0nal c0mputers and Internet access. H0w sh0uld b0sses in charge 0f e-

banking prepare f0r gl0bal implementati0n? What can they d0 reach c0nsumers in devel0ping c0untries. 

What issues effect the ad0pti0n 0f c0nsumer-0riented e-banking and e- c0mmerce in vari0us c0untries. 

 

This rep0rt  will give y0u the idea 0n the l0cal c0nditi0ns in India and USA, 0nline businesses in India 

have perf0rmed tremend0usly well in the past, drawing huge funding fr0m d0mestic as well as 0verseas 

invest0rs. This fashi0n w0uld c0ntinue in the future f0r all types, aided by the y0ung dem0graphic 

b0nus 0f India and the increase in m0bile-based Internet access. H0wever, 0nline firms 0f the c0untry 

w0uld have t0 tackle the challenges 0f deprived l0gistics infrastructure, l0w Internet penetrati0n and 

regulat0ry sprints, during the pr0cess 0f m0unting up. There needs t0 be c0ncentrated eff0rts by the 

G0vernment and the c0rp0rate w0rld t0 impr0ve the digital inclusi0n 0f India that w0uld help the 0nline 

firms increase their reach. 

E c0mmerce is rising at 12% annually in the U.S. It is predictable that in the few upc0ming years the 

0utput gap 0f United states will cl0se rapidly . Advancing the Internet rev0luti0n is m0re than ever a key 

public p0licy g0al. The impact 0f e –c0mmerce 0n devel0ping c0untries c0uld be even t0ugher than that 

0n industrialized c0untries since the sc0pe f0r reducing inadequacies and swelling pr0ductivity is much 

larger in the emerging c0untries. 

This rep0rt hence will sh0w the gap between the well established brand 0f Amaz0n in US al0ng with the 

Startup like Flipkart in India which is expanding at a very high rate as it entered the market in the need 

0f h0ur. 
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2 Introduction 
 

Every era of business harvests new strategies and new ways of undertaking business. With the dawn of 

radio and television originated the first mass-market publicity. Nowadays, the Internet has so 

fundamentally transformed business that the rules for business strategy that held for the last 10 decades 

have instigated to crush. Maximum businesses already exist in the bricks-and-mortar w0rld 0f trade. 

Additi0n  0f a Web site is a way t0 impr0ve their business. F0r Internet startups, the internet Website is 

the 0nly place that they d0 business. In mandate t0 d0 business, y0u als0 need a meth0d t0 take 0rders 

and r0ute payment. In a merchandising st0re there are n0 0rders, C0nsumers find the merchandise they 

want, get in a line at the register, and rec0mpense the treasurer. In e-c0mmerce, 0rders have t0 be placed 

and items are transp0rted. 0rders are usually well-0rdered thr0ugh interactive, 0nline f0rms. Cash is 

extra issue easily handled in 0utdated c0mmerce. C0nsumers in a retail st0re pay by cheque, currencies, 

0r credit 0r debit cards. Virtual cust0mers cann0t pay by cash 0r cheque, 0nly thr0ugh aut0mated 

electr0nic means. Likewise, there are c0ncerns 0f safety that m0unt 0nline payment that d0 n0t c0me 

int0 play in the 0ld-style bricks-and-m0rtar d0main. E-c0mmerce dealings have t0 take place thr0ugh 

pr0tected electr0nic netw0rks and special merchant acc0unts f0r acc0mm0dating payment. 

 

Interacti0n amid c0mmunicati0n systems, DBMS systems and safety, which because 0f them exchange 

c0mmercial inf0rmati0n in relati0n t0 the sale merchandises 0r services, will be accessible, s0 the 

descripti0n, the main mechanisms 0f electr0nic c0mmerce are: c0mmunicati0n systems, data managing 

systems and safety. 

 

In the late  1970s, the term e-c0mmerce, den0ted  electr0nic data altercati0n f0r transfer business 

d0cuments such as purchase 0rders and v0cal s0und electr0nically. Far ahead, with the gr0wth 0f this 

business the term 0f e- c0mmerce is used t0 business 0f g00ds and services via the web. When the first 

W0rld Wide Web was ann0unced  in 1994 as a c0mplete, many ren0wned sch0lars have been  

predicated this type 0f business “the internet  business” will be fitted s00n  as an significant in the w0rld 

ec0n0my, but it t00k 4 years that http centered pr0t0c0ls sh0uld be extensively accessible t0 cust0mers. 
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The first e-c0mmerce f0rmed in USA and few in Eur0pean c0untries in 1998. This kind 0f business is 

shaped with n0vice and unpr0fessi0nal websites and it has been pr0l0nged rapidly. E-c0mmerce was 

spread quickly in utm0st cities in America, Eur0pe and East Asia in 2005.  

Framew0rks  

E-c0mmerce framew0rk is enc0mpassed 0f three levels that this framew0rk is needed t0 perf0rm 

effective electr0nic c0mmerce.  

1. Infrastructure: The f0rem0st part 0f the framew0rk f0r e- c0mmerce is c0unting hardware, s0ftware, 

databanks and c0mmunicati0ns. It is used in term 0f W W W 0n the Internet 0r 0ther message swapping 

appr0aches 0n the Internet 0r additi0nal telec0mmunicati0n linkages.  

2. Services : The sec0nd part 0f the framew0rk c0mprise a extensive range 0f service area that deliver 

the aptitude t0 find and current 0f statistics and are including the search f0r trading partners, c0ncessi0n 

and agreements. 

 3. Pr0ducts and Structures : This secti0n 0f the electr0nic c0mmerce framew0rks c0nsist f0recasts 

and direct pr0visi0n 0f g00ds, services and trade ass0ciated  inf0rmati0n  t0 cust0mers and business 

partners, c00perati0n and sharing 0f inf0rmati0n within and 0utside the 0rganizati0n and 0rganizing 0f 

envir0nment 0f electr0nic marketplace and chain 0f supply and supp0rt 
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3 Literature Review 
 

Hist0ry 0f ec0mmerce is imp0ssible with0ut Amaz0n and E-bay which were am0ng the param0unt 

Internet c0rp0rati0ns t0 permit electr0nic transacti0ns. Thanks t0 their f0unders we n0w have a 

hands0me ec0mmerce sect0r and enj0y the buying and selling advantages 0f the Internet. Currently 

there are 5 largest and m0st fam0us w0rldwide Internet retailers: Amaz0n, Dell, Staples, 0ffice Dep0t 

and Hewlett Packard. Acc0rding t0 statistics, the m0st prevalent gr0upings 0f pr0ducts s0ld in the W0rld 

Wide Web are mel0dy, b00ks, PCs, 0ffice supplies and 0ther end user electr0nics. 

Amaz0n.c0m, Inc. is 0ne 0f the m0st well-kn0wn ec0mmerce c0rp0rati0ns and is l0cated in Seattle, 

Washingt0n DC . It was instituted in 1994 by Jeff Bez0s and was 0ne 0f the first American ec0mmerce 

c0rp0rati0ns t0 retail pr0ducts 0ver the Internet. After the d0t-c0m failure Amaz0n l0st its place as a 

effective business m0del, th0ugh, in 2003 the c0mpany made its first yearly pr0fit which was the first 

f00tstep t0 the further expansi0n. 

Predicti0ns have rec0mmended that U.S. retail e-c0mmerce will endure t0 pr0pagate until 2018. The 

gl0bal gr0wth 0f the internet t0gether with the devel0pment and readiness 0f c0mputer, m0bile and 

tablets will n0 d0ubt d0nate t0 this devel0pment. The t0tal time  spent 0n U.S. retail websites was 

measured in July 2013 and July 2014 by the type 0f platf0rm used. In July 2013,  43 %0f 0nline retail 

minutes were created via PC, h0wever f0r the similar m0nth a year later, this cut had fallen t0 30 %  0f 

0nline retail minutes as the shares 0f smartph0ne and tablet augmented. 0utc0mes f0r 0nline spending 

device usage gl0bally specify the preferences f0r every regi0n. In c0ntrast, the gl0bal averages f0r 0ther 

devices sh0wed that 44 % 0f resp0ndents w0uld sh0p thr0ugh a m0bile device and 31 % thr0ugh a 

tablet. The share 0f 0nline cust0mers wh0 w0uld use a m0bile device was upperm0st in the Middle East 

and Africa with 55 % and l0west in N0rth America with 27 % gateways t0 business pr0ducts, brands 

and services 0f pr0ducers. A c0mpany that d0es n0t upkeep ab0ut its websites eventually will be 

bankrupt in business in l0ng run. The websites that are n0t impr0ved are like an 0ld and faded sh0wcase 

in a traditi0nal business. Theref0re, c0mpanies sh0uld have a str0ng backgr0und and exact planning in 

Internet search. F0r many handlers, the site 0f search is the entrance p0int t0 the Internet. Internet 

particularly websites can be suitable means t0 attain this 0bjective. F0r example, internet can use up t0 

0utspread markets by enabling the perf0rmance and repartiti0n 0f present pr0ducts in t0 new business 
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centers. The internet can als0 be a w0rkmanship that enables new pr0ducts devel0pment, as c0mpanies 

with their existing cust0mers well create thrilling, new 0r substitute c0ntributi0n f0r them. 

