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INTRODUCTION 



 

What wis wmarketing wstrategy? 

“Consumers  wdo  wnot  wbuy  wwhat  wyou  wsell.  wThey  wbuy  wwhat  whas  wvalue  wto  wthem.”  wMarketing wstrategy 

whas wthe wfundamental wgoal wof wincreasing wsales wand wachieving wa wsustainable wcompetitive wadvantage. 

wMarketing wstrategy wincludes wall wbasic, wshort-term, wand wlong-term wactivities win wthe wfield wof wmarketing wthat 

wdeal wwith wthe wanalysis wof wthe wstrategic winitial wsituation wof wa wcompany wand wthe wformulation, wevaluation wand 

wselection wof wmarket-oriented wstrategies wand wtherefore wcontributes wto wthe wgoals wof wthe wcompany wand wits 

wmarketing wobjectives. w 

Strategic wmarketing wis wa wphilosophy wthat wleads wto wthe wprocess wby wwhich worganizations, wgroups wand 

windividuals wobtain wwhat wthey wneed wand wwant wby widentifying wvalue, wproviding wfor wit, wcommunicating wit wand 

wdelivering wit wto wothers. wThe wbasic wconcept wof wmarketing wis wcustomer’s wneeds, wwants wand wvalues; wproducts, 

wexchange, wcommunication wand wrelationship. wMarketing wis wstrategically wconcerned wwith wthe wdirection wand 

wscope wof wlong-term wactivities wperformed wby wthe worganization wto wobtain wa wcompetitive wadvantage. wThe 

worganization wapplies wits wresources wwithin wa wchanging wenvironment wto wsatisfy wcustomer wneeds wwhile wmeeting 

wstakeholder wexpectation. 

 

Definition 

1. “Marketing wstrategy wis wconsistently wlocated wand wcoordinated wset wof wmarketing wactions, waimed wat 

wmeeting wthe wlong wterm wmarketing wgoal.” w– wPRANULIS w(2008) 

2. “A wmarketing wstrategy wis wa wprocess wor wmodel wto wallow wa wcompany wor worganization wto wfocus wlimited 

wresources won wthe wbest wopportunities wto wincrease wsales wand wthereby wachieve wa wsustainable 

wcompetitive wadvantage.” 

 

Why wdoes wmarketing  wstrategy wmatter? 

“Marketing wstrategy wallows wyou wto wuse wpathways wand wfootholds wthat wapply wyour wlimited wmarketing wbudget 

wmore weffectively.” 



 

In wmarketing, wthere wis wstrategy wand wthere ware wtactics. wA wlot wof wmarketing, win wpractice, wis wpreoccupied wwith 

wwhat wI wcall wtactical wexperimentation. wThis wis wthe wact wof wthrowing wall wkinds wof wthings wout wat wthe wworld wor wat 

wbroad wdemographic wtargets wto wsee wwhat wworks. wAs wyou wdo wthis wyou ware wspending wmoney, wpotentially wlots wof 

wit. wThe widea win wthis wmethod wis wto wdo wthis wuntil wyou wfind wsome wmarketing wactions wthat wwork, wand wwhen wyou 

wfind wthem wyou wcan wthen wdo wmore wof wthose. 

This wprocess woften wresults win wthe wclassic wWanamaker wdilemma—”Half wthe wmoney wI wspend won wadvertising wis 

wwasted; wthe wtrouble wis wI wdon’t wknow wwhich whalf.” wHe wwas wspeaking wof wadvertising, wbut wthe wprinciple 

wapplies. 

 

Marketing wstrategy wprocess 
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Three wphases wof wstrategic wmarketing wprocess 

1. wPlanning wPhase 

The wplanning wphase wis wthe wmost wimportant was wit wanalyzes winternal wstrengths wand wweaknesses, wexternal 

wcompetition, wchanges win wtechnology; windustry wculture wshifts wand wprovides wan woverall wpicture wof wthe wstate wof 

wthe worganization. wThis wphase whas wfour wkey wcomponents wthat wwill wprovide wa wclear wdiagram wof wwhere wyour 

wcompany wis wand wwhat wit wis wdoing. 

• SWOT wAnalysis w– wDefines wthe wstrengths, wweaknesses, wopportunities wand wthreats wof wyour wbusiness 

wand wreveal wyour wcompany’s wposition win wrespect wto wthe wmarket. wTo wmaximizes wstrengths wand wminimize 

wweaknesses wan worganization wmust wperform wthe wfollowing: 

. 

• Marketing wprogram w– wOnce wthe wneeds wof wthe wcustomers whave wbeen wdetermined, wand wthe wdecisions 

whave wbeen wmade wabout wwhich wproducts wwill wsatisfy wthose wneeds, wa wmarketing wprogram wor wmix wmust wbe 

wdeveloped. wThis wmarketing wprogram wis wthe whow waspect wof wthe wplanning wphases, wwhich wfocuses won wthe w4Ps 

wand wthe wbudget wneeded wfor weach welement wof wthe wmix. 

• Set wmarketing wand wproduct wgoals 

o Once wthe wcustomer wneeds ware wunderstood, wgoals wcan wbe wset wto wmeet wthem, wthus wincreasing wthe 

wchances wof wsuccess wwith wnew wproducts. 

o Find wpoints wof wdifference: wlike wyour wcompany’s wunique wselling wpoint, weach wproduct wshould 

walso whave wa wcertain wset wof wtraits wor wcharacteristics wthat wmakes wit wsuperior wto wthe wcompetitive wsubstitute. wFor 

wexample, wyour wproduct wcould wbe wlonger wlasting, wmore waccessible, wmore wreliable wor wvery wuser-friendly wso wthe 

wbuyers wwill w 

• Market-Product wfocus wand wGoal wSetting w– wOnce wthe wquestions wof wwhere wthe wcompany wstands wand 

wwhat wit wwants wto wachieve ware wanswered, wthe wnext wstep win wthe wplanning wprocess wis wdetermining wwhere wthe 

wresources wwill wbe wallocated, wand whow wto wturn wplans winto wfocused waction. wTo wdo wthis, wcustomers wshould wbe 

wdivided winto wsegments wto wdetermine wwhat wspecific wmarketing wtechnique wwill wreach weach wtargeted wgroup wand 



