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Design o'stadv

Obiectives of the study

The attempt has been made to achieve following objectives:

1. To find out the awareness of mobile banking in rndia.
2' To study the problem related to mobile banking.

3. To study the use of mobile banking.

l. To study the popularity of mobile banking.

Scope of Studv

The following has been covered under the project ,,Mobile Banking,,.

1. Introduction to mobile banking
2. Advantages & Disadvantages

3. SMS banking

4. E-Banking

5. IT in Banking

6. Survey to find out the awareness

Limitations

1. I have restricted my project on ,mobile banking, to the extent ofindividual,s only.
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2. Survey has been conducted on micro level basis to know awareness of
mobile banking.

3. only 25 customers of different ages have been considered for
undertaking the study.

IVlethodolosv

1' Frimary study has been undertaken on micro level bdsis on focusing
only a few individuals.

2' Secondary data is collected by undertaking extensive library research as
weII as from various websites and books.
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CH,l I]YTROD

MOBILE BANKING (also known as M- bankiug, SMS banking etc.) is a term

used for performing balance checks, account transactions, payments etc. via a

mobile device such as a mobile phone.

Mobile banking today is most often

perfbrmed via or the

but can aiso use special programs called

clients downloaded to the mobile device.

Mobile banking is a way for the customer to

perform banking actions on his or her cell

phone or other mobile device. It is also

known as M-Banking or SMS Banking.

Mobile banking allows the user to log into his

or her account from a cell phone. and then use the phone to make payments, check

balances, transfer money between accclunts. notify the bank of a lost or stolen

credit card, stop payment on a check. receive a new PIN, or view a

. anlong other transactions. This type of banking is meant to be more

convenient tbr the consumer than having to physically go into a bank. log on from

their home . or make a phone call. While all of this is true. some are

concerned about the securitl'' af mobile banking.

I
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ORIGIN

Mobile banking probably had its origin in November l946.Inlndia, the first bank

on wheel was launched by the bank of Patiala in 1950. Internet banking helped

give the customer's anytime access to their banks. Customers could check out their

account details, get their bank statements, perform transactiols like transferring

money to other accounts andpay their bills sitting in the comfort of their homes

and offices. However the biggest limitation of Intemet banking is the requirement

of a PC with an Intemet connection , not abig obstacle if we look at the US and the

European Mobile banking - The Future White Paper- Overview Abstract This

paper describes the basic concepts, services offered, market survey and technology

which enables Mobile banking. Over the last few years, the mobile and wireless

market has been one of the fastest growing markets in the world and it is still

growing at a rapid pace. This opens up huge markets for financial institutions

interested in offering value added services. With mobile technology, banks can

offer a wide range of services to their customers such as doing funds transfer while

traveling, receiving online updates of stock price or even performing stock trading

while being stuck in traffic. Mobile devices, especially smart-phones, are the most

promising way to reach the masses and to create "stickiness" among current

customers, due to their ability to provide services anytime, anyrvhere, with high

rate of penetration and potential to grow. Document Audience This document is

primarily intended for Marketing, Sales, Product Support, Internet Services Group,

Project Engineering and anyone who is interested in Mobile banking. Mobile
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banking addresses this fundamental limitation of Internet banking, as it FiJrr..,

the customer requirement to just a mobile phone. Mobile usage has seen an

explosive growth in most of the Asian economies like India, China and Korea. The

main reason that Mobile banking scores over Intemet banking is that it enables

'Anywhere Anytime banking'. Customers don't need access to a computer

terminal to access their bank accounts, now the can do so on-the-go while.waiting

for the bus to work, traveling or when they are waiting for their orders to come

through in a restaurant. The scale at which Mobile banking has the potential to

grow can be gauged by looking at the pace users are getting mobile in these big

Asian economies. According to the Cellular Operators'Associatlon of India

(COAI) the mobile subscriber base in India hit 40.6 million in the August 2004.ln

September 2004 it added about 1.85million more. The explosion as most analysts

say, is yet to come as India has about one of the biggest pntapped markets. China,

which akeady witnessed the mobile boom, is expected to have about 300 million

mobile users by the end of 2004. All of these countries have seen gradual roll-out

of mobile banking services, the most aggressive being Korea which is now

witnessing the roll-out of some of the most advanced services like using mobile

phones to pay bills in shops and restaurants.

