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Abstract: E-commerce is a boom in the modern business. E-commerce means electronic commerce. E-
commerce (Electronic commerce) involves buying and selling of goods and services, or the transmitting of
funds or data, over an electronic network, predominantly the Internet.

E-commerce (Electronic commerce) is a paradigm shift influencing both marketers and the customers.
Rather e-commerce is more than just another way to boost the existing business practices. It is leading a
complete change in traditional way of doing business. This significant change in business model is
witnessing a tremendous growth around the globe and India is not an exception. A massive internet
penetration has added to growth of E-commerce and more particularly start-ups have been increasingly
using this option as a differentiating business model.

Moreover E-Commerce has significant influences on the environment. Although the model is highly used in
current business scenario but the option has not been explored at its fullest.

The current research has been undertaken to describe the scenario of E-Commerce, analyze the trends of E-
Commerce. The study further examines the key variables imperative for the success of E-commerce business
models.

Objective:

The objectives of present study are:

1. To understand the present status and trends of E-Commerce; and

2. To reveal the key variables influencing the increased usage of E-Commerce.
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I. INTRODUCTION
E-commerce means electronic commerce. It means dealing in goods and services through the electronic media and
internet. E-commerce involves carrying on a business with the help of the internet and by using the information
technology like Electronic Data Interchange (EDI). E- Commerce relates to a website of the vendor on the Internet, who
trades products or services directly to the customer from the portal. The portal uses a digital shopping cart or digital
shoppingbasket system and allows payment through credit card, debit card or EFT (Electronic fund transfer)payments.
A more complete definition is: E-commerce is the use of electronic communications and digital information processing
technology in business transactions to create, transform, and redefine relationships for value creation between or among
organizations, and between organizations and individuals (C. Nisha and G. Sangeeta, 2012).
The main types of electronic commerce are: business-to-business (B2B); business to- consumer (B2C); business-to-
government (B2G); consumer-to-consumer (C2C); and mobile commerce (m-commerce).

E-Commerce Facilitators:
Internet:

A massive internet penetration has added to growth of E-commerce. Internet and smart phones arebecoming an integral
part of every life. Internet is no more a source of information but has becomean important tool for shopping, learning,
communicating and even getting service from plumbers, carpenters, doctors etc. Supply chain is also becoming leaner
and smarter as digital platforms arehelping to better connect with the customers which significantly reduces the waste
and supportingto green businesses.
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Payment Gateways:

A payment gateway is an e-commerce application service provider service that authorizes credit card payments for e-
businesses, online retailers, bricks and clicks, or traditional brick and mortar. The life blood of online business is the
payment routes which comprises credit card, debit card, online banking payments, electronic funds transfer. The world
is transforming from cash to digital money and thus there is a need of payment gateways for sustainable future
ecommerce.

Analytics:

Analytics is the scientific process of transforming data into insight for making better decisions. Analytics helps
businesses to gather, organize, analyze, and report on everything their customers do. The massive increase in the
volume of data has forced the businesses to focus on analytics to understand the behavior of the customer. E-tailor need
to have real time access to information to

measure return on online investments and optimize the channel mix. There are basic analytics capabilities available
with the ecommerce players like basket size analysis, average order value, conversion ratio but we need deeper
analytics solution for actionable insights of the consumer.

Social Media

Businesses are increasingly making use of social media in order to market their goods and services.Social media refers to
websites and computer programs that allow people to communicate and share information on the internet using a
computer or mobile phone.

Social media has played a great role in brand building and informing various offers to the customers. It also helps in
getting the feedback about the product or service. It provides a platformfor brand building, advertisements, developing a
community of trusted users, spreading word of mouth etc.

Autonomous Vehicles

An autonomous vehicle is a motor vehicle that uses artificial intelligence, sensors and global positioning system,
coordinates to drive itself without the active intervention of a human operator. The age of the autonomous car is coming,
and it’s coming fast. Purchasers of autonomous vehicleswill have more time to view emails, search the web, buy new
products, and see advertisements allaround them. With autonomous cars, vast digital marketing experience will present
itself. These purchases and search patterns can be tracked to help companies tailor their marketing campaign tocapture
this new segment.

The scope of big data just got much bigger, but will become so tailored and predictive in the yearsto come that we may
never have to manually adjust anything again.

E-Commerce Trends -A New Business Revolution in India:
E-commerce is a boom in the modern business. It is a paradigm shift influencing both marketers and the customers.
Rather e-commerce is more than just another way to boost the existing businesspractices. It is leading a complete change
in traditional way of doing business. This significant change in business model is witnessing a tremendous growth
around the globe and India is not anexception. Moreover, E-Commerce has every potential to curb the pollution and
thus producing significant influences on the environment.