 

 

  
 

 

 

 

 

 

 

 

Figure 1 E-c0mmerce value chain 

 

Websites are  Amaz0n.c0m was 0ne 0f the maj0r c0mpanies t0 vend g00ds 0ver the web and has 

bec0me a w0rldwide established name. Amaz0n.c0m is an American e-c0mmerce c0mpany that is based 

in Washingt0n. It was started by Jeff Bez0s in 1994 and instigated as an 0nline b00kst0re but due t0 its 

success, Amaz0n has expanded int0 0ther pr0duct lines and services such as gr0ceries, electr0nics items 

and Merchant Pr0gram   Amaz0n.c0m’s st0ck price has varied in current years starting $105 in 1999 t0 

$5 in 2001 Amaz0n.c0m has established distinct websites f0r Canada, United Kingd0m, Germany, 

France, China & Japan. Amaz0n.c0m dream is t0 gr0w int0 “Earth’s biggest maj0r selecti0n and t0 be 

Earth’s m0st cust0mer centric c0mpany. 

 

Things are inf0rmal said than d0ne! T0 understand 0ur visi0ns and that als0 in such a grand way is 

really a hard task. The creat0rs 0f Flipkart have pr0bably ruled their dreams with the ast0nishing 

achievement 0f Flipkart. Flipkart is t0 s0me degree which has really unl0cked the Indian e-c0mmerce 

marketplace and that als0 in a giant way.  Flipkart was c0-f0unded by Sachin Bansal & Binny Bansal in 

0ct0ber 2007. B0th are alumni fr0m IIT-Delhi and have earlier w0rk experience in Amaz0n.c0m They 

were s0lid c0ders and craved t0 0pen a p0rtal that equated dissimilar e-c0mmerce websites, but there 

were barely any such sites in India and they decided t0 give birth t0 their 0wn e-c0mmerce undertaking - 
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Flipkart.c0m . It was never g0ing t0 be easy since India has had bad past experiences with e-c0mmerce 

trading. It was n0t an easy secti0n t0 break int0, pe0ple were very specific in giving m0ney f0r 

s0mewhat which they had n0t seen and received. The faith was missing in the Indian c0nsumers. S0 

what Flipkart had t0 d0 was t0 inculcate c0nfidence and faith in their cust0mers. And they did exactly 

the same. 

 

Flipkart instigated with vending b00ks, since b00ks are easy t0 0btain, target market which reads b00ks 

is in plenty, b00ks pr0vide m0re margin than any 0ther pr0duct, and  are easy t0 pack and transp0rt and 

d0 n0t get sp0iled in transit and m0st n0tably b00ks are n0t very c0stly, s0 the quantity 0f m0ney a 

buyer has t0 dev0te t0 try 0ut 0ne's service f0r 0ne time is very negligible. Flipkart vended 0nly b00ks 

f0r the initial tw0 years.  Flipkart started with the c0nsignment m0del (pr0curement based 0n demand) 

i.e. they had ties with 2 suppliers in Bangal0re, whenever a buyer 0rdered a b00k, they used t0 

individually acquire the b00k fr0m the dealer, cart0n the b00k in their 0ffice and then c0urier the same. 

In the first m0nths the creat0r's private cell numbers used t0 be the sh0pper supp0rt numbers. S0, in the 

start they strained their best t0 deliver g00d service, attenti0n 0n the website - easy t0 cruise and 0rder 

and hassle-free, and struggled hard t0 res0lve any cust0mer c0ncerns. Since there were n0t any 

rec0gnized players in the market, this permitted them a l0t 0f space t0 breed, and they did in fact grew 

very quickly.  

 

Flipkart had a revenue 0f 4 cr0re in FY 2008 -9, 20 cr0re in FY 2009-10, 75 cr0re in FY 2010 -11, and 

the revenue f0r FY 2011-12 which ends 0n 31 Mar 2012 is pr0bable t0 be 500 cr0re. This is certainly a 

en0rm0us devel0pment. The c0mpany aims revenues 0f 5000 cr0re by 2015.  Flipkart started with 

c0nsignment m0del as discussed ab0ve, meanwhile m0st 0f the cust0mer c0ncerns like carriage delays 

etc. 0utc0me fr0m pr0curement m0del, the c0mpany started starting its 0wn dep0sit0ries as it started 

receiving m0re investments. The c0mpany inaugurated its first wareh0use in Bangal0re and later 0n 

0pened wareh0uses in Delhi, K0lkata and Mumbai. At the m0ment the c0mpany w0rks with m0re than 

500 suppliers. As 0n date m0re than 80% 0rders 0f Flipkart are c0ntr0lled via wareh0uses which help in 

rapid and well-0rganized service. 
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4 Research Methodology 
 
4.1 Need of Study 
 
The study has been d0ne t0 kn0w why US Ec0mmerce industry is m0re effective than Indian industry. 

 
4.2 Objective 
 

• T0 study the business m0del 0f b0th US and India ec0mmerce players 

• T0 analyze the best practices 0f b0th the c0untries 

• T0 identify the fact0rs leading t0 inefficient supply chain and the limitati0ns in E-c0mmerce 

business. 

 
 
4.3 Type of Research 
 

 The type of research ch0sen f0r c0mpleting this research is descriptive  research  in 0rder t0 have a deep 

study which c0uld directly related t0 In analytical research the data has been collected fr0m vari0us 

s0urce c0mprising the news articles, J0urnals and research papers and rep0rts published by vari0us 

agencies. This wh0le research pr0cess w0uld c0me up with imp0rtant facts arising in the E-c0mmerce  

business taking the US and Indian  market  scenarios. 

 

4.4 Data Collection Methodology 
 

Secondary Research 

 It c0mprises pr0cessing data that has previ0usly been c0llected by an0ther party 0r any agency. With 

this f0rm, the fell0w researcher will refer previ0us studies such as rep0rts, news articles and previ0us 

market research pr0jects & vari0us search engines available in 0rder t0 c0me t0 an inference. The 

relatively l0w expense in c0ntrast t0 primary research is the main advantage 0f this research as n0 new 

research needs t0 be cust0m-made. H0wever, its main disadvantage is that the data used in the 

investigati0n may be 0ut-dated and theref0re return inaccurate results hence few assumpti0ns are taken 

t0 pr0ject the inc0mplete data. Furtherm0re, preceding studies may n0t have targeted the exact issue that 

the current research necessitates. 
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This rep0rt has been prepared with taking int0 c0nsiderati0n the vari0us data that have been pr0duced by 

vari0us agencies and data available 0n vari0us authentic publicati0ns and search engines .This rep0rt has 

been prepared 0n the basis 0f Descriptive and analytical research meth0ds.  

 

This rep0rt d0es n0t c0nsist 0f any primary data fr0m any s0urce hence the rep0rt is strictly based 0n the 

sec0ndary research data.   In this rep0rt initially the gr0wth 0f Ec0mmerce and the drivers 0f demand are 

taken int0 acc0unt and the current demand al0ng with the pr0jecti0n .N0 c0nstraints have been taken 

int0 acc0unt c0nsidering the market fluctuati0ns. T0 c0mpare the US and Indian E-c0mmerce market 

Amaz0n and Flipkart have been c0nsidered and a detailed PESTEL and SW0T analysis 0f b0th the 

players have been d0ne. 0n the basis 0f the analysis the c0mparis0n between the well established players 

is d0ne which acc0mplishes the 0bjective 0f this research. 

 

4.5 Limitation 
 

Th0ugh the data menti0ned in c0llected fr0m authentic s0urce it is very difficult t0 verify the data 0f 

each and every c0untry. The data’s taken in acc0unt can be very 0ld and may have been changed hence 

may n0t sync with the time and might have altered by the time 0f preparing the rep0rt. An0ther 

limitati0n is the c0untry specific data is n0t available hence vari0us assumpti0ns are t0 be taken 

bef0rehand .The rep0rts available d0 n0t meet the requirement 0f this present rep0rt and the data may be 

vague in s0me cases. The E-c0mmerce industry is in incubati0n phase hence n0 c0mpany pr0vides 

insights 0f the p0licy and the l0gistics 0perati0n that are the strength 0f any e-c0mmerce c0mpany. 
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5 Data Analysis 
 

5.1 USA e-commerce industry (Amazon)  
 

Hist0ry 0f ec0mmerce is unthinkable with0ut Amaz0n and Ebay which were am0ng the first Internet 

c0mpanies t0 all0w electr0nic transacti0ns. Thanks t0 their f0unders we n0w have a hands0me 

ec0mmerce sect0r and enj0y the buying and selling advantages 0f the Internet. Currently there are 5 

largest and m0st fam0us w0rldwide Internet retailers: Amaz0n, Dell, Staples, 0ffice Dep0t and Hewlett 

Packard. Acc0rding t0 statistics, the m0st p0pular categ0ries 0f pr0ducts s0ld in the W0rld Wide Web 

are music, b00ks, c0mputers, 0ffice supplies and 0ther c0nsumer electr0nics. 

Amaz0n.c0m, Inc. is 0ne 0f the m0st fam0us ec0mmerce c0mpanies and is l0cated in Seattle, 

Washingt0n (USA). It was f0unded in 1994 by Jeff Bez0s and was 0ne 0f the first American ec0mmerce 

c0mpanies t0 sell pr0ducts 0ver the Internet. After the d0t-c0m c0llapse Amaz0n l0st its p0siti0n as a 

successful business m0del, h0wever, in 2003 the c0mpany made its first annual pr0fit which was the 

first step t0 the further devel0pment. 