 

wwhat weach wgroup wneeds. wNext wmeasurable wgoals wshould wbe wset wto wget wthe wneeded wproducts wto wthe wvarious 

wgroups, wthus wfulfilling wthe wmarketing wobjectives. w 

2. wImplementation wPhase 

The wimplementation wphase wis wthe waction wportion wof wthe wprocess. wIf wthe wfirm wcannot wcarry wout wthe wplan wthat 

wwas wdetermined win wthe wearly wstages, wthen wthe whours wspent wplanning wwere wwasted. wHowever, wif wthe wplanning 

wwas wadequately wand wcompetently wstructured, wthen wthe wprogram wcan wbe wput winto weffect wthrough wa wsales 

wforecast wand wa wbudget, wusing wthe wfollowing wfour wcomponents. 

• Obtaining wResources w– wsums wof wcash wto wdevelop wand wmarket wnew wproducts. 

• Designing wmarketing worganization w– wthere wshould wbe wput win wplace wa wmarketing whierarchy wto 

wproperly wsee wthe wplans wto wfruition. 

• Developing wplanning wschedules w– wtime wneeds wto wbe wallocated wto wspecific wtasks wso wthey wcan wbe 

waccomplished. 

• Executing wthe wmarketing wplan w– weffectively wexecuting wthe wmarketing wplan wwill wtake wattention wto 

wdetail, wand wfocus won wthe wstrategy wand wtactics wdefined win wyour wmarketing wplan. 

3. wEvaluation wor wControl wPhase 

The wevaluation wphase wis wthe wchecking wphase. wThis wprocess winvolves wensuring wthat wthe wresults wof wthe wprogram 

ware win wline wwith wthe wgoals wset. wThe wmarketing wteam, wespecially wthe wmanager wwill wneed wto wobserve wany 

wdeviations win wthe wplan wand wquickly wcorrect wnegative wdeviations wto wget wback won wcourse; wfor wexample 

wfluctuations wof wthe wdollar wcreates wa wlesser wneed wfor wthe wproduct wthan win wthe wpast, wthen wthe wproduction wof 

wsaid wproduct wshould wbe wrepurposed wfor wa wnew wmore wdesired witem. wAnd wthey wshould wexploit wthe wpositive 

wdivergences was wwell, wfor wexample wif wsales ware wbetter wthan wpredicted wfor wcertain wproducts wthen wthere wcould wbe 

wmore wresources wallocated wto wgreater wproduction wor wdistribution wof wthe wsame witem. 

Company wProfile 

Flipkart wis wan welectronic wcommerce wcompany wheadquartered win wBangalore, wKarnataka. wIt wwas wfounded win 

w2007 wby wSachin wBansal wand wBinny wBansal w(no wrelation). wThe wcompany wis wregistered win wSingapore. wFlipkart 

whas wlaunched wits wown wproduct wrange wunder wthe wname w"DigiFlip" wwith wproducts wincluding wtablets, wUSBs, wand 

wlaptop wbags. wAs wof wApril w2017, wthe wcompany wwas wvalued wat w$11.6 wbillion. wFlipkart wis wa wprivate wcompany 

wfounded wby wBinny wBansal wand wSachin wBansal. wEstablished win wthe wyear w2007, wit wdeals wwith we-commerce. wThe 

wcompany wwebsite wis wone wof wthe wmost wpopular wwebsites win wIndia wand whas wan wemployee wcount wof wmore wthan 

https://en.wikipedia.org/wiki/Electronic_commerce
https://en.wikipedia.org/wiki/Bangalore,_Karnataka
https://en.wikipedia.org/wiki/Sachin_Bansal
https://en.wikipedia.org/wiki/Binny_Bansal


 

wten wthousand. wIts wslogan, w‘The wOnline wMegastore’ wis wvery wapt wand wpopular. wAs wIndian’s ware wbeing 

waccustomed wto wonline wpurchases, wthey whave wcontributed wtowards wthe wsuccess wof wthis wonline wwebsite. wFlipkart 

wis wno wlonger wjust wa wshopping wwebsite; wit whas wbecome wthe wheart wand wsoul wof wthe wshopaholics. 

People whave wstarted wfeeling wthat wthis wonline wportal wis wgiving wmore wchoices win wproducts wthan wothers. wIn wa 

wrecent wdevelopment, wthe wIndian wTextile wMinistry whas wsigned wwith wFlipkart wa wmemorandum wof 

wunderstanding. wUnder wthis wMOU, wthe whandloom wweavers wwill wget wan weasy wto wuse wplatform wthrough wFlipkart 

wto wdisplay wtheir wproducts wand wconduct wsales. wFlipkart wwill walso wprovide winfrastructural wsupport wto wthe 

wweavers. wHowever, wthis wmove whas wbeen wmade wfor wthe wgrowth wof whandloom windustry wbut wit wwill walso wbenefit 

wthe wwebsite. wTo wassociate wwith wany wgovernment wproject wis win witself wa wtestimony wto wtheir wreputation. 

 

 

 

 

 

History wof wthe wcompany 

Flipkart wwas wfounded win w2007 wby wSachin wBansal wand wBinny wBansal, wboth walumni wof wthe wIndian wInstitute wof 

wTechnology wDelhi. wThey wworked wfor wAmazon.com, wand wleft wto wcreate wtheir wnew wcompany wincorporated win 

wOctober w2007 was wFlipkart wOnline wServices wPvt. wLtd. wThe wfirst wproduct wthey wsold wwas wthe wbook wLeaving 

wMicrosoft wto wChange wthe wWorld wto wa wcustomer wfrom wHyderabad. wFlipkart wnow wemploys wmore wthan w33,000 

wpeople. 

