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Abstract:

E-commerce stands for electronic commerce and is a process through which a person
can buy, sell, deal, order and pay for products and services on the Internet sources. In such
transactions, the seller does not have to face the buyer to communicate. Some examples of e-
commerce are online shopping, online ticket booking, online banking, social networking etc. It is
a real fact that India is a huge market for e-commerce and it has a lot of potential in the coming
days. NITI Aayog also believes that e-commerce has revolutionized the retail sector in the India
and will have a greater role in the development of the country in the times to come. There is no
denying the fact that the number of internet users in India is growing rapidly and the e-commerce
market is also growing. Significantly, through e-commerce, the goods are directly received by
the consumer. This not only eliminates the role of middlemen, but also makes the goods cheaper.
This also keeps the competition in the business market and the customer is also able to compare
the goods available in the market, due to which the customers get high quality goods. This paper
analyzes new possibilities of e-commerce business in India.
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Introduction

Actually, electronic commerce itself is abbreviated as e-commerce trade. It is a way of
doing business with online medium. It involves the purchase and sale of goods and services via
the Internet through an electronic system. E-commerce or electronics commerce is a method of
modern business that addresses the need of business organizations, vendors and customers to
improve the cost and quality of goods and services while increasing the speed of delivery. E-
commerce refers to the paperless exchange of business information. In other words, electronic
commerce implies the production, advertising, sales and distribution of products through
telecommunications networks - is both dependent on the business and in changing the way the
business operates. Business is at the heart of these changes, both goods (eg, computers) and
services (eg, telecommunications services), with liberalization playing their role by making

technology cheaper and more widely accessible.

E-commerce refers to any transaction that happens online. The buying and selling of
products, services and digital products through the Internet, all fall under the umbrella of e-
commerce. These exchanges include a variety of business types, industry verticals, and product
offerings. The first online transactions took place decades ago, but the way consumers shop has
evolved since then. Today, trillions of dollars are spent annually and the number keeps
increasing every year.

In today's time, Internet is one of the most important aspects for e-commerce. This
presents many opportunities for the consumer as well as the infrastructure as well as the
business. Constraints such as time and distance do not mean much to consumers by its use. The
role of e-commerce in business is that electronic commerce is synonymous with electronic
commerce and involves the exchange of goods and services through electronic support. The
number of electronic businesses has grown significantly since the Internet was launched. E-
commerce helps in buying and selling goods and services on the Internet. The e-commerce
development has been made the digital business and improves global presence. E-commerce

basically facilitates the movement of goods from suppliers to customers.

The combination of rising disposable income and increased Internet access equals
strong growth potential for e-commerce across the developing and third world countries. The
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explosion of this sales channel has enabled retailers to reach customers across different
geographies and markets, transforming the experience for both sellers and buyers. The e-
commerce industry has also seen an increase in innovation across platforms and proved ancillary
segments such as logistics. The market has become a favourable base for testing various business
models such as inventory, social networks, aggregators and e-commerce marketplace models,

among many others.

E-commerce Trade: New Possibilities

E-commerce i.e. electronic commerce is like traditional commerce. It also involves the
exchange of goods and services. The solitary difference is that it is controlled online through an
electronic network or the Internet. It has now spread to online electronic networks. The e-
commerce trade, transactions and communication are done through the use of electronic
communication. All trading apctivities including selling, ordering, buying, payment are executed

on the Internet.

E-commerce was expected to provide a level playing field. However, Indian e-
commerce is facing a duality and the new entrant is facing many difficulties.The e-commerce
business is growing widely due to the penetration of internet in India and the support of the fast
growing smartphone market. The affordability of an internet connection is acting as a boon for
the e-commerce industry, thus motivating small retailers to step into the world of e-commerce.

Since 2014, the Government of India has announced various initiatives called Digital
India, Make in India, Start-up India, Skill India and Innovation Fund. Timely and effective
implementation of such programs will support the development of e-commerce in the country.
These changes will enable a level playing field for all vendors helping to leverage the reach of e-
commerce trade. Also, the Indian government should create a regulatory authority to disregard
the e-commerce trade rules. The central government should also come up with an e-commerce

policy soon so that short sellers can get enough opportunities to participate in online trade.
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Conclusion:

India is one of the leading growing markets for e-commerce trade. In India, the number
of Internet users was 481 million in December 2017 and is expected to reach 500 million by June
2018. Although there is no official data on the e-commerce sector, but most studies predict high
growth for the E-commerce sector. To protect e-commerce, it is necessary to keep the consumer's
personal information completely secret and secure so that no one can misuse it. It is not
appropriate to give confidential information of the customer to another business organization
without his permission. If this is done, organizations lose their credibility which is also harmful
to the businessman. There are currently some barriers to trading on the Internet via e-commerce
itself, partly for reasons of technical difficulty: it is harder to prevent a consumer from
connecting to an online bookseller and downloading a book, a physical book. Thus a primary
objective of trade policy is not too much to remove existing obstacles but to prevent their

emergence in future.

References:

Kuthiala, S. K. (2002). E-commerce in India: challenges and choices. Journal of Services
Research, 2(2), 139.

Panagariya, A., & CNUCED. (2000). E-commerce, WTO and developing countries. UN.

Revinova, S. (2017). E-commerce in BRICS: similarities and differences. International Journal
of Economic Policy in Emerging Economies, 12(4), 377-390.

Gupta, S. K., Bhatt, V. P., & Vaishnava, A. (2017). Online travel trade in India: challenges and
opportunities. In Handbook of Research on International Travel Agency and Tour Operation

Management (pp. 116-132). 1GI Global.

Joseph, P. T. (2017). E-commerce: An Indian perspective. PHI Learning Pvt. Ltd..

© Associated Asia Research Foundation (AARF)

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 93



Mitra, A. (2013). E-commerce in India-A Review. International journal of marketing, financial

services & management research, 2(2), 126-132.

Kaur, P., & Joshi, M. M. (2012). E-commerce in india: A review. IJCST, 3(1), 802-804.

Ray, S. (2011). Emerging trend of e-commerce in India: Some crucial issues, prospects and

challenges. Computer Engineering and Intelligent Systems, 2(5), 17-35.

Bajaj, K. K., Nag, D., & Bajaj, K. K. (2005). E-commerce. Tata McGraw-Hill Education.

Mishra, S., & Rastogi, C. (2010). Future of e-commerce in India. Studies in Indian Place
Names, 40(69), 345-351.

Panigrahi, C. M. A., Upadhyaya, R., & Raichurkar, P. P. (2016). E-Commerce Services in India:
Prospects and Problems. International Journal on Textile Engineering and Processes, 2(1).

Khosla, M., & Kumar, H. (2017). Growth of E-commerce in India: An Analytical Review of
Literature. IOSR Journal of Business and Management (IOSR-JBM), 19(6), 91-95.

Tiwari, S., & Toshi, S. (2014). ‘E-commerce’for India in a Developing World: An Int’l Trade
Law Perspective. Journal of World Trade, 54(1).

Gangeshwer, D. K. (2013). E-commerce or Internet Marketing: A business Review from Indian
context. International Journal of u-and e-Service, Science and Technology, 6(6), 187-194.
Tarafdar, M., & Vaidya, S. D. (2006). Challenges in the adoption of E-Commerce technologies
in India: The role of organizational factors. International Journal of Information
Management, 26(6), 428-441.

Mohapatra, S. (2013). E-commerce Strategy. In E-Commerce Strategy (pp. 155-171). Springer,
Boston, MA.

© Associated Asia Research Foundation (AARF)

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 94