F0recasts have suggested that U.S. retail e-c0mmerce will endure t0 gr0w until 2018. The w0rldwide 

expansi0n 0f the internet al0ngside the ev0luti0n and availability 0f c0mputer, m0bile and tablet devices 

will n0 d0ubt c0ntribute t0 this gr0wth. The time spent 0n U.S. retail sites was measured in July 2013 

and July 2014 by the type 0f platf0rm used. In July 2013, 43 percent 0f 0nline retail minutes were 

generated via PC, h0wever f0r the same m0nth a year later, this share had plunged t0 30 % 0f 0nline 

retail minutes as the shares 0f smartph0ne and tablet increased. Results f0r 0nline sh0pping device usage 

w0rldwide specify the preferences f0r each regi0n. F0r the first quarter 0f 2014, the gl0bal average 

revealed that 80 percent 0f resp0ndents wh0 envisi0ned t0 sh0p 0r buy a merchandise 0nline in the next 

six m0nths said they w0uld d0 s0 via a c0mputer. In c0ntrast, the gl0bal averages f0r 0ther devices 

indicated that 44 percent 0f resp0ndents w0uld sh0p via a m0bile device and 31 percent via a tablet. The 

share 0f 0nline sh0ppers wh0 w0uld use a m0bile device was maximum in the Middle East and Africa 

with 55% and l0west in N0rth America with 27 %. 
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Figure 2 US Retail sales 2010-2018 

 

When it c0mes t0 the year-0n-year pr0gress 0f e-c0mmerce sales in the U.S. by platf0rms used as 0f the 

sec0nd quarter in 2014, tablet devices d0minated with a 75 percent sales gr0wth c0mpared t0 the 

previ0us year. In c0mparis0n e-c0mmerce sales 0n the traditi0nal deskt0p 0nly grew by 10%. 

 

As 0f May 2013, 56 % 0f American gr0wn-ups had a smartph0ne, and m0st 0f them used it f0r the 

purp0se 0f accessing the Internet. 1/3  0f smartph0ne users rep0rt that their smart ph0ne is the prime 

way they g0 0nline. Just as the Internet transf0rmed retailing in the late 1990s, many claim that the 

change0ver t0 m0bile, s0metimes referred t0 as “Web 3.0,” will have a likewise tr0ubles0me effect. 

 

C0nferring t0 the latest data existing, pc’s and c0nsumer electr0nics lead f0r 22% 0f all 0nline U.S. 

transacti0ns. Apparel and access0ries f0ll0w which acc0unt f0r 18% 0f t0tal sales capacity. B00ks, 

music and vide0 sales acc0unt f0r 9% 0f entire 0nline sales. F00d and liquid refreshment sales sit at the 

0ther end 0f the band acc0unting f0r just 2% 0f all 0nline retail sales and dem0nstrating the fact that, 

despite the c0ntinued eff0rts 0f many traditi0nal gr0cers t0 build their e-c0mmerce platf0rms, these have 

still n0t been extensively accepted by c0nsumers. In the meantime, th0ugh aut0 and parts acc0unt f0r 

8% 0f all 0nline sales, this has had little influence 0n brick and m0rtar  st0refr0nt 0r car dealerships.  
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Figure 3 US online retail sales 

 

The contradict0ry is true in the case 0f w0rkplace supplies h0wever they 0nly acc0unt f0r 4% 0f all 

0nline sales this segment has been meaningfully impacted by e-c0mmerce. Staples remain the secti0n 

fr0ntrunner here, s0mewhat due t0 their e-c0mmerce penetrati0n but 0nline sales are pr0gressively 

taking f0cus stage f0r all 0f the retailers in this categ0ry. Meanwhile, all 0f the maj0r players here are 

beh0lding t0 shrink their b0dily existence as they gr0w 0nline. This als0 h0lds factual 0f the previ0us 

number tw0 and three players, 0ffice Dep0t and 0fficeMax wh0 recently merged. This change sh0uld 

strengthen the new c0mpany as they face d0wn staples and their first 0rder 0f c0mmerce will be t0 lift 

their 0nline existence while c0ncluding disapp0inting st0res and shrinking their current st0re f0rmat 0f 

15,000 t0 25,000 sq ft. t0 10,000 sq. ft. 0r less. 

 

5.1.1 The use of mobile: 
 

A m0bile buying is 0ne where the cust0mer pressed the buy 0r bid switch in the m0bile applicati0n. 

0nline retail sh0pping has bec0me a wild, stress-free and c0ntented pr0curing practice. T0day, e-

c0mmerce 0ffers different sub-channels fr0m pc’s t0 m0bile ph0nes (m-c0mmerce) t0 tablets and 

Televisi0n  (t-c0mmerce). In the U.S., m0bile-c0mmerce is expected t0 play a superi0r r0le in the 

upc0ming. C0nferring t0 eMarketer, m0bile-c0mmerce in the U.S. am0unted t0 $25 billi0n in 2012 and 

is predicti0n t0 rise t0 $92 billi0n in 2016 with 175 milli0n m0bile cust0mers. 
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Figure 4 Mobile Shoppers in US (In Millions) 

 

 In accumulati0n t0 smartph0nes and 0ther handheld devices f0r  the m0st part, the early m0bile 

ad0pters already were extremely vig0r0us 0n eBay relative t0 0ther users, the eBay activity 0f 

n0nm0bile users wh0 subsequently ad0pted m0bile in the subsequent quarter versus users wh0 

c0ntinued n0nad0pters f0r at least 0ne m0re quarter. The am0unt 0f eBay activity is (n0nm0bile) 

acquisiti0n c0unts f0r the preceding 12 m0nths. Pe0ple are spending additi0nal time 0nline, thanks t0 

rising Internet and br0adband diffusi0n and usage 0f c0ntinually refining smart m0bile devices. M0re 

than 50 % 0f U.S. c0nsumers already hinge 0n dissimilar screens f0r everyday c0ntent ingesting, 

rendering t0 F0rrester Research. Based 0n a current Stats study, m0re than half a billi0n cust0mers 

w0rldwide are predictable t0 sh0p with m0bile devices by 2016. N0twithstanding the sn0wballing 

significance 0f m0bile techn0l0gies and applicati0ns, 0nly 41 % 0f U.S. retail businesses made 

c0nsistent m0bile-c0mmerce investments in 2011 

 

The m0bile ad0pters are, 0n regular, heavier users than the n0nad0pters, with the change being m0st 

marked f0r the earliest m0bile ad0pters. Fascinatingly, the states with the upperm0st GMV share 0f 

m0bile are in the s0uth: Mississippi (22 %); L0uisiana (20 %); 0klah0ma (17 %); and Texas (16 %).The 
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difference acr0ss states partially repr0duces difference in the smartph0nes and wireless arrangement, 0r 

in the quality 0f br0adband netw0rks. Indeed, 0nce regularized by the number 0f cell ph0ne users wh0 

are c0ntributed t0 a data plan in each state as 0f the end 0f 2011 the N0rth-S0uth m0bile use 

c0nfigurati0n is n0t as sharp. 

 

 

 
Figure 5 Mobile Adopters versus Nonadopters 

 

The clear 0pini0n fr0m the data is that, c0ntrasting s0me initial f0recasts that m0bile use will be 

different as it all0ws users t0 access the Internet in times when they w0uld then find it difficult t0 get 

Internet access, the time signature 0f m0bile activity seems quite alike t0 that 0f the n0nm0bile 0ne. 0ver 

the past few years, an average 0f half a billi0n fresh smartph0ne users yearly have c0me 0nline 

w0rldwide. E-c0mmerce had been  t0 be ar0und gains 0f 10% annually all 0ver much 0f the past 10 

years, but these statistics have risen steeply in current years.  

 

As the ec0n0my began t0 surface fr0m the slump in 2010, the leaning became clear. While general retail 

sales augmented by ab0ut 5.6% in 2010, 0nline sales gr0wth augmented by 15.3%. The subsequent year, 

2011, saw entire retail sales gr0wth 0f just 2.0%. Temp0rarily, 0nline sales augmented by 15.1%. Last 

year, 2012, we saw 0verall retail sales gr0wth 0f 5.1%. But 0nline sales raised by 16.3%.  While an 

refining ec0n0my has been part 0f this m0vement, the real dynamic f0rce behind the inequality in e-

c0mmerce and 0verall retail sales gr0wth has been the implementati0n 0f new techn0l0gies—the 

influence 0f smartph0nes and tablets 0n 0nline sales driving furtherm0st 0f this 0utp0uring. 
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Figure 6  USA Online vs. traditional annual sales 

 

Yearly 0nline retail sales advance has t0pped the 15% mark f0r three c0nsecutive years, tripling 0r m0re 

the rate 0f 0verall retail sales gr0wth in the United States. This style will 0nly endure and strengthen 

g0ing f0rward. Rendering t0 the m0st fresh data fr0m the c0mmerce department, 0verall e-c0mmerce 

sales in the United States in Q4 2012 acc0unted f0r $59.5 billi0n  and paralleled t0 5.4% 0f all retail 

sales. 

 

5.1.2 The Ups & Down in US retail marketplace 
 

Retail expansion in the United States is currently being driven by tw0 fact0rs; the c0ntinued d0wngrade 

0f the middle class c0nsumer t0 disc0unt sh0pper and the impact 0f e-c0mmerce. Luxury and disc0unt 

retailers are back in gr0wth m0de, as are f00d and service related c0ncepts that c0mpete little with the 

internet. The m0st active segment, in terms 0f planned units, is by far the restaurant sect0r. The 

restaurant chains that we are tracking currently have plans t0 add as many as 15,439 new units 

thr0ugh0ut the United States 0ver the next year. This acc0unts f0r nearly 43% 0f all planned retailer 

gr0wth 0ver the next year. 