In wOctober wand wNovember w2011, wFlipkart wacquired wthe wwebsites wMime360.com wand wChakpak.com. wLater, win 

wFebruary w2012, wthe wcompany wrevealed wits wnew wFlyte wDigital wMusic wStore. wFlyte, wa wlegal wmusic wdownload 

wservice win wthe wvein wof wiTunes wand wAmazon.com, woffered wDRM-free wMP3 wdownloads. wBut wit wwas wshut wdown 

https://en.wikipedia.org/wiki/Sachin_Bansal
https://en.wikipedia.org/wiki/Binny_Bansal
https://en.wikipedia.org/wiki/Indian_Institute_of_Technology_Delhi
https://en.wikipedia.org/wiki/Indian_Institute_of_Technology_Delhi
https://en.wikipedia.org/wiki/Amazon.com
https://en.wikipedia.org/wiki/Music_download
https://en.wikipedia.org/wiki/ITunes
https://en.wikipedia.org/wiki/Amazon.com
https://en.wikipedia.org/wiki/Digital_rights_management


 

won w17 wJune w2013 was wpaid wsong wdownloads wdid wnot wget wpopular win wIndia wdue wto wthe wadvent wof wfree wmusic 

wstreaming wsites. w 

After wthe wsuccess wof wits w2014 wBig wBillion wSale, wFlipkart wcarried wout wa wsecond wBig wBillion wSale. wWhere wit wis 

wreported wthat wthey wsaw wa wBusiness wturnover wof w$300 wMillion win wgross wmerchandise wvolume. w 

In w2015, wFlipkart wbought wa wminority wstake win wnavigation wand wroute woptimization wstartup wMapmyIndia wto whelp 

wimprove wits wdelivery wusing wMap wmy wIndia wassets. 

As wE-tailer wFlipkart wbecame wone wof wthe wlargest we-commerce wcompanies win wthe wnation, wSachin wBansal 

wemerged was wa wface wof wthe wcompany, wwhile wa wsilent wstakeholder win wthe wbillion wdollar wstart-up wlargely wstayed 

win wthe wbackground wUntil wnow. 

With wBinny wBansal wtaking wover was wthe wCEO wof wFlipkart wand wSachin wBansal wmoving wup wto wthe wposition wof 

wexecutive wchairman, wthe wex-COO wand wco-founder wof wthe wcompany wis wsuddenly win wthe wmedia wspotlight. 

 

 

Here ware wsome wlesser wknown wfacts wabout wBinny wBansal. 

• Just wlike wSachin, wBinny wBansal wis walso wfrom wChandigarh wand wboth wwent wto wthe wsame wschool, wbut wthey 

ware wnot wrelated win wany wway wexcept wfor wbeing wan wintegral wpart wof wthe wFlipkart wfamily. 

• Although wthe wtwo wbecame wclose wfriends wat wIIT-Delhi, wSachin wand wBinny wwere wnot wgood wfriends was 

wchildren wdespite wbeing win wthe wsame wschool. 

•  wBefore wjoining wAmazon wjust wa wyear wafter wSachin wBansal, wBinny wwas wrejected wtwice wby wGoogle. 

wHowever, whe wworked wat wSarnoff wCorporation, wwhere whe wcreated wa wsensor wfor wcars wto wwarn wif wit 

wchanged wlanes wwithout wgiving wa wsignal. 

http://conclave.intoday.in/video/before-starting-flipkart-i-was-doing-a-12-to-5-job-binny-bansal/3668/39/76.html
http://yourstory.com/2013/09/techsparks-speakers-binny-bansal-the-silent-face-behind-the-flipkart-revolution/


 

Represen

tational wimage w| wSource: wPTI 

• Apart wfrom wbeing wan wavid wreader wand wa wSalman wRushdie wfan, wBinny wis walso wa wsports wenthusiast. wHe 

wcaptained wthe wbasketball wteam win wschool wand wcollege. wHe wis walso wsaid wto whave wa wkeen winterest win 

wadventure wsports. 

• Binny whas wbeen wseen was wthe wforce wbehind wbuilding wFlipkart's wsupply wand wlogistics wbusiness wby 

wspearheading wthe westablishment wof wits wlargest wwarehouse win wTelangana. 

http://economictimes.indiatimes.com/industry/services/retail/flipkarts-new-ceo-binny-bansal-is-ready-to-steer-companys-fortunes/articleshow/50539365.cms
http://retail.economictimes.indiatimes.com/news/e-commerce/e-tailing/binny-bansal-doesnt-carry-billionaire-tag-on-his-sleeve/50540945


 

Binny wBansal 

win wa wfile wimage w| wSource: wReuters 

• Highlighting whis wsimplicity, wAbhishek wGoyal, wwho wknows whim wfrom wFlipkart's wearly wdays wsaid, w"He 

whardly wcomes wacross was wa wbillionaire. wHis wwife wwould wbring wa wtiffin wfor whim won wsome wof wthe wSundays 

wthat whe wwas win woffice." 

• The wfirst wever wbook wordered won wFlipkart wwas w'Leaving wMicrosoft wto wChange wthe wWorld wby wJohn 

wWood', wand wBinny wwent won wto wborrow wmoney wfrom wa wfriend wto wpick wthe wbook wand wdeliver wit. 



 

Representati

onal wimage w| wSource: wReuters 

A wformer wemployee wat wFlipkart wXitij wKothi wtold wThe wEconomic wTimes wthat, w"unlike wa wlot wof wthe wbig wnames, 

w(Binny) wis wextremely wapproachable. wYou wexpect wto wbe wintimidated, wbut wthat wjust wdisappears walmost 

wimmediately." 