Definition of Mobile Banking:

Mobile banking is defined as:

"Mobile Banking refers to provision and availment

of banking- and financial services with the help of mobile telecommunication

devices. The scope of offered services may include facilities to qonduct bank and

stock market transactions, to administer accounts and to access Customised

information."

10
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CH2. M,obile Bankins Conceotual Model

According to this model Mobile Banking can be said to consist of three interrelated

concepts:

Mobile Accounting

Mobile Brokerage

Mobile Financial Information Services

Most services in the categories designated and ;;' ;,;;"' , are

transaction-based. The non-transaction-based services of an informational nature

are however essential for conducting transactions - for instance, balance inquiries

might be needed before committing a money remittance. The accounting and

brokerage services are therefore offered invariably in combination with

information services. Information services, on the other hand, may be offered as

independent module. Mobile phone banking may also be used to help in business

situations.

Trends tn mobile bankins

The advent of the $*a$qrd'axe{ has enabled new ways to conduct banking business,

resulting in the creation of new institutions, such as online banks, online brokers

and wealth managers. Such institutions still account for a tiny percentage of the

industry.

Over the last few years, the mobile and wireless market has been one of the fastest

growing markets in the rvorld and it is still growing at a rupid pace. According to

the . and , the number of mobile subscribers exceeded 2

11



billion in September 2005, and now exceeds 2.5 billion (of which more than2

billion are ,.:' ',;).

With mobile technology, banks can offer services to their customers such as doing

funds transfer while travelling, receiving online updates of stock price or even

performing : , ,1, while being stuck in traffic' " ' r '; 'r' and

connectivity provide some capabilities that older text message-only phones do

not.

According to a study by financial consultancy , 35oh of :

households will be using mobile banking by 2070, up from less than 1o/otoday.

Upwards of 10oh of bank center call volurne is projected to come frorn mobile

phones. Mobile banking will eventually allow users to make payments at the

physical : . "Mobile " will make up 10% of the

contactless market by 2010. Another study frorn 2010 by ;'' 1, "', forecasts

that the number of mobile banking users in the US will grow from 12 million in

2009 to 86 million in 2015. The same study also predicts that the European market

will grow from 7 million mobile banking users in 2009 to 115 million users in

2015.

Many believe that mobile users have just started to fully utilize the data capabilities

,, ,: ,, Brld ,'"":i ,,,, , where mobile infrastructure is comparatively better

than the fixed-line infrastructure, and in ""'"ri ' countries, where mobile phone

penetration is very high (at least 80% of consumers use a mobile phone), mobile

banking is likely to appeal even more.
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Mobile bankins business models

A wide spectrum of Mobile/branchless banking models is evolving. These models

differ primarily on the question that who will establish the relationship (account

opening, deposit taking, lending etc.) to the end customer, the bank or the Non-

bank /Telecommunication Company (Telco). Another difference lies in the nature

of agency agreement between bank and the Non- bank. Models of branchless

banking can be classified into three broad categories - bank Focused, bank -Led

and Non-bank -Led.

I. Bank model:

The bank -focused model emerges when a traditional bank uses non-traditional

low-cost delivery channels to provide banking services to its existing customers.

banking or mobile phone banking to provide certain lirnited banking services to

bank's' customers. This model is additive in nature and rnay be seen as a modest

extension of conventional branch-based banking.

II. Bank model:

The bank -led model offers a distinct alternative to conventional branch

based banking in that customer conducts financial transactions at a whole range

of retail agents (or through mobile phone) instead of at bank branches or through

bank employees. This model promises the potential to substantially increase the

financial services outreach by using a different delivery channel (retailers/ mobile
phones), a different trade partner (telco I chainstore) having experience and target

market distinct from traditional banks, and may be signific antly cheaper than the

bank -based alternatives. The bank -led model may be implemented by either using

t3



coffespondent ilrangements or by creating a JV between bank arrd teiEo/rron-

bank. In this model customer account relationship rests with the n bank 3 Non-

bank -led model

The non- bank -led model is where a bank does not come into the picture (except

possibly as a safe-keeper of surplus funds) and the non- bank (e.g. Telco) performs

all the functions.