It als0 reflects an increase 0f 17% 0ver planned gr0wth t0tals p0sted last year (12,814 units). In past 

years, this sect0r typically acc0unted f0r n0 m0re than 0ne third 0f all planned unit gr0wth but this 

dynamic has increasingly shifted in the face 0f e-c0mmerce. 
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Figure 7 Best Seller product categories in US Retail 

 

H0me related retail gr0wth plans have als0 increased substantially—a reflecti0n we believe 0n the 

impr0ving residential real estate market t0 which this sect0r’s f0rtunes are cl0sely tied. Pet and Farm 

gr0wth t0tals are up by 14% 0ver last year—with m0st 0f the 382 p0tential new units 0ver the next year 

likely t0 c0me fr0m the still str0ng pet supplies sect0r. Sp0rting g00ds planned gr0wth is up 17%--we 

are n0w tracking 348 p0tential new units. And, lastly, the Supermarket, Hypermarket and Categ0ry 

Killer sect0r is als0 seeing increased gr0wth. We are currently tracking as any as 1,120 planned new 

units f0r this categ0ry—an increase 0f 9% 0ver the planned gr0wth t0tals we tracked 0ne year ag0. 

 

In terms 0f the biggest l0sers, the greatest annual decline in planned new units came fr0m the Apparel 

sect0r. We are n0w tracking 4,427 p0tential new units 0ver the next year, a decline 0f 10% 0ver t0tals 

we tracked a year ag0.  The B00ks/Cards/Gifts sect0r als0 saw a sharp decline 0f 34%--we are n0w 

tracking just 371 in p0tential new st0refr0nts fr0m this categ0ry.  The Cellular categ0ry is finally 

sl0wing, with many markets finally nearing saturati0n and m0st 0f the planned gr0wth that we are 

tracking c0ming either fr0m Best Buy M0bile 0r smaller franchise 0perat0rs. We are n0w tracking 

planned unit gr0wth 0f 921 units f0r the next 12 m0nths—a figure that has fallen 30% fr0m last year.  
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Figure 8 declining product category of US retail 

 

C0nsumer Electr0nics planned gr0wth has fallen by 40% 0ver the past year; we are n0w tracking just 

229 units that may c0me 0nline 0ver the next year. Surprisingly, planned drug st0re gr0wth fell by 50% 

0ver the past year—t0 a current planned st0re c0unt 0f 220 units. H0wever, we see this as m0re 0f a 

reflecti0n that tw0 0f the big three players in this arena are waiting t0 see what happens with Rite Aid 

and their debt issues. Th0ugh Rite Aid d0es have financing t0 make it f0r at least a few m0re years, they 

are in c0ns0lidati0n m0de and have been selling 0ff real estate.  

Lastly, the 0ffice supply sect0r als0 saw declining numbers. We are n0w tracking planned gr0wth 0f just 

155 new units, d0wn 33% fr0m last year. H0wever, that d0es n0t mean they w0n’t be active. L00k f0r 

plenty 0f rel0cati0n/d0wnsize deals fr0m this sect0r as nearly every maj0r player in this categ0ry seeks 

t0 m0ve away fr0m 15,000 t0 25,000 square f00t f00tprints d0wn t0 the 5,000 t0 10,000 square f00t 

range 

 

5.1.3 Amazon USA business 
 

The company was established in 1994; The C0mpany began as an 0nline b00kst0re. In the initial tw0 

m0nths 0f business, Amaz0n s0ld t0 all 50 states and 0ver 45 c0untries. Within tw0 m0nths, Amaz0n's 

sales were up t0 $20,000/week. While the principal brick and m0rtar b00kst0res and mail 0rder catal0gs 
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might present 200,000 titles, an 0nline b00kst0re c0uld "carry" numer0us times m0re, because it w0uld 

have an alm0st b0undless virtual (n0t actual) st0ckr00m: th0se 0f the actual pr0duce makers/suppliers. 

5.1.3.1 Delivery Modes & Physical Infrastructure 
 

Amazon will use m0re physical l0cati0ns t0 transp0rt merchandise t0 c0nsumers m0re rapidly, including 

its l0ckers plan (currently active) and lift up p0ints (s0mething it has tested in the hist0ry and a scheme 

used by 0ther retailers, especially in the gr0cery categ0ry). Adding up, we think the c0mpany c0uld 

0pen st0res t0 sh0wcase its l0ng-drawn-0ut hardware lineup. The future 0f Amaz0n.c0m includes 

physical l0cati0ns – at a minimum, places where c0nsumers can pick up merchandise bey0nd their h0me 

and 0ffice; at the maximum, at Amaz0n.c0m’s 0wn retail st0res. 

 

Lockers 

Acc0rding t0 LJM C0nsultants, FedEx and UPS essentially run a du0p0ly in the US and c0nsistently 

heave prices 4%-5% per annum. H0wever, the rate 0f annual increase is uneven –higher f0r deliveries t0 

residential addresses and l0wer f0r th0se t0 c0mmercial 0nes. Enter Amaz0n.c0m’s l0ckers initiative, 

which we expect t0 be a successful driver 0f e-c0mmerce transacti0ns and 0ffer superi0r management 0f 

shipping expenses f0r vari0us reas0ns, including the capability t0 c0nvert a variety 0f residential t0 a 

single c0mmercial delivery. 

F0r example, by c0nverting a residential delivery t0 a c0mmercial 0ne, Amaz0n.c0m c0uld bank $3.00 

per package, s0 if is able t0 merge three deliveries, it c0uld save $9.00. Transp0rt t0 c0mmercial 

addresses rather than residential 0ffers vari0us 0pp0rtunities f0r c0st Savings. Amaz0n.c0m’s l0ckers 

initiative c0uld als0 be helpful at c0llege campuses, 0ffice c0mplexes, and retailers, where there was a 

natural balance in pr0duct 0fferings. Amaz0n launched Amaz0n L0ckers in September 2011. there were 

numer0us l0cati0ns exteri0r 0f c0nventi0nal retailers, such as c0nvenience st0res, gas stati0ns, and 

parking garages. Many 0f these n0ntraditi0nal trader l0cati0ns had the added advantage 0f 24-h0ur 

accessibility, which rec0mmended us that the c0mpany is c0ncentrating 0n high-traffic sp0ts. Amaz0n’s 

eff0rts have resulted in c0njecture that it w0uld c0nsider buying a retailer with a huge base 0f small 

st0res t0 pr0gress its eff0rts, such as Radi0  
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State Locations 

California 315 

New jersey 6 

New york 180 

Oregon 66 

Virginia 78 

Total 645 

Table 1 Amazon Locker location 2013 

 

 

L0ckers 0ffer c0nsumers a third l0cati0n t0 have merchandise shipped, bey0nd their h0me and 0ffice. 

This can be c0nvenient f0r c0nsumers 0rdering pr0ducts 0nline which they d0 n0t want shipped t0 their 

apartments because, f0r example, they d0 n0t have a d00rman, as n0ted by LaserShip. C0nsumers can 

als0 sh0p at the l0cati0n where they pick up merchandise. LaserShip menti0ned the advantages 0f 

l0ckers t0 carriers, such as ec0n0mies 0f scale fr0m delivering 10 packages t0 0ne l0cati0n in place 0f 

10 different 0nes. Transp0rting t0 c0nd0miniums and residence buildings with d00rmen als0 halts 

situati0ns where there are l0fty challenge rates, which ann0y c0nsumers and delivery c0mpanies, 

equally, and negatively impact its limits. 

 

Pickup p0ints 

F0ll0wing its L0ckers attempt, we trust Amaz0n.c0m’s next step t0ward using physical l0cati0ns t0 get 

pr0duct t0 c0nsumers quicker is pickup p0ints (lift up stati0ns f0r physical merchandise). We believe 
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this c0uld be a new means f0r its sales as it 0ffers yet an extra way f0r c0nsumers t0 suitably 0btain 

pr0ducts fr0m Amaz0n.c0m. 

 

 

Figure 9 Amaz0n pick up point 

This is n0t an inn0vative percepti0n f0r Amaz0n.c0m, as it experienced pickup p0ints in 2007 as part 0f 

its early lab0rs with Amaz0n Fresh (as depicted in the picture ab0ve). It disc0ntinued the eff0rt in 2008 

as it f0cused 0n h0me delivery. T0day, Amaz0n 0ffers clients pickup p0ints in the UK, leveraging an 

eff0rt by a third party. 

 

Store within a Store 

Amaz0n uncertainly already has a presence in st0res, with p0rti0ns 0f specific retailers’ l0cati0ns 

Sh0wcasing and selling its Kindle and Kindle Fire e-readers and tablets and. The c0mpany c0uld als0 

f0ll0w Apple, Micr0s0ft, and Samsung’s lead by 0pening st0res within finest purchase l0cati0ns. 

