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Abstract - Indian e-retailing is going through a transformation and this emerging market is witnessing a significant 

change in its growth and strategies. Retailing is the practice of selling retail goods on the internet which is basically a 

business for the transactions of e-commerce of consumer goods that plays an important role in the growth and 

development of a business it is very useful for consumers who lack the time to buy a variety of products that are desired 

directly in stores.  in the backdrop of all these developments the present paper makes an attempt to: deals with the 

challenges occurring in the e-retailing, how to face the risk in the e-retailing the growth of e-retailing and the strategies 

that are being followed in present scenario in retailing. 
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INTRODUCTION  

E-Retailing stores sell online promotion only for goods that can be sold easily online, e.g., Amazon did for 

Books & CDs, etc. The online retailing requires lots of displays and specification of products to make the 

viewers to have a personal feel of the product and its quality as he gets while physically present in a shop. 

E-Retailing refers to retailing over the internet. Thus an e-Retailing is a B2C (Business to customer) business 

model that executes a transaction between businessman and the final consumer.  E-Retailers can be pure play 

businesses like amazon.com or businesses that have evolved from a legacy business such as tesco.com.  The 

e-retailing is a subset of e-commerce.  Thus, e-commerce is the master domain defining the e-retailing 

operation. 

 

Essentials of E-Retailing 

  It is generally being called now, is the direct sale of products, information and service through virtual stores 

on the web, usually designed around an electronic catalogue format and auction sites.  There are thousands of 

storefronts or e-commerce sites on the Internet that are extensions of existing retailers or start-ups.  

Penetration of computers and proliferation of the Internet has given rise to many new forms of businesses, 

such as business process outsourcing, call centre based customer relationship management, medical 

transcription, remotely managed educational and medical services and of course, electronic retailing. There 

are certain essential ingredients for an electronic retailing business to be successful.  One must consider these 

components well in advance before setting up an electronic storefront.  These essential components are: 

 Attractive business-to-consumer (B2C) e-commerce portal 

 Right revenue model 

 Penetration of the Internet  

E-Catalog – It is a database of products with prices and available stock. 

Shopping Cart – The customers select their goodies and fill shopping cart.  Finally, as in a real store, at the 

time of checkout, the system calculates the price to be paid for the products. 

A payment gateway – Customer makes payments through his/her credit card or e-cash.  The payment 

mechanism must be fully secure [1].  
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DEFINATION OF RETAILING 

The sale of goods and services through the Internet. Electronic retailing or e-tailing. It can include business-to-

business and business-to-consumer sales. Retailing revenue can come from the sale of products and services, 

through subscriptions to website content, or through advertising. 

 It is a play on the words "retail" and "e-commerce." [2]. 

 

MEANING OF RETAILING 

Retailing uses internet as a medium for customers to shop for the goods or services. It can be either Pure-plays 

or bricks-and-clicks. Pure-play uses internet as primary means of retailing while bricks-and-clicks uses the 

internet as an addition to the physical store. 

     Now a day’s retailers have started offering almost everything under the sun on internet, from products like 

groceries to services like online gaming and jobs, e-retailing covers all frontiers. 

      Unfortunately, India has lagged in e-retail growth story due to low density of internet connections, lower 

penetration of credit cards and customer anxiety in using new technologies. We now discuss these issues and 

suggest possible avenues for e-retailers to turn them to their advantage. 

 

OBJECTIVES 

 To understand strategies in retailing. 

 To analyze the growth and problems of retailing. 

 

METHODOLOGY    

This study is based on the analysis of the secondary data published in the magazines and various websites. 

 

REVIEW OF LITERATURE  

Alexander, Pearson, and Crosby.(2003)[3] detail the transition of Borg miller Travel (Carbondale, IL) from a 

traditional travel agency to an e-commerce business. The process change involves moving from offering 

unspecialized services to the local market to competing in a global market with an emphasis on travel to 

Malaysia. Key aspects of the change are the identification of a niche market, investing in the technology and 

human resources necessary to conduct an e-business, and providing top management support for the new 

strategy. Borg miller Travel emphasizes the need for website maintenance and the need to continually provide 

new marketing material to meet the Internet customer's expectation of fresh website content. 