14
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Mobile Services

Mobile banking can offer services such as the following:

I. Account Information

1. Mini-statements and checking of account history

2. Alerts on account activity or passing of set thresholds

3. Monitoring of term deposits

4. Access to loan statements

5. Access to card statements

6. Mutual funds / equrty statements

7. Insurance policy management

8. Pension plan management

9. Status on cheque, stop payment on cheque

rI. Payments & Transfers

1. Domestic and international fund transfers

2. Micro-payment handling

3. Mobile recharging

4. Commercial payment processing

5. Bill payment processing

6. Peer to Peer payments

III. Investments

l. Portfolio management services

2. Real-time stock quotes

3. Personalized alerts and notifications on security prices

15



IV. Support

1. Status of requests for credit, including mortgage approval, and insurance

coverage

2. Check (cheque) book and card requests

3. Exchange of data messages and email, including complaint submission and

tracking

4. ATM Location

V. Content Services

1. General information such as weather updates, news

2. Loy alfy-related offers-

3. Location-based services

Based on a suryey conducted by Forrester, mobile banking will be attractive

mainly to the younger, more "tech-sayvy" customer segment. A third of mobile

phone users say that they may consider performing some kind of financial

transaction through their mobile phone. But most of the users are interested in

performing basic transactions such as querying for account balance and making

bill payment.

Chullenges for a Mobile bunkins Solution

Key challenges in developing a sophisticated mobile

banking application are :

I. Interonerability:

There is a lack of common technology standards for mobile banking. Many

protocols are being used for mobile banking - i"', , ? to

name a few. It would be a wise idea for the vendor to develop a mobile banking
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application that can connect multiple banks. It would require either the applicoition

to support multiple protocols or use of a common and widely acceptable set of

protocols for data exchange.

There are a large number of different mobile phone devices and it is a big

challenge for banks to offer mobile banking solution on any type of device. Some

of these devices support l2ME and others support WAP browser or only $$h'$5{.

Overcoming interoperability issues however have been localized, with countries

like India using portals like R-World to enable the limitations of low end java

based phones, while focus on areas such as South Africa have defaulted to the

USSD as a basis of communication achievable with any phone.

The desire for interoperability is largely dependent on the banks themselves, where

installed applications (Java based or native) provide better security, are easier to

use and allow development of more complex capabilities similar to those of

intemet banking while SMS can provide the basics but becomes difficult to

operate with more complex transactions.

II. Scalability & Reliabilitv:

Another challenge for the and of the banks is to scale-up the rnobile

banking infrastructure to handle exponential growth of the customer base. With

mobile banking, the customer may be sitting in any part of the v,,orld (true

anytime, anywhere banking) and hence bank's need to ensure that the systems are

up and running in a true 24 x 7 fashion. As customers will find mobile banking

more and more useful, their expectations frorn the solution will increase. Bank's

unable to meet the performance and reliability expectations may lose customer

confidence.

1l
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III. Application distribution:

Due to the nature of the connectivity between bank and its customers, it would be

impractical to expect customers to regularly visit bank s or connect to a web site

for regular upgrade of their mobile banking application' It will be expected that

the mobile application itself check the upgrades and updates and download

necessary patches (so called {}ry**x" "$"}te ,&frr updates). However, there could be

many issues to implement this approach such as upgrade / synchronization of other

dependent comPonents.

IV. Personalization:

It would be expected from the mobile application to support personalization such

1. Preferred Language

2. Date / Time format

3. Amount format

4. Default transactions

5. Standard Beneficiary list.

ils
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CH3. Mobile bankinsjullw watW

Mobile banking has come in handy in many parts of the world with little or no

Infrastructure development, especially in remote and rural areas. This part of the

mobile commerceis also very popular in countries where most of their population

is unbanked. In most of these places banks can only be found in big cities and

customers have to travel hundreds of miles to the nearest bank.Countries like

Sudan, Ghana and South Africa received this new commerce very well. In Latin

America countries like Uruguay, Paruguay, Argentina, Brazil, Venezuel4

Colombia, Guatemala and recently Mexico started with a huge success.In Iran

banks like Parsian, Tejarat, Mellat, Saderat, Sepah, edbi and bankmelli offer this

service. Guatemala has the support of Banco industrial. Mexico released the

mobile commerce with omnilife, Bancomer and i private companJ (MPower

Ventures). Kenya's Safaricom (Part of the Vodafone Group) has had the very

popular M-Pesa Service - mainly used to transfer limited amounts of money, but

has been increasingly used to pay utility bills. Zain in 2009 launched their own

mobile money transfer business known as ZAP in Kenya and other African

countries.

Techno losies Rehi d Mobile Banking

Technically speaking most of these services can be deployed using more than one

channel. Presently, Mobile Banking is being deployed using mobile applications

developed on one ofthe following four channels.