Although whe wis wdescribed was wa wreserved wperson, whis wability wto wthink won whis wfeet wis wexpected wto wbenefit 

wFlipkart was wit wtakes won wrivals wlike wAmazon wand wSnapdeal. 
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Some wof wthe wcompany’s wkey wcompetitors ware: 

• Amazon 

• Snap wDeal 

• e-bay 

• shopclus 

• Naaptol 

• HomeShop18 

• Jabong 

• Yebhi 

• Indiaplaza 

• Infibeam 

• Letsbuy 

Product win wthe wmarketing wmix wof wFlipkart 

Flipkart wis wan wonline wretailing windustry wand wstarted wits woperations wwith wthe wsale wof wbooks. wFor wtwo wyears, wit 

wsold wonly wbooks wthrough wits wwebsite was wthe wmanagement wand wshipment wof wbooks wwas wmuch weasier. wAfter wits 

wexpansion, wit wstarted wdealing wwith wproducts wlike wair wcoolers, wWashing wmachines, wair wconditioner, wlife wstyle 

wproducts, wstationary wsupplies, wcell wphones, wcomputers, wcalculators, wmicrowave wovens, wwater wpurifiers, 

wlaptops, wcameras, waudio wplayers, wproducts wrelating wto whealth wcare, wdishwashers wand we-books. wProducts wsold 

won wFlipkart whave wthe wsame wwarranties wof wthe wbrand wif wsold woutside win wa wshowroom. 

It whas wrecently wlaunched wits wpersonal wproduct wrange wcalled w“DigiFlip”. wUnder wthis wbrand, wit woffers wproducts 

wlike wcomputer waccessories, wcamera wbags, wheadphones wand wpen wdrives. 



 

 

In wJuly, wFlipkart wintroduced wits wown wtablet wphones wand wnetworking wrouter wunder wits wpersonal wrange 

w“DigiFlip”. 

On wFebruary w5, w2014 win wa wspecial wtie wup wwith wMotorola wMobility, wFlipkart whas wprovided wa wplatform wfor wthe 

wlaunch wof w‘Moto wG’. wOnline wshoppers wwent wcrazy wwith wthe wunveiling wof wthis wsmart wphone. wThis wawe-

inspiring wresponse wresulted win wthe wsales wof wnearly w20,000 wmobiles win wa wfew whours. wContinuing wtheir 

wassociation, w‘Moto wX’, wan wAndroid wSmartphone, wwas wintroduced won wMarch w19. wOn wMay w13, w‘Moto-E wwas 

wlaunched wat wthe wsame wsite wtriggering wthe wsame wresponse. w wContinuing wthis wsuccess wstory wFlipkart win wa wtie wup 

wwith wXiaomi wTechintroduced w‘Xiaomi wMi3’ won wits wplatform. wIn wthe wfirst wphase won22nd
 wJuly wall wthe wphones 

wwere wsold win wjust w39 wminutes wand win wthe w2nd
 wphase won w29thJuly wthe wsold wout wwas wcomplete win wonly w5 

wseconds. wOn w5th
 wAugust wthe wsale wwas wcompleted win wjust w2 wseconds. wThis wamazing wresponse wand whyper 

wmania whas whelped win wgiving wFlipkart wan wimmense wlift wup. 

Place win wthe wMarketing wmix wof wFlipkart 

Flipkart wfunctions wentirely win wIndia wand wit whas wits wheadquarters win wthe wGarden wCity wof wBangalore win 

wKarnataka. wIt wis wowned wby wa wSingapore wbased wcompany wand wis wregistered wover wthere. wAccording wto wIndia’s 

wforeign wpolicy, wa wforeign wcompany wis wnot wallowed we- wretailing wover where. wTherefore, win wIndia, wFlipkart wsells 

wthe wmerchandises wthrough wan wIndian wcompany wWS wRetail. wFlipkart walso wprovides wits wown wplatform wto wother 

wcompanies wwho ware winterested win wselling wtheir wgoods. wThe wwebsite wis wvery weasy wand whassle wfree. wBrowsing, 

wkeeping wtrack wof wproducts, wgetting wreviews, wordering wgoods wand wpayment wmethods ware wvery wconvenient wfor 

wthe windividuals. wAt wfirst wFlipkart wstarted wits woperations won wthe wconsignment wmodel win wwhich wthey wpersonally 

wbought wthe wbook wand wcouriered wit. wLater wthey wopened wmany wwarehouses wwhere wthe wgoods wwere wstored 

wsafely. wThe wfirst wwarehouse wwas wopened win wBangalore wand wlater win wDelhi, wMumbai, wChennai, wHyderabad, 

wPune, wNoida wand wKolkata. wAs wof wtoday, wmore wthan wfive whundred wsuppliers ware wworking wfor wFlipkart. wAt 

wleast w80% wof wthe worders wplaced ware whandled wand wcontrolled wvia wwarehouses. wShipping wcompanies wand 

wcourier wcompanies ware wthe wreal wmediators win wthis wsetup. wThe wquick wand wwell-organized wservice wis wthe wreason 

wwhy wthe wcompany whas wbeen wable wto wput wits wmark won wthe wIndian wmarket. wTheir wdelivery wnetwork wis wspread 

wover wthirty-seven wcities wwith wdelivery wbeing wpossible win wany wnook wand wcorner. 



 

Price win wthe wMarketing wmix wof wFlipkart 

Though wFlipkart wstarted wits wventure wwith wan winvestment wof wjust wINR w400,000, wtoday wits wnet wworth wis wnearly 

w1billion wdollars was wits wsales ware wincreasing wday wby wday. wIt wstill wearns wrevenue wof w50% wfrom wselling wbooks 

wonline. wElectronic wcommerce whas wbecome wa whuge whit wbecause wof wFlipkart. wIts wprice wpolicy wis wvery wflexible 

wbecause wof wonline wtransactions. wAmount wto wbe wcharged wis wdetermined wafter wlooking wat wthe winnumerable 

wexpenses wlike wtransport wexpenses, wsupplier wexpenses, wpackaging wcosts, wcourier wcharges, wshipping wcost, woffice 

wexpenses, wmaintenance wexpenses, wdiscount wallowances, wdepreciation, wtaxes, wadvertisement wexpenses wand 

wmany wother wexpenses. 

Discounts wup wto w35% ware wallowed wperiodically wto wboost wup wthe wsales wand wmaintain wcompetitive wprices. wFor 

wpayments, wFlipkart wallows wcredit wcard wtransactions, wcash wpayment wafter wdelivery, wtransaction wthrough wdebit 

wcard, wby wswiping wcard won wdelivery, wvouchers wavailable was we-gift wand wnet wbanking. 