Buying goods and services via E-Commerce allows consumers the freedom to choose when and where to shop and the
opportunity to research the product, the seller, and any other available options. Shopping has been revolutionized
through the availability of online information. Just about anything that can be bought in a merchandise store can be
bought via E-commerce, even perishables like groceries. And consumers have embraced these possibilities around the
globe.

The effects of e-commerce are already appearing in all areas of business, from customer service to new product design.
It facilitates new types of information based business processes for reachingand interacting with customers like online
advertising and marketing, online order taking and online customer service. In now dgyS§=isgommerce uses the
WWW at least some point intransaction lifecycle. It can also reduce costs in managi rqiggﬂ a
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wide rangeof suppliers and trading partners, areas that typically add significant overheads to the cost of products and
services. For developing countries like India, e-commerce offers considerableopportunity. In India it is still in nascent
stage, but even the most-pessimistic projections indicatea boom. There has been a rise in the number of companies'
taking up e-commerce in the recent past. Major Indian portal sites have also shifted towards e-commerce instead of
depending on advertising revenue. Many sites are now selling a diverse range of products and services from flowers,
greeting cards, and movie tickets to groceries, electronic gadgets, and computers, etc. (Mitra Abhijit, 2013). E-
commerce has reached to an extent that the cow dung patties are also selling like hot cakes online in India.

India’s e-commerce market is likely to touch $38 billion mark in 2016, a massive jump over the $23 billion revenues
clocked by the industry in 2015, according to an Assocham study. Increasing internet and mobile penetration,
growing acceptability of online payments and favourable demographics have provided the unique opportunity to
companies to connect with their customers.On the other hand, mobile commerce (m-commerce) is growing rapidly as a
stable and secure supplement to the e-commerce industry. Shopping online through smartphones is proving to be agame
changer. It is believed that m-commerce could contribute up to 70 per cent of their total revenues.

II. CONCLUSION
A developing country may well attempt to be modernized if it introduces e-commerce effectivelyand efficiently. It will
improve its output and lead to its competitive advantage. Information Technology (IT) has uplifted ecommerce
worldwide. Now it’s at ease to enter to a new market and marketers’ can easily evaluate their product and company’s
performance.
A growing number of firms in various industries, such as banking, education, commerce, and tourism, etc. have
improved their services by both incorporating technologies into their service delivery process. Integration of technology
in services is becoming very common; however, very little academic research has been conducted to examine its
influence. The issues related to E- commerce are also on the rise which is posing serious threat to its tall future and
hence demands right strategies on part of marketers.
The research works on E-commerce propose good number of variables to be taken care ofif marketers need to be
successful in this newly business model. The factors which will significantly contribute to the success of the E-
Commerce industry and focused upon should be consistency of transaction steps, consistency of Web site design,
replacement guarantee, M- Commerce services, consistency of promotions, consistency of in-stock indications,
consistency of product variety, location based services, multiple payment option, right content, shipment option, legal
requirement of generating invoices for online transactions, quick Service, T & C should be clear & realistic, the
product quality should be same as shown on the portal. The important feature in ecommerce is privacy which not
only increases competitive advantage but confidence level of the customers. The researches also suggest 18-35 as the
good customer age tobe promising and to be targeted irrespective of gender for better results.
Social media may be a boon for brands and marketers looking to reach target buyers without wasting big bucks on
traditional media, but luxury brands have recently found it challenging as unauthorised sellers are luring buyers, most
of who fall in to the temptation of getting discounts of up to 50-70% have cropped up using platforms like Facebook,
Instagram, Twitter and WatsApp. Firms must closely monitor such accounts and spend money on legal checkscontrols.
In a marketplace model, the ecommerce firm provides just the technology platform while sellers on the site own the
inventory. Most E-commerce companies have call centres to connect with customers, the pressing need is the initiative
to set up call centres to deal exclusively with merchants as increasing the number of sellers in a marketplace becomes
the next battlefront in theE-Commerce. The need is 24/7 call centres should be dedicated.
The e-commerce industry participants must also understand and address the cultural issuesthat are unique to the target
country and relate to off-site transactional process, the large scale diffusion and success of such endeavors will be
greatly impeded. E-Commerce firms must also find most effective ways to combine the online relationship with the
offline relationship, with theidea that the full relationship with the customer is not complete without considering both
online and offline, as well as how they interact.
The governments should offer a level field to its E-commerce firms to allow the country’s significant development. The
thrust on E-Commerce should be to offer a legal framework so thatwhile domestic and interpafienaktrade are allowed to
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expand their horizons, basic rights such as consumer protection, privacy, intellectual property, prevention of fraud, etc
are highly protected. The banks also need to select suitable security tools and policy to protect itself and its customers.
E-Commerce is a boon for any country- if given right impetus and good environmental framework to prosper can
significantly lead to country’s progress and development.
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