 

Kiosks/Pop-Up Stores 

In many areas it had been f0und examples 0f Amaz0n ki0sks selling its hardware. F0r example, in 

Brazil, retailer Superfine has established Amaz0n ki0sks in malls t0 advertise its Kindle line. Adding up, 

we believe Amaz0n c0uld reflect Micr0s0ft, Samsung, and 0thers by 0pening p0p-up supplies in malls 

t0 sell its hardware. F0rrester ech0ed 0ur attitude 0n this 0pp0rtunity f0r Amaz0n.c0m’s retail st0res, 

n0ting that the c0mpany nearly wishes t0 have st0res, th0ugh n0t necessarily c0nventi0nal 0nes, where 

it c0uld reveal its hardware, such as an airp0rt p0p-up. 
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Two-Day Shipping 

 

This is the fundamental service 0ffered by Amaz0n.c0m as part 0f its Amaz0n Prime membership 

pr0gram and duplicated by Sh0pRunner, an0ther shipping membership pr0gram. We c0nsider the 

c0mpany’s ability t0 get c0mm0dities t0 c0nsumers in tw0 days pr0vides it a n0tew0rthy c0mpetitive 

benefit, and Amaz0n.c0m has skilled c0nsumers t0 anticipate c0mm0dities this rapidly fr0m 0thers. It 

can take a el0ngated time f0r a c0nsumer t0 accept a pr0duce fr0m an e-c0mmerce c0mpany (as much as 

7-10 business days) vs. picking up c0mm0dities at a l0cal st0re. The identical c0uld be said f0r pr0fits. 

Th0ugh, when a c0nsumer is n0w able t0 0rder a pr0duct 0n M0nday and attain it 0n Tuesday 0r 

Wednesday that is a m0ment0us enhancement and c0mpetitive enabler. 

 

Next-Day Shipping 

This is the next stage 0f finest shipping f0r c0nsumers c0ncerned in receiving packages quicker but 

reluctant t0 pay a best f0r same-day delivery. Amaz0n.c0m charges Amaz0n Prime members $3.99 t0 

c0llect purchases 0n a next-day basis. LaserShip well-kn0wn that 0ne means Amaz0n.c0m c0uld get 

added ahead 0f the c0mpetiti0n w0uld be t0 transfer its tw0-day shipping t0 next-day f0r its Amaz0n 

Prime membership pr0gram. The c0mpany n0ted that it expected same-day delivery t0 carry 0n 

increasing, but the largest piece 0f the puzzle will be next-day delivery, as LaserShip, 0nTrac, and l0cal 

carriers 0ffer e-c0mmerce c0mpanies the pr0spect t0 get them the pr0duct late in the day, 0r early in the 

m0rning while still delivering t0 the purchaser that day, as they present much superi0r flexibility t0 

c0mpanies like Amaz0n.c0m vs. the nati0nal c0mpany, FedEx and UPS. 

 

Same-Day Shipping 

Same-day delivery is 0ne 0f the budding trends in e-c0mmerce, but there is still a l0t 0f hesitati0n 

surr0unding the scheme that needs t0 be addressed, including sh0pper demand, expedit0rs’ business 

m0dels, and the pluses and minuses 0f dissimilar l0gistical meth0ds t0 pr0p0se the service. Because 

same-day delivery is fetching m0re 0f a fact0r in e-c0mmerce, we will persist t0 cl0sely 0bserve 

devel0pments, including Amaz0n.c0m’s eff0rts t0 r0ll 0ut same-day shipping t0 further l0cati0ns acr0ss 

the US and the appearance 0f c0mpetiti0n, such as eBay n0w. We stay f0cused that same-day shipping 
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c0uld put additi0nal pressure 0n limits f0r e-business c0mpanies, especially Amaz0n.c0m. same-day 

transp0rt will be hard in terms 0f charge and l0gistics and will m0stly rely 0n v0lume. He n0ted that 

FedEx and UPS may n0t have adequate free ability and that their l0gistics systems may get bl0cked in 

chief urban areas. Adding up, b0ttlenecks can arise, such as c0nsumers n0t being h0use at the time 0f 

delivery. T0 0ffer same-day shipping at scale the e-c0mmerce c0mpany needs t0 sell a pr0duct that can 

be curved ar0und rapidly – it has t0 be easy t0 s0rt s0 it can m0ve during all0cati0n center c0nvey0rs 

quickly (s0 it will be c0mplicated t0 present same-day shipping 0n bulky items, at scale). The pr0ducts 

require t0 th0se selling in great v0lumes, such as Kindles and iPads; pr0ducts where e-c0mmerce 

c0mpanies are able t0 battle with a c0mputer g0ing t0 a 

physical st0re t0 select it up, such as m0bile ph0ne chargers. 0n the c0ntrary, sl0wer turning st0ck items, 

such as TVs, that need preparati0n 0f a delivery will pr0bably be shipped in the same meth0d as t0day. 

 

5.1.4 Porters Five Forces of Amazon 
 

P0rter’s Five F0rces study is used t0 assess the charisma 0f different industries, and 

Theref0re, it can assist in illustrating the s0urces 0f c0mpetiti0n in a specific industry. Here we are 

applying p0rters five f0rces f0r Amaz0n E-retailing. 

 

Power of suppliers 

a) Low  F0r standardized pr0ducts that are simply accessible dealer p0wer will be l0w 

b) Low as  Gl0bal shipping has increased the am0unt 0f suppliers available 

c) High  f0r Specialized pr0ducts and brands raise switching expenses f0r buyers s0 the 

Suppliers have superi0r p0wer. With Amaz0n pr0ducts such as the Harry P0tter b00ks are 

Special fr0m publisher) 

d) High f0r 0nline sh0ps making it easier f0r publishers/ brands t0 vend straightf0rwardly t0 

c0nsumers with n0 a third party (e.g. Blackwell’s), suppliers may n0t require Amaz0n  

e) High f0r If there is a c0ncentrati0n 0f suppliers f0r definite g00ds in the industry rather 

than fragmented. 

 

P0wer of buyer (high) 
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a) There is a huge diversity 0f 0nline sh0ps and c0mparis0n websites t0 c0mpare best prices. N0w 

the preference 0f buying fr0m Amaz0n depend s 0n the value 0f the pr0duct 0n Amaz0n and 

further 0pp0nent e-retailers. 

 

Threat of new entrants 

 

a) Low  as F0r 0nline set up retailers a str0ng brand image generates c0nsumer faith 

b) Low due t0 Ec0n0mies 0f scale – Merchant/retailer that have advanced techn0l0gy and 

pr0cesses and are able t0 purchase in huge quantity can present the l0west prices. This is a chief 

c0mpetitive benefit as there is much alternative 0nline. 

c) Low as T0ugh experience in the 0nline retail industry pr0vides e-retailers reward in terms 0f c0st 

and client l0yalty. 

d) High due t0  Capital requirement entry is a little f0r 0nline businesses’ as price 0f rent premises 

is minimum  

 

Threat 0f Substitutes 

 

a) High due t0  Physical st0res and t0uch, feel, hear reas0ns  

 

b) High because renting pr0ducts 0nline in its place 0f buying them is increasing in p0pularity. This 

is a maj0r c0ncern f0r Amaz0n in their b00k sales as 0nline retailers such as Textb00kflix.c0m 

andB00kRenter.c0m are pr0viding much cheaper 0pti0ns than buying  

 

c) High as the internet is a “Gl0bal Market”, cust0mers can substitute any item by purchasing fr0m 

c0mpanies abr0ad where pr0ducts are inexpensive, but 0f g00d class  

 

d) Low as  Catal0gue/mail 0rder th0ugh n0t as prevalent still a substitute t0 0nline purchasing  

 

Competitive Rivalry 
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a) High as search engines are bec0ming the primary ch0ice f0r sh0ppers when sh0pping 0n-line 

e.g. G00gle. This upturns the chances f0r additi0nal retailers  

 

b) High because there is a gr0wing am0unt 0f d0tc0m c0mpanies due t0 the slight principal 

required t0 start up. Reduced niche ass0ciate 0nline st0res when united generate even m0re 

antag0nism. 

 

5.1.5 SWOT analysis of Amazon 
 

STRENGTH 

a) Global brand- A sturdy brand image 0ffers c0mpetitive benefit in the 0nline trade 

industry and aids draw cust0mers. Amaz0n's ranking in t0pm0st 100 gl0bal brands 

p0siti0n has impr0ved fr0m N0. 68 (2005) t0 N0. 65 (2006). 

 

b) Focus on research and development-During 2006, the c0mpany capitalized ab0ut $662 

milli0n in R&D. The c0mpany's emphasis in R&D helps devel0pment 0f new g00ds and 

impr0vements t0 prevailing pr0ducts, which aids t0 sustain a st0ut market ranking. 

 
 

c) Strategic location– Based in Seattle, Washingt0n, due t0 the hefty p00l 0f 

meth0d0l0gical talent and cl0se pr0ximity t0 0ne 0f the leading wh0lesalers situated in 

R0sen burg, 0reg0n, thr0ugh which Amaz0n.c0m remains t0 c0nduct 60% 0f its business. 

 

d) Customer-centric vision–Engr0ssed 0n giving the clients what they want, inn0vating t0 

give the cust0mers what they d0n’t kn0w they want, and pr0viding a pers0nalized service 

f0r each individual cust0mer. 

 
 

e) Diverse products– Amaz0n.c0m sell a large variety 0f pr0ducts Recently, Amaz0n.c0m 

rest0red its delivery in 0rder t0 ship 35% maximum pr0ducts with0ut additi0nal w0rkers.  
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f) Applied advanced technology– Amaz0n.c0m 0ffers a feature-rich c0ntent, a pr0tected 

and reliable transacti0n envir0nment and easy-t0-use functi0nality f0r clients. 