Promotions win wthe wMarketing wmix wof wFlipkart 

Flipkart whas wchanged wthe wconcept wof wmulti wbrand wretailing wof wproducts wthrough winternet win wIndia. wIts whuge 

wsuccess whas wproved wto wbe wan winspiration wfor wother wcompanies. wIt woperates wmostly wthrough wmouth 

wadvertising. wThe wsatisfied wcustomers whave wbeen wtheir wbest wpromoters. wTo whave wa wfirm wgrip won wthe wonline 

wworld wFlipkart whas wused wthe wservices wof wGoogle wAd-words wand wSEO. w wThese wmarketing wtools whave wmade 

wthem whousehold wnames. wDownloading wthe wexclusive wapp wof wFlipkart whelps win wgetting walerts wabout wthe 

wcurrent woffers, worder wstatus, wprice wdrops, wrecent wlaunches wand wvarious wgift wcoupons. 

Flipkart whas walso wtaken wthe whelp wof wcreative wand winteresting wadvertisements wso wthat wan wawareness wand wtrust 

wis wgenerated wfor wtheir wwebsite wamongst wthe wpeople. wTheir wfirst wcampaign wwas wshown won wTVC wwith wthe 

wconcept wthat wbooks wcan wbe wdelivered wwith wjust wa wsingle wclick. wRecently wan wad whas wbeen wlaunched wto 

wincrease wthe wsocial wvisibility wwhere wthe wtag wline wis w“No wKidding wNo wWorries”. wTrained windividuals ware 

whired wto wfulfill wtheir wresponsibilities wadequately. wThe wsystematic wplanning wand wlevel wof weffort wundertaken wto 

wreach wsuch wheights wis wcommendable. 

 

Journey wof wFlipkart 



 

 

 

Flipkart wproduct wLine 

Baby wcare 

Books/ weBook wmedia 

Cloths 

Games wand wtoys 

Mobiles wcameras 

Large wappliances wACs, wTVs 

Home wand wkitchen 

Sports wand wfitness 

Laptops 

Jewellery 

Footwear 

 



 

 

 

Top winvestors wof wFlipkart 

There ware wtop wfive wshareholders wof wthe wFlipkart, wthe wlist wis was wfollows:- 

1. Tiger wGlobal w– wHolds w29.5% wStake 

2. Accel wpartners w– wHolds w11.5% wStake 

3. Binny wBansal w– wHolds w8.7% wStake 

4. Sachin wBansal w– wHolds w8.7% wStake 

5. Intervision wServices wHoldings w– wHolds w18.4% wStake 

6. Others w– wHolds w23.2% wStake w 

 

Mission wand wvision wof wFlipkart 



 

 

 

 

 

OBJECTIVE wOF wTHE wSTUDY 

 

 

 

 



 

 

 

 

OBJECTIVES: 

• w wTo wunderstand wand westimate wthe wconsumer wperception wand wfactors waffecting wtheir wbehavior wfor wchoosing 

we-commerce wsites. 

• wTo wunderstand wtactics wand wmethods wthose ware wused wby wflipkart wto wgrab wthe wcustomers win wIndia. 

• wTo wknow whow wconsumers ware wevaluating we-commerce wsites wfor wtheir wpurchases. 

• w w wTo wunderstand wthe wwork wflow wof wFlipkart win wIndia. 

• w wTo wstudy wcomplexities wand wbarriers wthose ware wthere win wbetween we-commerce wsites wand wcustomers. 

• wTo wfind wout wnew wopportunities wand wto wsucceed win wthose wprocedures. 

DATA wCOLLECTION 

The wgoal wfor wall wdata wcollection wis wto wcapture wquality wevidence wthat wthen wtranslates wto wrich wdata wanalysis wand 

wallows wthe wbuilding wof wa wconvincing wand wcredible wanswer wto wquestions wthat whave wbeen wposed. 

 

PRIMARY wDATA 

Primary wdata wwas wcollected wfrom wvarious wpeople wand wtheir wopinion wand winformation wfor wthe wspecific 

wpurposes wof wstudy whelped wto wrun wthe wanalysis. wThe wdata wwas wcollected wthrough wquestionnaire wto wunderstand 

wtheir wexperience wand wpreference wtowards wtheir wloyal wcompany. 

 

SECONDARY wDATA: 

Secondary wdata wwas wcollected wfrom wdifferent wsites, wnews wpapers wetc. 

Sample wsize: w100 



 

 

 

 

 

 

 

 

 

RESEARCH wMETHODOLOGY 

 

 

 

 

 

 

 

 

 



 

RESEARCH wMETHODOLOGY 

1. w wPRIMARY wRESEARCH:- 

A wPrimary wResearch wwas wconducted: 

 w w w w w wThe wquestionnaire wwas wprepared wfor wthe wcompanies wand wfollowing wareas wcovered 

 

2. w wSECONDARY wRESEARCH:- 

• Data wwas wcollected wfrom wwebsites wand wcatalogues wto wunderstand wthe wproduct wof wthe wdifferent 

wplayers. w 

• Sources wused wfor wsecondary wdata wcollection ware wcompany wweb wsite, wE-tailer wweb wsite wetc. 



 

 

ANALYSIS wOF wDATA: 

Questionnaire whas wbeen wattached win wannexure w-I 

• DEMOGRAPHICS: wage wgroup 

• HOW wOFTEN wRESPONDENT wSHOP wONLINE? 

• PREFERRED wONLINE wSITE wBY wRESPONDENT? 

• RESPONDENT wPAYMENT wMETHO? 

• RESPONDENT wIS wMOST wIMPRESSED wWITH wWHICH wE-COMMERCE wSITE? 

• RESPONDENT wCHOOSING wMETHOD wOF wE-COMMERCE wSITE? 