Cordeiro, W.P. (2003
 
[4] The study describes how a retail jewelry store in a large city transitions from a 

traditional marketing strategy (signs, print and radio advertising, aggressive sales staff) to selling over the 

Internet. The implementation of an e-commerce strategy creates problems in terms of project management 

(deadlines, staffing, and testing) and adaptation to a new marketing culture. The store notes that their Internet 

customers are more knowledgeable buyers, and that e-sales tend to be for different merchandise than in-store 

sales. The net effect of adopting e-commerce is to reverse the decline in sales and improve staff morale. Firm 

profits, however, do not return to prior levels because the store's high-margin items are not big sellers over the 

Internet. 

Poon, S. and Swatman, P.M.C. (1997)[5]have presented Twenty-three case studies of small businesses in 

Australia are conducted to determine the roles played by the Internet among small businesses, drivers for 

Internet use, and benefits perceived by the firms. The case study firms are classified by business 

organizations, product/services,  employment, sales, years of Internet use, and key reasons for using the 

Internet. The case studies focus on identifying patterns among participants regarding (1) the role of the 

Internet as a medium for communication, (2) management's enthusiasm for Internet use in the business, (3) 

perceived benefits from Internet use, (4) differences in Internet usage among industries, (5) extent of 
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integration between the Internet and internal management systems, and (6) the need to be entrepreneurial in 

Internet applications. The authors conclude that the most crucial factors affecting Internet use in the 

businesses are management commitment and perceived benefits. 

Lone-Eagle Consulting (Dillon, MT) (2006)[6]
 
provides Internet training guides, resources, and courses for 

individuals/businesses/organizations desiring to enhance their resources and skills. An ongoing collection of 

Idaho e-commerce success stories is funded by the USDA through the Rural Development Council of Idaho. 

These success stories are maintained and updated on the Lone Eagle website. The success stories are very 

brief, often consisting of only a one or two sentence description of the business. Website addresses are 

provided for approximately 25 success stories, thus the interested reader may obtain additional details on the 

business. The Lone Eagles website also includes four success stories shared by the Idaho Virtual Incubator 

(IVI), a service provider that assists businesses develop websites. Brief (one to two paragraphs) testimonials to 

the services of IVI are provided by four businesses: New Pioneer Log Homes, EverydayBucks.com, 

Clearwater Country Cakes, and AAA Precision Tool and Cutter Grinding. 

 

RETAILING STRATEGIES  

a. Getting the customer information in the proper way 

b. Target the right customers  

c. Create and innovate  an effective communication 

d. Strong logistic and supply chain management 

e. Right positioning 

 

GROWTH OF RETAILING   

Drivers 

 The Indian economy have  seen a consistent growth of 7-8% per annum in recent years, which has 

resulted into : 

 Growing middle class incomes 

 Consumer spending increase in leisure items and services like entertainment, vacation etc. 

 Growing army of credit card holders and internet users are opting to book air/bus/train tickets online. 

 Discounts and freebies by online ticket booking sites 

  E-Commerce is benefiting by a pull from customers and push from investors 

 Insistence by large businesses that all their clients/vendors link to e-commerce 

 Defensive reaction to competitors -Herd mentality followed by the companies 

 Reduction in transaction cost and better product quality –There is an overall maturity in the delivery cycle 

(payment sites, fraud detection and delivery) which has further enhanced the growth. 

Triggers 

  Saves time and efforts 

  Convenience of shopping at home 

  Wide variety / range of products are available 

 Good discounts / lower prices 

 Get detailed information of the product 

 You can compare various models / brands 

Future 

 E-Commerce in India shall see a lot of action in the employment, travel, matrimonial and learning arena 

 Online Travel Booking shall be the killer e-commerce application in India closely followed  by online 

retailing websites 

 E-governance and finance services along with insurance and health services will be the next big thing in                       

e-commerce. 
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PROBLEMS OF RETAILING  

Associated risks  
Many of the new-generation e-retailing companies have deployed innovative business models to capture the 

Indian online retail space. Some of the players have branded products available for a specific period at a 

considerable discount, whereas some others have a larger variety with lesser attractive offers. Like any 

business, e-retailing also is exposed to many challenges and risks that are inherent to the business.  With the 

business getting matured, these risks gain prominence as it could impact revenue generation potential, 

scalability, margins and customer loyalty.  

Sourcing risks  

One of the key risks from a sourcing perspective is the unavailability of suppliers or partners for the products. 

