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Abstract 
 
The ‘Click-to-buy’ phenomenon is fast catching up in India, with increase in number of broadband and dial-up internet 
connections, limited personal time for shopping, increased use of plastic money and large base of young population 
that spends a considerable time online. The stated factors are facilitating rapid growth of online shopping with the 
industry players scaling up to meet the consumer requirements. Most retailers are developing and maintaining their 
own online sale portals for easy consumer access, facilitating online purchase of merchandise. Tata Indicom’s i-
choose.in and G&B’s godrejlifespace.com are good examples of this trend. Players like Rediff.com, eBay.in, 
Indiatimes.com were some of the early entrants in the Indian online retail space, clocking impressive revenues 
through online transactions. Some of the more recent players to enter this niche market include Pantaloons Retail 
India Ltd., through its Futurebazaar.com venture. Many smaller retail portals are also thriving on the internet, meeting 
the niche Indian consumer requirements such as ethnic apparel, handicrafts and jewellery. Demand for these portals, 
which has been primarily driven by the non-resident Indians, is gaining popularity on the Indian soil as well, with the 
young urban Indian consumer’s increasing exposure to the virtual world of internet. With value-added services like 
cash-on-delivery to facilitate online transactions by consumers without credit/ debit card, unique bidding schemes etc, 
e-commerce is fast gaining acceptance in India. Today's products and services are radically shifted to digital form and 
delivered through the Internet. Additionally, the emphasis on building and retaining customer relationships are the key 
to gain the competitive success in online retailing, which depends on providing effective e-service quality. The overall 
aim of the research is to analyze the critical factors of e-service quality affecting the success of online retailing in 
India. This paper analyzed several area of concern for growth of retailing in India. The purpose of this whitepaper is to 
address the critical role-play of Information Technology and IT enabled Services (ITeS) in Retail sector, which is 
booming in India. 
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Introduction 
Retailing in India is evolving rapidly, with consumer spending growing by unprecedented 
rates and with increasing number of global players investing in this sector. Organized 
retail in India is undergoing a metamorphosis and is expected to scale up to meet global 
standards over the next five years. 
 
Traditional retailing continues to be the backbone of the Indian retail industry, with 
traditional/unorganized retailing contributing to over 95 per cent of total retail revenues. 
The quintessential mom-and-pop retailing outlets or the cornerstone formats constitute 
a major part of Indian retail store formats. Over 12 million small and medium retail 
outlets exist in India, the highest in any country. More than 80 per cent of these are run 
as small family businesses. Prevalence of traditional retailing is highly pronounced in 
small towns and cities with primary presence of neighborhood “kirana” stores, push-cart 
vendors, “melas” and “mandis”. Organized formats are only in the initial stages of 
adoption in these regions. Leading retail players in the industry are beginning to explore 
these markets and the rural consumers are slowly beginning to embrace the newer 
organized retail formats. 

          The importance of internet retailing is growing all over the world. Some 
internet retailers such as eBay and rediff.com are providing a platform to vendors to sell 
their products online and they do not take the responsibility of delivering the product to 
buyer. They provide virtual shopping space to the vendors. On the other hand online 
retailers like amazon.com and walmart.com have to maintain their warehouse to stock 
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products and take the responsibility of delivering products to the buyer. So, most of the 
brick and mortar stores are entering into online retailing as they have physical 
infrastructure and they can use that to capture additional consumer wallet. All the big 
retailers like Target, Sears and Kmart are operating online shop and some 
manufactures also operate online. For example Apple Inc. operates through apple.com 
and Dell Inc. sells its products online through dell.com.  
In India internet retailing is growing by 29% CAGR and Euro monitor report estimates 
that the a CAGR 48 per cent and in value term it going to touch INR 27 billion by 2010 
from INR 4 billion in 2005. 
 
Issues plaguing the growth of this market: 
• Slow change in the buying behavior:  Indians are still reluctant to buy online and 
prefer brick and mortar models. Indians still like to have a feel of product and spend 
time in buying. 
• Inability of online retail players to sway customer s from offline mode to online 
retail channel : Lack of proper marketing and advertisement, inability to create a brand 
image, lack of proper usage of all possible online means like search engines, paid  
marketing, online ads, social networking, blogs etc to reach the customers. Inability of 
online retailers to drive the values a customer can derive by shopping on online 
channels. 
 