1. tVR (Interactive Voice Response)

2. SMS (Short Messaging Service)

3. WAP (Wireless Access Protocol) 4. Standalone Mobile Application Clients

t9
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I. IVR- Interactive Voice Responrc:

IVR or Interactive Voice Response service operates through pre-specified numbers

that banks advertise to their customers. Customer's make a call at the IVR number

and are usually greeted by a stored electronic message followed by a menu of

different options. Customers can choose options by pressing the corresponding

number in their keypads, and arc then read out the corresponding information,

mostly using a text to speech program.

Mobile banking based on IVR has some major limitations that they can be used

only for Enquiry based services. Also, IVR is more expensive as oompared to other

channels as it involves making a voice call which is generally more expensive than

sending an SMS or making data transfer (as in WAP or Siandalone clients).

One way to enable IVR is by deploying a PBX system that can host IVR dial plans.

Banks looking to go the low cost way should consider evaluating Asterisk, which

is an open source Linux PBX system.

II.SMS - Short Messagins Service:

SMS uses the popular text-messaging standard to enable mobile application based

banking. The way this works is that the customer requests for information by

sending an SMS containing a service command to a pre-specified number. The

bank responds with a reply SMS containing the specific information.

For example, customers of the HDFC Bank in India can get their account balance

details by sending the keyword 'HDFCBAL' and receive their balance infonnation

againby SMS.

20



Hor+'ever there have been few instances where even transaction-based services

have been made available to customer using SMS. For instance, custottters of the

Centurion Bank of Punjab can make fund transfer by sending the SMS 'TRN (Aic

No) (PIN No) (Amount)'.

One of the major reasons that transaction based sen'ices have not taken of on SMS

is because of concerns about security. The main advantage of deploying mobile

applications over SMS is that almost all mobile phones are SMS enabled.

An SMS based service is hosted on a SMS gateway that flirther connects to the

Mobile service providers SMS Centre. There are a couple of hosted IP hased SMS

gatewa;-s availahle in the markst and also some open source ones like Kannel.

R+rrl. l-'.rt;l'ar*
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SMS l{efwork Architecture
III.\ryAP - lYireless Access Protocol:

WAP uses a concept similar to that used in Internet banking. Banks maintain WAP

sites which customer's access using a WAP compatible browser on their nrobile

phones. WAP sites ofTer the familiar form based interface and can aiso implement

security q uite ellbctively.

Bank of America offers a WAP based service channel to its customers in Hong

Kong. The banks customers can now have an anltime. anywhere access to a secure

reliable sen,ice that allows them to access all enquiry and transaction based

services and also more complex transaction like trade in securities through their

phone A WAP based service requires hosting a RAP gateway. tutobile Application

users access the bank's site through the WAP gate*'ay to carry out transactions"

much like internet users access a u,eb portal fbr accessing the banks services.

The following tigure demonstrates the framework for enabling mobile applications

over WAP. The acfually forms that go into a mobile application are stored on a

WAP server? and served on demand. The WAP Gateway fbrms an access point to

the internet from the mobile network.

MSt {}**b**

22
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WAP Network Architecture for Mobile Applications

IV. Standa Mobile Clients

Standalone mobile applications are the ones that hold out the most promise as they

are most suitable to implement complex banking transactions like trading

insecurities. They can be easily customized according to the user interface

complexity supported by the mobile. In addition, mobile applications enable the

implementation of a very secure and reliable channel of communication.

One requirement of mobile applications clients is that they require to be

downloaded on the client device before they can be used, which further requires

the mobile device to support one of the many development environments like
J2ME or Qualcomm's BREW. J2ME is,fast becoming an industry standard to

deploy mobile applications and requires the mobile phone to support Java. The

major disadvantage of mobile application clients is that the applications needs to

be customizedto each mobile phone on which it might finally run.

aaZJ



CII4. Advuntuse & Disudvantuge of Mobile Bankins

Advantages.'

1. The biggest advantage that mobile banking offers to bank s is that it

drastically cuts down the costs of providing service to the customers. For example

an average teller or phone transaction costs about $2.36 each, whereas an

electronic transaction costs only about $0.10 each.

2. Additionally, this new channel gives the bank ability to cross-sell up-sell

their other complex banking products and services such as vehicle loans, credit

cards etc.