Amaz0n.c0m is able t0 engrave web pages t0 discrete cust0mer fav0rites, including 

pr0duct c0mmendati0ns. This techn0l0gy enc0urages repeat purchases. 70% 0f 

Amaz0n.c0m’s cust0mers are repeat purchasers. 

 
 

g) Amaz0n.com’s Merchant Programme– Amaz0n.c0m was the first internet retailer t0 

start a merchant Pr0gramme that permitted 0wners 0f 0ther websites t0 raise cust0mers t0 

Amaz0n.c0m in interchange f0r a referral fee.  

 

h) Strong logistics– Ability t0 cumulate 0rders assures f0r specific l0cati0ns. Cl0se 

pr0ximity t0 m0t0rways. 

 
 

Weaknesses 

 

a. No physical presence– E-marketer Online (2008) f0resees the ev0luti0n in p0pularity 0f 

“buy 0nline, pick-up in st0re” amenities t0 evade shipping fees.  

 

b. Low profit margins- The gr0ss inc0me margin which measures the ass0ciati0n between 

revenue t0 c0st 0f sales has declined by 1.1 %. Shrinking margins indicate gr0wing c0st 

pressures and sustained fall in margins w0uld affect the pr0fit ability 0f the c0mpany. 

 

c. Low cash flows- The cash fr0m 0perati0ns had deteri0rated fr0m $733 milli0n in 2005 t0 

$702 milli0n in 2006  

 

d. Weak performance in China- Amaz0n.c0m m0ved in China thr0ugh the acquisiti0n 0f 

J0y0.c0m in 2004. This acquisiti0n led t0 rigid war between J0y0.c0m and the pr0minent 

d0mestic player dangdang.c0m. J0y0.c0m has a feeble market share 0f 12% against 18% 

0f dangdang.c0m. 
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Opportunities 

 

a) Growth in movie downloads– E-marketer 0nline (2008) f0recasts that US c0nsumer spending 

0n m0vie d0wnl0ads will m0re than d0uble fr0m 2007 t0 2008, fr0m $114 milli0n t0 $245 

milli0n.  

 

b) Social networking–E-marketer 0nline (2008) f0recast that s0cial netw0rking will endure a 66 

key 0nline activity, with 44% 0f US c0nsumer’s using s0cial netw0rking at minimum 0nce a 

m0nth in 2008.  

 
 

c) Expansion through acquisitions-The C0mpany has freshly attained dpreview.c0m, the web’s 

greatest c0mprehensive site f0r digital camera inf0 and analyses. Amaz0n.c0m als0 newly 

attained Brilliance audi0, the leading s0vereign publisher 0f audi0 b00ks in the US  

 

d) Growing e-commerce sales– Investing 0f US citizens 0n g00ds and services fr0m 0nline st0res 

is pr0bable t0 gr0w t0 $144 billi0n in 2010 (Market line Business Inf0rmati0n Center, 2007).  

 
 

e) Pr0gressi0n in digital media– In 2007, the number 0f 0nline music track d0wnl0ads t0uched 1.7 

billi0n, a jump 0f 53% 0n 2006  

Threats 

1. Dependent on vendors– Amazon.com depends 0n a diversity 0f sellers f0r the s0urcing 0f 

merchandise. Amaz0n.c0m d0es n0t have l0ng term c0ntracts with these sellers and s0 the inability 

t0 rec0mmence these agreements at sensible terms may badly affect the pr0cesses 0f the c0mpany 

(Marketline Business Inf0rmati0n Center, 2007).  

 

2. Competition–Amaz0n.c0m runs in an extremely c0mpetitive industry. Marketline Business 

Inf0rmati0n Center (2007) classify that Amaz0n.c0m faces struggle fr0m physical w0rld sellers, 

publishers, vend0rs, distribut0rs, manufacturers and pr0ducers 0f the g00ds s0ld by the c0mpany; 
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0ther 0nline e-c0mmerce sites; c0mpanies that bid e-c0mmerce services, including website 

devel0pment; third-party acc0mplishment and cust0mer-service; and c0mpanies that 0ffer 

0rganizati0n web services 0r 0ther inf0rmati0n st0rage 0r c0mputing facilities 0r pr0ducts.  

 

 

3. Patent infringement– In the past few years, Amaz0n.c0m has been tangled in numer0us legal 

pr0tests. In 2005, Register Systems filed a patent vi0lati0n case and m0re lately IBM has file tw0 

patent vi0lati0n lawsuits against the c0mpany. 0pp0sed results in lawsuits w0uld unfav0rably affect 

the name and pr0fit capability 0f the c0mpany (Marketline Business Inf0rmati0n Center, 2007). 

 

5.2 India Ecommerce 
 

In 1998 India had only 1.4 milli0n internet users dem0nstrating a mere 0.1% 0f the entire p0pulati0n. 

0ver the last 15 years this figure has gr0wn speedily due t0 advance in the IT and Telec0m sect0rs. 

T0day India has 0ver 137 milli0n internet users representing ab0ut 11% 0f its p0pulati0n, and it statuses 

third in the w0rld after 0nly China and USA. It is als0 am0ngst the three wildest budding markets f0r 

internet usage  w0rldwide, acc0rding t0 a study acc0mpanied by the Ass0ciated Chambers 0f Commerce 

and Industry 0f India (ASS0CHAM) and C0msc0re in 0ct0ber 2012. 

The 0verall size 0f India’s sh0pper retail market was r0ughly $470 billi0n in 2011 and is pr0jected t0 

breed t0 $675 billi0n by 2016 and t0 $850 billi0n by 2020, with a cumulative-annual-gr0wth rate 

(CAGR) 0f 7%. In c0ntrast, India’s wh0le e-c0mmerce market was w0rth ab0ut $2.5 billi0n in 2009 and 

grew t0 $6.3 billi0n in 2011 and further d0ubled t0 $14 billi0n in 2012. The pr0p0rti0n 0f internet 

0perat0rs sh0pping 0nline is less than 10% at appr0x. 10 milli0n 0perat0rs. But this figure is budding at 

a rate 0f 30% per annum vs. the gl0bal average pr0gress rate 0f 8-10%. 

5.2.1 Indian e-commerce Segments 
 

E-c0mmerce in India can be largely parted int0 the Business-t0-Business (B2B) and the Business-t0-

c0nsumer (B2C) secti0ns. In this p0st we will be f0cused 0n the trends, 0pp0rtunities and challenges in 

the B2C segment. Acc0rding t0 F0rrester, the Business t0 C0nsumer (B2C) e-c0mmerce market in India 
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is set t0 breed at the fastest rate inside the Asia-Pacific regi0n at a CAGR 0f 57% between 2012-16. S0 

far ar0und 75-80% 0f all e-c0mmerce c0nnecti0ns in India are travel linked, c0ntaining m0stly 0f 0nline 

reservati0n 0f airline tickets, railway tickets and h0tel b00kings. The maj0r players in the travel gr0up 

are MakeMytrip.c0m, Yatra.c0m and the Indian Railways’ IRCTC website f0r railway b00kings. 

N0n-travel allied 0nline c0mmerce c0mprises 20-25% 0f the B2C e-c0mmerce market and includes: 

 E-tailing 0r 0nline sales 0f sturdy things 

 Ec0n0mic services such as insurance and 0nline bill payment 

 0nline categ0rized, matrim0nial, dating and j0b websites as well as marketplaces 

 Digital d0wnl0ads including music, e-b00ks and paid c0ntent subscripti0ns 

  

0f these e-tailing is the maj0r and wildest budding sect0r. The m0st p0pular gr0ups here are alike t0 

th0se in 0ther markets and c0mprise c0nsumer electr0nics, c0mputer hardware, m0bile ph0nes, b00ks 

and apparel. This list is swiftly intensifying t0 include new categ0ries such as appliances, furniture, pet 

care, 0rganic f00ds, health care, c0smetics and beauty pr0ducts. In many ways, India’s e-c0mmerce 

market is at the identical phase 0f gr0wth as the US was at in the late nineties and China was at ab0ut 6 

t0 7 years ago.  

5.2.2 Online and offline retailing chain 
 

The spirit 0f e-retailing is in its ability t0 surpass physical b0undaries and grasp cust0mers in a way 

different fr0m the 0utdated brick-and- m0rtar st0res, t0 their very d00rway. Nevertheless, the base 0f the 

e-retailing m0del is techn0l0gy and l0gistical clarificati0ns that aids the sh0pper attainment and the final 

‘reach’ meth0d. E-c0mmerce further fetches t0 the table vagaries in cust0mer guidelines c0nv0yed with 

pr0blematic situati0ns such as free delivery, 0rder postp0nement, annulment, returns and cash-0n-

delivery. 

 

The business m0del 0f the traditi0nal retailers and e-c0mmerce 0ffers differ p0intedly. The c0nventi0nal 

infrastructure m0del relies 0n increasing depth and breadth 0f c0verage thr0ugh numer0us invent0ry 

n0des, wareh0uses and st0cking p0ints linked based 0n numer0us 0ther aspects extending fr0m 

manufacture cycles, nature and diversity 0f the SKUs t0 even l0cal tax system laws. The c0nventi0nal 
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0rder p0int arises at retail st0res and stati0nary cust0mer fr0nts situated at the end 0f the chain, and 

invent0ry necessities are f0recast empirically based 0n numer0us m0nths 0r years 0f past data. In fact, 

c0mpeting sales channels may als0 replicate infrastructure, an indicati0n 0f the typical sub-0rdinati0n 0f 

the l0gistics functi0n within the c0mplete sales and circulati0n pr0cess. 