• RESPONDENT wIS wMORE wSATISFIED wWITH wWHICH wSITE wPRICING 

• RESPONDENT wWOULD wLIKE wTO wSUGGEST wTO wOTHERS 

• OCCASIONS wPREFERRED wBY wRESPONDENT wTO wDO wSHOPPING 

• RESPONDENTS wFACED wPROBLEM wWITH 

• RESPONDENTS wOPINION wON wFLIPKART wCUSTOMER wCARE 

 

 



 

 

Area wcovered 

GAUTAM wBUDHNAGAR 

Greater wNoida: 

1. Alpha w1 

2. Alpha w2 

3. Beta w1 

4. Beta w2 

5. Knowledge wpark w2 

Noida: 

 w w w w w w w1. w wSec w44 

 w w w w w w w2. w wSec w37 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

Literature wreview 

 

 

 

 

 

 

 



 

Review wof wliterature w 

1. Mr. wVicky wSingh w“The wconcept wof we-commerce wis wdownloading wat wa wfairly wrapid wpace win wthe 

wpsyche wof wthe wIndian wconsumer. wIn wthe wmetros, wshortage wof wtime wis wa wbig wdriver wfor wonline 

wshopping. wOn wthe wother whand, waccessibility wto wa wvariety wof wproducts wmakes waudiences wfrom 

wsmaller wtowns wand wcities wopt wfor wthe wonline wroute. wMajor wretailers wface wchallenges win wstocking 

wtheir wstores wadequately. wOften, wcustomers ware wunable wto wpurchase witems wof wtheir wchoice, wthus 

wprompting wthem wto wresort wto we-retailers. wFlipkart whas waccorded wa wlot wof wimportance win wtrust 

wbuilding wexercise wthat wis wwhy wit whas wa wstrong wCustomer wSupport wTeam wwhich whelps wthe 

wcustomers wwith wthe wwebsite wguidance wand wresolving wissues.” 

2. “Written wby wthe wteam wat wModerandi wInc” w“The wconcept wof we-commerce wis wdownloading wat wa 

wfairly wrapid wpace win wthe wpsyche wof wthe wIndian wconsumer. wIn wthe wmetros, wshortage wof wtime wis wa 

wbig wdriver wfor wonline wshopping. wOn wthe wother whand, waccessibility wto wa wvariety wof wproducts 

wmakes waudiences wfrom wsmaller wtowns wand wcities wopt wfor wthe wonline wroute. wMajor wretailers wface 

wchallenges win wstocking wtheir wstores wadequately. wOften, wcustomers ware wunable wto wpurchase witems 

wof wtheir wchoice, wthus wprompting wthem wto wresort wto we-retailers. wFlipkart whas waccorded wa wlot wof 

wimportance win wtrust wbuilding wexercise wthat wis wwhy wit whas wa wstrong wCustomer wSupport wTeam 

wwhich whelps wthe wcustomers wwith wthe wwebsite wguidance wand wresolving wissues. w w wThe wconcept wof 

we-commerce wis wdownloading wat wa wfairly wrapid wpace win wthe wpsyche wof wthe wIndian wconsumer. wIn 

wthe wmetros, wshortage wof wtime wis wa wbig wdriver wfor wonline wshopping. wOn wthe wother whand, 

waccessibility wto wa wvariety wof wproducts wmakes waudiences wfrom wsmaller wtowns wand wcities wopt wfor 

wthe 

online wroute. wMajor wretailers wface wchallenges win wstocking wtheir wstores wadequately. wOften, 

wcustomers ware wunable wto wpurchase witems wof wtheir wchoice, wthus wprompting wthem wto wresort wto we-

retailers. wFlipkart whas waccorded wa wlot wof wimportance win wtrust wbuilding wexercise wthat wis wwhy wit 

whas wa wstrong 

Customer wSupport wTeam wwhich whelps wthe wcustomers wwith wthe wwebsite wguidance wand wresolving 

wissues.” 

3. “ANVESHANA’s winternational wjournal wof wresearch win wregional wstudies, wlaw, wsocial 

wsciences” w“Internet wbecame wmore wpowerful wand wbasic wtool wfor wevery wperson’s wneed wand wthe 

wway wpeople wwork. wBy wintegrating wvarious wonline winformation wmanagement wtools wusing 

wInternet, wvarious winnovative wcompanies whave wset wup wsystems wfor wtaking wcustomer worders, 

wfacilitate wmaking wof wpayments, wcustomer wservice, wcollection wof wmarketing wdata, wand wonline 

wfeedback wrespectively. wThese wactivities whave wcollectively wknown was we-commerce wor wInternet 

wcommerce. wOnline wshopping wmade wso weasy wfor weveryone wwith wtheir wproduct wvariations wand 

wsimple wway wto wbuy wthings. wAn wattempt whas wbeen wmade wto wcritically wexamine wvarious wcorporate 

wand wbusiness wlevel wstrategies wof wtwo wbig we-tailers wand wthose ware wFlipkart wand wAmazon. 

wComparison whave wbeen wdone wconsidering we-commerce 

challenges, wtheir wbusiness wmodel, wfunding, wrevenue wgeneration, wgrowth, wsurvival wstrategies, 



 

wShoppers’ wonline wshopping wexperience, wvalue wadded wdifferentiation, wand wproduct wofferings. 

wBoth wthese wbig wplayers wmade wtheir wown wmark win wIndia, wbut wwho wis wgoing wto wbe wultimate 

wwinner wor wbe wthe wtop wone wis wgoing wto wbe. wA wcomparative wstudy wof wFlipkart.com wwith wone wof 

wthe wclose wcompetitor wAmazon.com wdelivers wthe winformation wabout wthe wdifferent wstrategies wto 

wsucceed win we-commerce wmarket wand wdifferent wopportunities wavailable win wIndia.” 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

RECOMMENDATIONS, wCONCLUSIONS 

LIMITATIONS, wSUGGESTIONS 

 

 

 

 

 

 

 



 

 

 

RECOMMENDATION 

• Attract wcustomers wby wexchange woffer, wdiscount woffer, wcash wback woffer wand wface wgift woffer won wthe 

wfestival woccasions 

• Establish wa wcordial wrelationship wwith wlocal wdealers wand woffer wa wgood wcommission wmargins wfor 

wpromoting wour wproducts. 