This is an ongoing requirement and becomes a concern when the company is scaling up – both in volumes and 

categories. Due to the heavy dependence on suppliers for timely delivery and quality of products, any 

misgivings on the part of the supplier are a significant risk for the e-retailer. Thus, dedicated in-house teams 

that scout for suppliers for existing and new product categories in various cities have become a common 

practice among these players. Further, many large players are trying to go the warehouse model to ensure 

uninterrupted supply of products for their key categories.  

Distribution risks  
A key risk for distribution is when the strategic partner performing delivery is unable to service a particular 

geographic area or is not willing to deliver the product in a certain area. Even an international or a pan-India 

courier service may not be able to guarantee delivery to all areas within the desired time frame. This has led to 

some e-retailers opting to have an in-house courier or distribution service. This strategy, however, is wrought 

with its own set of risks. There is lesser benefit from economies of scale – even a single order has to be 

serviced at the earliest and the flexibility of clubbing multiple orders in a single delivery schedule may not be 

there.  Further, setting up a distribution network in India has its own challenges from a staffing, routing and 

infrastructure perspective. 

Risk to scalability  

Two key risks to scalability of e-retailers are competition and inability to regularly increase variety/spread of 

products.  Any productive changes to the business model or operations in general can be easily adopted by a 

competitor, who then benefits at the expense of their research or ideation. Considering the similarity of their 

business operations, there are a lot of e-retailers who are offering the same range of services to the same set of 

customers. In such scenarios, it becomes exceedingly important to differentiate oneself from the completion. 

E-retailers have to be weary of the risk of becoming one of the many websites offering the same products or 

services, with no prominent differentiation from its competitors. This also leads to a “spiral down” effect in 

terms of freebies offered such as discounts, free shipping, etc., in an attempt to woe the customer to one’s site 

thereby leading to profit erosion and related risks.    

E-retailers have to be ahead of the customers in bringing in a cultural change of what all can be bought 

through the web-site. With an ever increasing spread/category set, e-retailers may enjoy having different sets 

of target customers. These become new revenue streams and could help in scaling up the business from a 

category perspective. With the Indian customers not being adverse to buy watches, designer wear, perfumes 

and cosmetic over the net, managing the risk of getting stagnated on the available brands/product category 

becomes a turnkey. 

Quality of product/service 

Quality control and timely delivery of products are some of the key challenges   that e-commerce players in 

India face today. More often than not, online customers are spread across regions and are not concentrated to a 

particular geography. The service levels are promised to all customers and are to be up held regardless of the 

customer’s location or proximity. 

Risk in payment 

A customer today has a variety of online payment options to choose from including credit cards debit cards 

and net banking. The ever increasing popularity of alternate payment options like payable and m-commerce 

are only adding to the list. A successful e-commerce site has to incorporate the options for all of these while 
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ensuring a seamless transaction experience. A single failed or incorrect financial transaction at the website can 

leave a lasting impact on a customer and can deter him or her from future purchases at the web portal. It is 

imperative, therefore, that all necessary steps are taken to ensure complete security of all transactions on the 

website through any of the available m odes of payments 

It & information security risks 

Other risks that e-retailers may face are website downtime, inability to quickly adapt to new technologies, 

security of personal information of customers stored on the website as well as the risk of unauthorized access 

to the website by hackers or staff with malicious intent. Thus, a well developed information security 

framework becomes a standard requirement for e-retailers. 

Estimates about the actual e-commerce market vary, but experts agree that rapid growth beckons the online 

retail industry and the next few years will see a significant rise in the e-commerce market in India. Over the 

last decade, banks have actively pushed the use of internet for financial transactions. 

 

CONCLUTION 

There are several things discussed  to consider when e-retailing start, This  present paper makes an attempt to: 

deals with the challenges occurring in the e-retailing, how to face the risk in the e-retailing the growth of e-

retailing and the strategies that are being followed in present scenario in e-retailing.at the same time we 

measure so many valuable things like 

 To determine the value of e-commerce in the India retail sector. 

 To investigate current trends and technological advancement and usage. Like they are growth in online 

sales, growth. 

 To explore a possible strategy and approach to online  e-retailing. 

 To determine and clearly articulate the advantages and disadvantages of having an online e- retailing. 

 Now a day’s E-retailing is playing vital role in domestic and international, with this technology  

 Customers can register and communicate with business to order product and services and can pay from a 

credit card or debit card to the respective companies.  
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