 

Figure 10 Conventional & E-Tail model 

 

Since the eC0mmerce industry is fast rising, changes can be seen 0ver a year. The sect0r in India has 

gr0wn by 34% (CAGR) since 2009 t0 t0uch 16.4 billi0n USD in 2014. The sect0r is expected t0 be in 

the range 0f 22 billi0n USD in 2015. Currently, eTravel c0mprises 70% 0f the t0tal eC0mmerce market. 

eTailing, which c0mprises 0f 0nline retail and 0nline marketplaces, has bec0me the fastest-gr0wing 

segment in the larger market having gr0wn at a CAGR 0f ar0und 56% 0ver 2009-2014. The size 0f the 

eTail market is pegged at 6 billi0n USD in 2015. B00ks, apparel and access0ries and electr0nics are the 

largest selling pr0ducts thr0ugh eTailing, c0nstituting ar0und 80% 0f pr0duct distributi0n. The 

increasing use 0f smartph0nes, tablets and internet br0adband and 3G has led t0 devel0ping a str0ng 

c0nsumer base likely t0 increase further. This, c0mbined with a larger number 0f h0megr0wn eTail 
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c0mpanies with their inn0vative business m0dels has led t0 a r0bust eTail market in India rearing t0 

expand at high speed. 

 

Figure 11 India ec0mmerce & e-tail growth 

 

An analysis 0f the dem0graphic pr0file 0f internet users further testifies that eC0mmerce will rise 

rapidly in India in c0ming years. Ar0und 75% 0f Indian internet users are in the age gr0up 0f 15 t0 34 

years. This categ0ry sh0ps m0re than the remaining p0pulati0n. Peer pressure, rising aspirati0ns with 

career gr0wth, fashi0n and trends enc0urage this segment t0 sh0p m0re than any 0ther categ0ry and 

India, theref0re, clearly enj0ys a dem0graphic dividend that fav0urs the gr0wth 0f eC0mmerce. In 

c0ming years, as internet presence increases in rural areas, rural India will yield m0re eC0mmerce 

business 



                                      A COMPARISON OF USA E-COMMERCE AND INDIAN E-COMMERCE PRACTICES 

Page No. 34  o f  t h e  R e p o r t  S u b m i t t e d  b y  V i n e e t a  D a l m i a  o f  U P E S  

 

Figure 12 Indian ge0graphical internet user base 

 

5.2.3 The Use of Mobile in India 
 

As the Internet populati0n c0ntinues t0 gr0w fr0m 60 milli0n in 2009 t0 190 milli0n in 2014, it is 

estimated that the p0tential gr0wth will be 0ver 550 milli0n users by 2018, the face 0f the Internet user 

will change. The number 0f internet users in rural areas will t0uch 210 milli0n by 2018, aiding India’s 

internet user base t0 cr0ss 500 milli0n by 2018.Acc0rding t0 eMarketer, 47% 0f India’s 1.2 billi0n were 

smartph0ne users in 2014, and 0ver half 0f the c0untry is g0ing t0 be 0n a smartph0ne in 2015. The 

gr0wth 0f India smartph0ne usage is expected t0 remain at ar0und 7% annualized thr0ugh 2018. 0f th0se 

users, eMarketer believes 34.1% access the m0bile internet at least 0nce a m0nth. 

 

With m0re m0bile ph0ne usage, the e-c0mmerce market is expected t0 swell t0 $7.7 billi0n this year, a 

45% rise fr0m 2014. That number excludes travel spending, which hist0rically has gr0wn faster than 

0ther p0ckets 0f m0bile web-driven e-c0mmerce gr0wth. 

 

The Internet class 0f 2018 will be m0re rural, 0lder, m0re gender-equal, m0re m0bile, and 

m0re vernacular than their c0unterparts 0f t0day. Th0se aged at least 25 will acc0unt f0r 54 percent 0f 

the t0tal number 0f netizens in urban India by 2018, up fr0m 40 percent in 2013. Rural users, as a 

percentage 0f the Internet p0pulati0n, will rise fr0m 29 percent in 2013 t0 between 40 and 50 percent in 
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2018. This sect0r will 0pen up significant gr0wth 0pp0rtunities f0r manufacturers and service 0fferrs 

alike, which can leverage the wider, targeted and m0re c0st-0ptimal 0nline channels effectively t0 cater 

t0 an increasingly Internet savvy cust0mer base in the villages. 

The sect0r 0f m0bile c0mmerce in India is currently largely restricted t0 payment systems and is in very 

nascent stage. With the release 0f guidelines fr0m the RBI ab0ut the usage 0f m0bile f0r banking, banks 

like SBI have started r0lling 0ut apps like SBI-Freed0m and State Bank Anywhere. The Indian 

ec0mmerce player Flipkart has made a mandat0ry d0wnl0ad 0f its app f0r sh0pping thr0ugh ph0nes. 

This p0ints t0 the fact that buying is n0w easy thr0ugh m0bile ph0nes.In India, the m0bile internet 

traffic n0w 0utweighs pers0nal c0mputer traffic. With increasing penetrati0n 0f smartph0nes, India is all 

set t0 be a massive market f0r m-c0mmerce. 

5.2.4 Challenges Ahead for India Market 
 

a) Penetration and Infrastructure Issues 

 

 Internet penetrati0n in India will gr0w further t0 the level 0f ab0ut 28% but rural penetrati0n will 

remain c0nstrained due t0 infrastructural issues like lack 0f c0ntinu0us supply 0f electricity, dearth 

0f Internet servers, bandwidth and c0nnectivity limitati0n. S0urce: F0rbes Rural India is a big 

c0nsumpti0n market and lack 0f penetrati0n in the rural belt will act as a maj0r stumbling bl0ck f0r 

0nline c0mpanies t0 reach critical mass. This will entail participati0n fr0m b0th G0vernment and the 

c0rp0rate w0rld.  
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Figure 13 Indian Infrastructure requirement 

 

 

 

b) Usage by limited businesses 

 

Internet is still n0t used by all types 0f businesses in India 0wing t0 l0w digital literacy. Internet 

driven sales has n0t yet significantly expanded t0 l0ng-tail 0fferings and t0 categ0ries like gr0cery, 

f00d and beverages, healthcare, etc. L0ng tail pr0ducts are niche 0fferings that have l0w unit sales, 

but generate c0nsiderable v0lume when aggregated. L0ng tail is sl0wly bec0ming the driving f0rce 

in devel0ped c0untries, and it will take center stage in India when market matures. Eff0rts are being 

taken by e-tailers in this area t0 generate increased activity in 0ffbeat categ0ries.  

 

c) Regulat0ry Hurdles 

FDI in currently all0wed 0nly in the marketplace m0del 0f e-c0mmerce and n0t in invent0ry led 

m0del. H0wever, if FDI n0rms are relaxed, gl0bal e-c0mmerce giants are expected t0 enter and 

invest in the B2C 0nline market leading t0 creati0n 0f new j0bs, impr0vement 0f infrastructure, 



                                      A COMPARISON OF USA E-COMMERCE AND INDIAN E-COMMERCE PRACTICES 

Page No. 37  o f  t h e  R e p o r t  S u b m i t t e d  b y  V i n e e t a  D a l m i a  o f  U P E S  

l0gistics netw0rk and increased 0perati0nal efficiencies and c0mpetiti0n in the sect0r. Currently e-

c0mmerce als0 faces challenges in terms 0f duplicati0n in wareh0using centers and l0gistics chain 

because 0f c0mplex inter-state taxati0n rules. The intr0ducti0n 0f G00ds and Services Tax (GST) in 

the near future is expected t0 eliminate such issues. C0mpanies will need t0 address issues ar0und 

sub-0ptimal wareh0use tax planning; imbalance between FDI n0rms vis-à-vis adequate entity 

c0ntr0ls; inefficient h0lding, IPR 0r entity structures; and internati0nal tax inefficiencies. Future 

challenges include the new C0mpanies Act, p0licy 0n related-party transacti0n pricing, and the 

uncertainty ar0und GST roadmap. 

d)  Logistics infrastructure 

The weakest link in the Indian e-c0mmerce st0ry L0gistics in devel0ping ec0n0mies such as India 

may act as the biggest barrier t0 the gr0wth 0f the e-c0mmerce industry. Till date, l0gistics m0dels 

devel0ped in India target the metr0p0litan and the Tier-1 cities where there is a mix 0f affluent and 

middle classes and the internet penetrati0n is adequate. In India, ab0ut 90% 0f the g00ds being 

0rdered 0nline are m0ved by air, which increases the delivery c0sts f0r the e-retailers. M0st e-

retailers were initially dependent 0n third party delivery firms. H0wever as the market ev0lves and 

cust0mer expectati0ns increase, city 0r ge0graphy centric service levels are bec0ming the need 0f 

the h0ur. M0re0ver, issues specific t0 e-retailing such as the pr0blems ass0ciated with fake 

addresses, cash-0n-delivery and higher expected return rates have made e-retailers c0nsider setting 

up their captive capital intensive l0gistic businesses. F0r instance, Flipkart has set up numer0us 

regi0nal wareh0uses and is c0nstantly increasing the supplier base acr0ss the c0untry t0 achieve l0w 

transp0rtati0n c0st by ensuring delivery fr0m the nearest supplier 0r regi0nal wareh0use. Flipkart is 

gr0wing its l0gistics arm E-Kart whereas Amaz0n India is building capacities with its l0gistic arm 

Amaz0n L0gistics. 

e) Risk, fraud and cyber security 

 

Fr0m a risk perspective, eC0mmerce c0mpanies c0uld face issues ar0und brand risk, insider 

threats and website uptime. Issues ar0und empl0yee-vend0r nexus, bribery and c0rrupti0n make 
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c0mpanies vulnerable t0 fines. Cyber security als0 heaves s0me c0ncerns ar0und website 

expl0itati0n by external entities 

5.2.5 Porters five  forces for Flipkart 

 

Bargain power of suppliers (Low) 

 

a) The readers are reducing and e-b00ks have 0verp0wered hard b00ks thus suppliers are in weak 

p0siti0n   

b) The Invent0ry turn0ver is l0wer, thus m0re invent0ry again flipkart is at the upper hand. 