• Keep wa whawk weye won wthe wcompetitors wand wact waccording wto wtheir wsales wand wmarketing wstrategy. 

• Create wan weffective wadvertisement wwith wan winfluential wpunch wline. w 

• To wprovide wbetter wservices win worder wto wsatisfy wthe wcustomer wneeds. 

• Improvement win wcustomer wcare wservice. 

• Improve wdelivery wstandards wand wtrain wthe wdelivery wboys wregularly. 

• Improve wthe wtrust wand weliminate wthose wdealers wwho ware wresponsible wfor wcreating wbad wimage wof 

wcompany. 

• Should walways wuse wa wstrategy wof wSEO was wit wan wonline wplayer wof wE-commerce. 

• Expand wthe warea wto wtier w3 wcities was wmore wof wthe wpeople wleave win wthose wareas. 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

CONCLUSION:- 

The wstudy wconsisted wwith wall wthe wwork wflows wof wand wstrategies wof wE-commerce wplayer, wFlipkart. wHow 

wFlipkart wis wperforming wand whow wthey ware wrunning wperfectly win wthe wcompetitive wworld whas wbeen wexplained. 

wThe winnovative wthinking wof wthem wto wreach wmore wand wmore wconsumers wis wappreciable. wThey wincreased wtheir 

wnetwork was wmuch was wpossible wwith wultimate waim wof wreaching wmore wand wmore wcustomers. wThey wmade 

wconsumers wwork wmore weasy wand wcomfortable. wIn wthis wcompetitive wmarket wone whas wto wbe wlead wand wrest wwill 

wfollow. wBased wupon wconsumer’s wsurvey wwe wgot wour wclear wwinner wand wit wis wAmazon. wEven wthough wit wis wan 

winternational wcompany wit wunderstood wIndians wvery wwell wand wmade wits wroots wstronger win wIndia. wFlipkart wis 

walso wgiving wvery wtough wcompetition wto wAmazon weven wthough wit wis wnew wcompany wwhen wcompared wto 

wAmazon. wMay wbe wit wtakes wsome wtime wto wovercome, wbut wdefinitely wthey ware wdoing wvery wwell win wIndian we-

commerce wmarket. wFlipkart wis wusing wmore woffers wlike wFlipkart wbig wbillion wday wetc. wFlipkart wis walso wusing wPay 



 

wper wclick wand wso wAmazon wis wdoing. wFlipkart wis walso wacquiring wmore wcompanies wwho wcan wadd wvalue wto wit. 

wRecently wFlipkart wacquires wE-bay wIndia wto wgive wa wtough wcompetition wto wAmazon. w w 

 

 

 

 

 

 

 

 

LIMITATION 

According wto wus wthere wwere wso wmany wlimitations wduring wproject wwhich wwere wgreat whurdle win wthe wcompetition 

wof wreport- 

• Time wallowed wfor wthe wstudy wwas wnot wsufficient. 

• A wsample wsurvey wwas wselected. 

• The wdata wprovided wby wthe wrespondent wmay wnot wbe wcorrect wor waccurate. 

• Some wof wthe wsamples wselected wfor wthe wstudy wdid wnot wrespond wproperly wto wthe wquestionnaire. wHowever 

wproper wcare whad wtaken wto wmake wthe wanalysis wand winterpretations wmore wmeaningful. 

• Questionnaires ware wimpersonal, wthis wmeans wthat wit wmay wbe wdifficult wto wunderstand wanswers wand wthus 

wto wact won wthem. wAlso, wthere wis wa wchance wthat wthe wquestion wmay wbe wmisinterpreted, wrendering wthe 

wanswer wuseless. 

• Questionnaires walso winvite wpeople wto wlie wand wanswer wthe wquestions wvery wvaguely wwhich wthey wwould 

wnot wdo win wan winterview. 

• Open wquestions wcan wtake wa wlot wof wtime wto wcollect wand wanalyses. 



 

• People ware wnot walways wwilling wto wfill wquestionnaires win wso wthey wmay wjust wthrow wthem walways. 

• Sometimes wquestions wused ware wtoo wstandardized w(closed) wso wsome wpeoples wpreferred wanswers wmay wnot 

wbe wincluded, wand wthis walso wdoes wnot wallow wfor wmuch wdetail. 

• Peer wpressure wof wembarrassment wmay wcause wpeople wto wnot wwant wto wanswer wcertain wquestions, wor wthey 

wmay wwant wto wimpress wthe wresearcher wand wfabricate wthe wtruth wby wfilling win wuntrue wanswers, wmaking 

wquestionnaires wunreliable wand wsometimes winvalid. w 

 

• wThere wwas wso wmuch wconfidential wdata wof wcompanies wthat ware wnot wexposed. 

• wSurvey wwas wrestricted wto wparticular wage wgroup wbecause wrespondents wwilling wto wfill ware wcollege 

wstudents. 

• wAnalysis wwas wdone wbased wupon wpersonal wopinion wof wrespondents windividually, wnot wfrom wany wfocus 

wgroups wor wexperts. 

 

 

 

 

 

 

 

 

 



 

 

SUGGESTION 

➢ In wthis wresearch wI wfound wthat wvarious wpeople wtold wthat wpackaging wcan wbe wimproved. wSo wit wshould wbe 

wbetter wif wthey wwork won wpackaging wbecause wpackaging witself wa wway wof wpromotion. wA wgood wpackage 

wcreates wa wgood wimage wof wthe wproduct. 

➢ Sometime wthe wway wof wbehaving wof wa wdelivery wboy wis wnot wgood, wso wFlipkart wneed wto wtrain wthem whow 

wto wbe wpolite win wfront wof wcustomer. 

➢ People wget wdamaged wproduct, wso wthey wneed wto wwork won wprimary wpackaging was wwell, wso wthat wit wdoes 

wnot wdamaged wany wproduct. 