• Online portals are not up to the mark : There have been few lacunas in the exiting 
online websites like poor front ends, website search options are not good, lack of 
sufficient information about products and terms and conditions, slow websites etc  
• Lack of seriousness : A lot of online portals have come up in India backed by major 
retail distributors but, for many it seems to have been just a one time setup. Post this 
there hasn’t been enough drive to propagate the brand and services of the portals 
among potential clients. Our discussion with few portal owners gave us a feel that many 
big retailers have opened a website because their peers are doing so. 
• Issues concerning security and transaction frauds . In addition many of the web 
portals don’t support all online modes of payments. There are high occurrence of failed 
payments and this if often a deterrent for clients to revisit the portal. As stated above, 
most of the key issues are already known by the market participants. Currently the 
inability of the retail portals to address these problems is hindering the unraveling of the 
true potential. In the next part of this series we will try to address key areas of 
improvement for online retail portals. In the final part we will try to have a comparative 
analysis of leading online retail portals in India. 
Technology challenges & solutions required 
a) Theft and Crime: Theft, fraud and crime are issues that faced by all retailers in every 
country. Retailers in the countryside tend to suffer from lower crime than those in 
densely populated cities. Be that as it may, to combat or prevent crime, even the most 
fortunate retailer has to spend money on procedures, training, and security staff and 
equipment if the business is to keep crime losses low. The overall impact of crime upon 
retail businesses is massive. 
b) Product complexity : The retail sector has a high degree of product complexity, with 
the number of SKUs in stores running anywhere from the tens of thousands to more 
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than two hundred thousand , a high degree of seasonal and fashionable items, and a 
lack of standardization of product hierarchies. 
c) Supply chain challenges: With so many different outlets and channels, multiple 
hand-offs, and high frequency of replenishment, developing and managing an efficient 
supply chain remains one of the primary challenges in the retail sector.  
d) Process complexity: The business processes that support this environment are also 
inherently complex due to the multiple touch points across players in the value chain ( 
manufacturer, distributor, retailer, consumer), the coordination required between the 
different planning cycles of each of these players , and geographic dispersion. 
e) Staff Training : Training on product technical details, especially in case of 
multiplications, and frequent update in products: high level connectivity required for 
remote training. 
f) Empowered Customer : Customer service will be a challenging area as the 
competition increases, customer may call up the information/service centre and try to 
get upfront information on products prior visiting the mall, and this can also be 
applicable for services on products. A virtual kiosk through ITeS (call centre/BPO) 
needs to be envisaged. With the increase in globalization of retailers both in terms of 
their point – of – sale, as well as their points – of – supply, the information Technology ( 
IT) spend in the retail sector has increased considerably and plays an increasingly 
important role in managing the complexity of retail operations, however most of retailers 
do not have integrated IT systems today. Out of the total organized retailers, many have 
a few IT systems in the areas of supply chain management, vendor development, 
merchandising and inventory management. 
 
Retailers can focus on to deliver excellent custome r experiences include: 
 

• Self-Service:  When customers can quickly and easily find answers to their 
questions by themselves around the clock, their satisfaction goes up and 
retailer’s costs go down. 42% of consumers said they would prefer to be able to 
find the answers they need online by themselves if they had a question or 
needed help during an online shopping experience. Successful retailers makes it 
easy for customers to locate the specific information they  need—even in very 
large knowledge bases—through a combination of keywords, natural language 
queries, and category-based browsing.  

 
• Emerging Channels : Live Chat: Savvy retailers are also keeping a close eye on 

consumer behavior and emerging channels and technologies. For example, as 
consumers increasingly use instant messaging in their daily lives, online chat 
presents a great opportunity for high-touch, real-time service. 48% of consumers 
said they would prefer to chat live online with a service agent when they have a 
question or need help during an online shopping experience. High-Touch: 
Consumers like to be treated well, they want to be enticed and cherished. 
Retailers that connect with the right consumer with the right message will see 
success. 68% of consumers said they were prompted to browse a website after 
receiving an email from a retailer. Segmented and tailored messages can be a 
key driver for sales and personalized follow up can turn a one-time customer into 



 
 

 
International Journal of Education, Issue October 2013, Vol. 1 

 ISSN (Online):2347-4343, Web Presence: http://ijoe.vidyapublications.com  
© 2013 Vidya Publications.   Authors are responsible for any plagiarism issues.  

24 Sandeep Srivastava 

 

a loyal repeat customer. 73% of consumers said they would appreciate any post-
purchase follow up and 41% said they specifically wanted a follow-up call or 
email. 

 
Conclusion: 
Many players were trying to revamp the structure of online shopping in India, including 
the global leader eBay. But things conceptualized in 2010, after increased competition 
in the market forcing better services and offers from online retailers. Extensive use of 
advertisements and presence on social media websites also helped these online 
shopping websites to gain brand recognition. Today, the services have improved so 
much that online marketers offer products at huge discounts, with delivery in 48 hours, 
along with a no question asked return policy. All these factors along with increasing 
penetration of internet, improved rate of literacy, introduction of safe & secure 
technology, etc. have been able to drive the online retail market in India. As a shopping 
interface, the Web possesses certain unique characteristics that necessitate a 
reevaluation and a new investigation of online consumer behaviors. One of the unique 
characteristics of online shopping is that consumers evaluate products and make 
judgments based on the product information presented on web pages, which enable the 
design of product list on a web page to have a great potential influence on consumer’s 
product choice. The role of IT in information gathering for fundamental and security 
analysis, use of IT tools for portfolio management, impact of IT on transaction 
settlement bringing about transparency, security and disintermediation, use of IT for 
information security and for decision support and the road map ahead are some of the 
key demanding areas for IT solution providers. 
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