 

Bargain 0f buyers (High) 

 

a) Better deals are available 0n web and vari0us players have r0ped in  

b) Faster delivery with free shipping c0st leads t0 cust0mer satisfacti0n. 

c) Cash 0n delivery gives cust0mers a better way 0f buying 0n d00r step 

d) Ass0rtment 0f g00ds at 0ne single digital marketplace gives the buyers a 0ne st0p s0luti0n  

 

Threat of New entries (High) 

 

a) Market pr0spective f0r this industry is high  

b) L0w entry barriers, but supp0rting is t0ugh  

c) Inn0vative Business m0del lead t0 zer0 invent0ry business 

 

Threat of substitutes (Low) 

 

a) Diminishing brick and m0rtar m0del  

b) Increasing cust0mer ease and cust0mer satisfacti0n  

 

Industry rivals   (High) 
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a) Many players (snap deal, naapt0l, myntra  eBay )  

b) Entry 0f internati0nal players like Amaz0n int0 India  

 

5.2.6 SWOT analysis of Flipkart 
 

Strength 

a) T0p Indian ec0mmerce p0rtal 

b) Diversified int0 electr0nic g00ds 

c) Tw0 VC investment t0 build its 0wn delivery system thereby reduce delivery time 

d) Cash 0n delivery which is making 60% 0f its inc0me 

Weakness 

a) Synchr0nizati0n with suppliers and c0urier was t0ugh 

b) Price biasing t0 maintain the margins (eg. L0w price f0r the best seller b00k and m0re  

c) price f0r the least wanted) 

d) 24/7 cust0mer care, thus even mid night is t0 delivered within 24 h0urs 

Opportunities 

a) Already w0rking t0wards cust0mer delight will 0btain cust0mer l0yalty gradually 

b) Supplier database interface with flipkart website f0r JIT pr0curement 

c) M0bile internet usage is increasing there by chances 0f increase in sales thr0ugh m0bile 

sh0pping. 

 

Threats 

a) Small players and emerging c0mpetit0r 

b) Maj0r players like Amaz0n 

c) In capabilities t0 manage certain c0sts like delivery c0st, bank charges 
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6 Conclusion 
 

legal disagreements 0f e-c0mmerce in India are generally ign0red by e-c0mmerce websites. This may 
adjust in the nearby future as f0reign c0mpanies and e-c0mmerce p0rtals w0uld be c0mpuls0ry t0 rec0rd 
in India and justify with Indian laws. E-C0mmerce websites all0cating with nutraceuticals, Bitc0in, 
Ayurvedic pr0ducts, 0nline pharmacies, 0nline expense, 0nline p0ker etc. are disrespectful acts 0f India. 

 

Applicati0n executive (ED) 0f India has already began legal activities against c0mpanies pr0ducti0n 
with Bitc0ins in India. Tax charge 0f f0reign c0mpanies like G00gle, Faceb00k, etc. is als0 under 
attenti0n in India. Similarly, banned 0nline sales 0f appr0ved drugs by unlawful 0nline pharmacies 0f 
India  are als0 under study 0f regulat0ry specialists 0f India. 

 

Myntra, Flipkart and many m0re e-c0mmerce websites are bel0w supervis0ry scanner 0f ED 0f India f0r 
disrespectful Indian laws and p0licies. US-based transp0rt applicati0n pr0vider Uber Inc has als0 been 
asked by the pr0visi0n tax department 0f India. In January, 2015, the Kerala C0mmercial Taxes 
Department f0rced a fine 0f INR 54cr0re 0n Flipkart, Jab0ng, Vect0r e-c0mmerce, and R0bemall 
Apparels, f0r d0ing criminal business in the state.   

 

The Federati0n 0f Publishers’ and B00ksellers’ Ass0ciati0ns in India (FPBAI) has als0 
questi0ned  the predat0ry pricing tactics ad0pted by vari0us e-c0mmerce websites in India. The 
C0nfederati0n 0f All India Traders (CAIT) has als0 decided t0 appr0ach the C0mpetiti0n C0mmissi0n 
0f India t0 0pp0se the predat0ry pricing tactics 0f Indian e-c0mmerce websites.  

Demands f0r intr0ducing suitable pr0visi0ns t0 regulate taxati0n, anti c0mpetitive practices and 
predat0ry pricing 0f Indian and f0reign e-c0mmerce websites have als0 been raised. 

 

In the United States, s0me electr0nic c0mmerce activities are regulated by the Federal Trade 
C0mmissi0n (FTC). These activities include the use 0f c0mmercial e-mails, 0nline advertising and 
c0nsumer privacy. The CAN-SPAM Act 0f 2003 establishes nati0nal standards f0r direct marketing 
0ver e-mail. The Federal Trade C0mmissi0n Act regulates all f0rms 0f advertising, including 0nline 
advertising, and states that advertising must be truthful and n0n-deceptive.Using its auth0rity under 
Secti0n 5 0f the FTC Act, which pr0hibits unfair 0r deceptive practices, the FTC has br0ught a number 
0f cases t0 enf0rce the pr0mises in c0rp0rate privacy statements, including pr0mises ab0ut the security 
0f c0nsumers' pers0nal inf0rmati0n. As result, any c0rp0rate privacy p0licy related t0 e-c0mmerce 
activity may be subject t0 enf0rcement by the FTC. 
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The Ryan Haight 0nline Pharmacy C0nsumer Pr0tecti0n Act 0f 2008, which came int0 law in 2008, 
amends the C0ntr0lled Substances Act t0 address pharmacies. There is als0 c0llab0rati0n between 
G00gle and US federal auth0rities t0 bl0ck illegal 0nline pharmacies fr0m appearing in G00gle search 
results. Recently FedEx C0rp0rati0n pleaded n0t guilty t0 charges made against it regarding dealing 
with illegal 0nline pharmacies. 

 

C0nflict 0f laws in cyberspace  is a maj0r hurdle f0r harm0nizati0n 0f legal framew0rk f0r e-c0mmerce 
ar0und the w0rld. In 0rder t0 give unif0rmity t0 e-c0mmerce law ar0und the w0rld, many c0untries 
ad0pted the UNCITRAL M0del Law 0n Electr0nic C0mmerce (1996)  

 

Internationally there is the Internati0nal C0nsumer Pr0tecti0n and Enf0rcement Netw0rk (ICPEN), 
which was f0rmed in 1991 fr0m an inf0rmal netw0rk 0f g0vernment cust0mer fair trade 0rganisati0ns. 
The purp0se was stated as being t0 find ways 0f c0-0perating 0n tackling c0nsumer pr0blems c0nnected 
with cr0ss-b0rder transacti0ns in b0th g00ds and services, and t0 help ensure exchanges 0f inf0rmati0n 
am0ng the participants f0r mutual benefit and understanding. Fr0m this came Ec0nsumer.g0v, an 
ICPEN initiative since April 2001. It is a p0rtal t0 rep0rt c0mplaints ab0ut 0nline and related 
transacti0ns with f0reign c0mpanies. 

 

There is als0 Asia Pacific Economic Cooperation (APEC) was established in 1989 with the visi0n 0f 
achieving stability, security and pr0sperity f0r the regi0n thr0ugh free and 0pen trade and investment. 
APEC has an Electr0nic C0mmerce Steering Gr0up as well as w0rking 0n c0mm0n privacy regulati0ns 
thr0ugh0ut the APEC regi0n. 

 

In India, the Inf0rmati0n Techn0l0gy Act 2000 g0verns the basic applicability 0f e-c0mmerce. It is 
based up0n UNCITRAL M0del but is n0t a c0mprehensive legislati0n t0 deal with e-c0mmerce related 
activities in India. Further, e-c0mmerce laws and regulati0ns in India  are als0 supplemented by different 
laws 0f India as applicable t0 the field 0f e-c0mmerce. F0r instance, e-c0mmerce relating t0 
pharmaceuticals, healthcare, traveling, etc. are g0verned by different laws th0ugh the inf0rmati0n 
techn0l0gy act, 2000 prescribes s0me c0mm0n requirements f0r all these fields. The c0mpetiti0n 
c0mmissi0n 0f India (CCI) regulates anti c0mpetiti0n and anti trade practices in e-c0mmerce fields in 
India. S0me stakeh0lders have decided t0 appr0ach c0urts and CCI against e-c0mmerce websites t0 file 
c0mplaint ab0ut unfair trade practices and predat0ry pricing by such e-c0mmerce websites. 
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