➢ It’s wa wservice wbased windustry wso wservices wcan wbe wimproved wlike wcustomer wcare wservices, wdelivery 

wservices, wreturn wservices wetc. 

➢ Eliminate wthose wlocal wdealer wwho wdoesn’t wprovides wquality wgoods wand wresponsible wfor wdamaging wthe 

wgoodwill wof wthe wcompany. 

➢  wPeople ware wready wto wpay wmore wfor wif wthe wservice wis wgood wso walways wtry wto wgive wbest wservices. 

➢ The wcustomer wcare wof wFlipkart wneeds wto wwork won wcomplaint was wfast was wthey wcan wbecause wpeople ware 

wready wto wpay wmore wbut wtoday wthey wdon’t whave wtime wfor wwait. 

➢ Keep wa whawk weye won wthe wcompetitors wand wact waccording wto wtheir wsales wand wmarketing wstrategy. 

 

 

 

 



 

 

 

 

 

 

 

 

 

KEY wFINDINGS 

 

 

 

 

 

 

KEY wFINDINGS 

• wFemale wrespondents ware wshowing wmore winterest wto wdo wonline wshopping wthan wmale wrespondents. 

• wCustomers ware wpreferring wquality wproduct wfrom we-commerce wsites, weven wit wis wbit wexpensive. 

• wFlipkart wis wtrying wvery whard wto wreach wthe wtop wposition wbut wAmazon wIndia wis wgiving wvery wtough 

wcompetition. 



 

• wAmazon wis wleading win wevery waspect wof wsurvey wsuch was wprice, wpreferred wand walso wsuggesting wto wfriends. 

• wUndoubtedly wFlipkart wand wAmazon wmade wtheir wimpact won wcustomers wvery wstrongly wand wcaptured wloyal 

wcustomers. wAnd wthey ware wready wsuggesting wtheir wonline wshopping wsite wto wrest wof wtheir wfriends. 

• wBoth wFlipkart wand wAmazon wIndia wadvertisings wwere wvery winnovative wand wattractive. wBoth wcompanies ware 

wexpending wso wmuch wmoney won wadvertising wand wpromotions. 

• wEvery wage wgroup wpeople ware winterested win woffers, wif wthey ware win wneed wor wnot wthey wwant wto wpurchase. 
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ANNEXURE:- 

 

 

Questionnaire 

Name 

Place w 



 

Contact winfo 

Age 

Gender 

1. HOW wOFTEN wRESPONDENT wSHOP wONLINE? 

a) Once win wa wmonth w w w w w w w w w w w wb) wonce win wtwo wmonths 

c) wMore wfrequently w w w w w w w w w w w w w wd) wvary wrare 

2. PREFERRED wONLINE wSITE wBY wRESPONDENT? 
a) Amazon w w w w w w w w w w w w w w w w w w w w w w w w w w wb) wFlipkart w 

c) wSnapdeal w w w w w w w w w w w w w w w w w w w w w w w w w w w wd) wshopclues 

e) wOther 

 

 w w w w w w w w w w w w w w w w w w3. w w wRESPONDENT wPAYMENT wMETHOD 

a) wDebit wcard w w w w w w w w w w w w w w w w w w w w w w w w wb) wcredit wcard 

c) wNet wbanking w w w w w w w w w w w w w w w w w w w w w wd) wcash won wdelivery 

 

 w w w w w4. wRESPONDENT wIS wMOST wIMPRESSED wWITH wWHICH wE- wCOMMERCE wSITE 

a) Amazon w w w w w w w w w w w w w w w w w w w w w w w w wb) wFlipkart 

c) wSnapdeal w w w w w w w w w w w w w w w w w w w w w w w w w w wd) wothers 

 

 w w w w w w w w w w w w w w w w w5. wRESPONDENT wCHOOSING wMETHOD wOF wE-COMMERCE wSITE 

 w w w w w w w w w w w w w w w w w wa) wReferred wby wfriend w w w w w w w w w w wb) wAdvertisement 

 w w w w w w w w w w w w w w w w w wc) wOnline wreview 
 w w w w w w w w w w w w w w w w w w w 
 w w w w w w w w w w w w w w w w w6. wRESPONDENT wIS wMORE wSATISFIED wWITH wWHICH wSITE w w w w w w w w w w w w w w w w 

 w w w w w w w w w w w w w w w w w w w w wPRICING 

a) Flipkart w w w w w w w w w w w w w w w w w w w w w w w w w wB) wAmazon 

c) wSnapdeal w w w w w w w w w w w w w w w w w w w w w w w w w w wd) wPaytm 

 

 

 w w w w w w w w w w w w w w w w7. w wRESPONDENT wWOULD wLIKE wTO wSUGGEST wTO wOTHERS\ 

 w w w w w wa wFlipkart w w w w w w w w w w w w w w w w w w w w w w w w w w w w w w wb) wAmazon 

c) w wSnapdeal w w w w w w w w w w w w w w w w w w w w w w w w w w wd) wPaytm 

 

 w w w w w w w w w w w w w8. wOCCASIONS wPREFERRED wBY wRESPONDENT wTO wDO wSHOPPING 

 w w w w w w w w w w wa) wFestival w w w w w w w w w w w w wb) wto wgift 

 w w w w w w w w wc) wOffers w w w w w w w w w w w wd) wweeding w w w w w w w w w w w w w we) wothers 

 

9. w wRESPONDENTS wFACED wPROBLEM wWITH 

a) wDelay win wdelivery w w w w w w w w w w w w w w w w w w w wb) wproduct wdamage 



 

c) wCheap wquality wof wproduct w w w w w w w wd) wnon wdelivery 

e) wOther 

 

10) wRESPONDENTS wOPINION wON wFLIPKART wCUSTOMER wCARE 

a) wAwesome w w w w w w w w w w w w w w w w w w w w w w w w w w w wb) wgood 

c) wNor wgood wnor wbad w w w w w w w w w w w w w w w wd) wbad 

e) wWorst 

 

 