3. For service providers, Mobile banking offers the next surest way to achieve

growth. Countries like Korea where mobile penetration is nearing saturation,

mobile banking is helping service providers increase revenues from the now static

subscribers use. Service providers are increasingly using the complexity of their

supported mobile banking services to attract new customers and retain old ones.

4. A very effective way of improving customer service could be to inform

customers better. Credit card fraud is one such area.

5. A bank could, through the use of mobile technology, inform owners each

time purchases above a certain value have been made on their card. This way the

o\vller is always informed when their card is used, and how much money was

taken for each transaction. Similarly, the bank could remind customers of
outstanding loan repayment dates for the payment of monthly installments or

simply tell them that a bill has been presented and is up for payment. The

24



,o

customers can then check their balance on the phone and authorize the i6quired

amounts for payment. The customers can also request for additional information.

They can automatically view deposits and withdrawals as they occur and also pre-

schedule payments to be made or cheques to be issued.

6' Similarly, one could also request for services like stop cheque or issue of a
cheque book over one's mobile phone.

7 ' There are number of reasons that should persuade bank s in favor of mobile
phones.

8' They are set to become a crucial part of the total banking services experience

for the customers.

9' Also, they have the potential to bring down costs for the bank itself. Through
mobile messaging and other such interfaces, bank s provides value added services
to the customer at marginal costs.

10' Such messages also bear the virtue of being targeted and personal making the
services offered more effective. They will also carry better results on account of
better customer profiling.

11' Yet another benefit is the anywhere/anytime characteristics of mobile
services' A mobile is almost always with the customer. As such it can be used over
a vast geographical arca. The customer does not have to visit the bank ATM or a
branch to avail of the bank's services. Research indicates that the number of

25



footfalls at a bank's branch has fallen down drastically after the installation of

ATMs.

12. As such with mobile services, a bank will need to hire even less employees

as people will no longer need to visit bank branches apart from certain occasions.

13. With Indian telecom operators working on offering services like money

transaction. Over a mobile, it may soon be possible for a bank to offer phone-based

credit systems.

14. This will make credit cards redundant and also aid in c.hecking credit card.

Fraud apart from offering enhanced customer convenience. The use of mobile

Technologies is thus a win-win proposition for both the bank s and the bank's

Customers.

15. The banks add to this personalized communication through the process of
Automation. For instance, if the customer asks for his account or card balance after

conducting a transaction, the installed software can send him an automated reply

informing of the same. These automated replies thus save the bank the need to hire

Additional employees for servicing customer needs.

16. Use banking facilities anywhere, even far away from a bank .Easy operation

- access accounts from a cell phone. Lower operational costs (for bank s) than

setting up ATM machines.

26
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Disadvantage:

1. Back in days when Internet was introduced, it was a boon to the financial

industry as it reduced all volumes by opening another self-service channel for

servicing customers.

2. With mobile that advarttage is not there as already investments are made to

reduce call volumes using Internet and Internet is one of the technologies that is

ever spreading in customer community.

3. Almost 80% of the people in US akeady have internet connection. Mobile

banking would be another value added service that can be provided by financial

institutions, it may only bring good will.

4. Depending on the technological direction for enabling Mobile companies

either has to spend enofinous amount of money in matching customer's

expectation or maintaining another stream of technology applications. Technology

still has security issues and software distribution issues.

Uses

1) Pay bills

2) Transfer funds

3) Take mini-statements, conduct balance enquiries

4) Set alerts for movement in accounts __ change in balance, payments of bills set

on auto payment mode etc.

5) Purchase items - e.g. ABNAmro's Mpower enables you to shop

Although advanced/high-end transactions can be conducted using cell phones,

rnost mobile banking customers use it for basic activities like balance enquiry,

making payrnents of regular bills etc.

27



CHS. SMS Bunkine

When people are hard pressed for time, the need for "anytime anYwhere" is

banking gains utmost importance. Bearing this in mind, bank s provides a novel

service which gives retail customers account information and real-time transaction

capabilities from their cell phones. With SMS banking the following services can

be obtained:

Get account balance details

Request a cheque book

Request last three transaction details . Pay bitts for electricify,

mobile, insurance etc.

SMS banking Overview: '

In order to avail the services mentioned above, a user subscribing to a wireless

carrier sends an SMS with a predefined code to the bulk service provider's

number.

The service provider forwards this message to the bank's mobile banking

applications. The mobile banking applications interface with the core banking

seryers (that contain the user account information) that service the request made by

the user. The response is then sent by the mobile banking applications to the bulk

service provider who in turn forward it to the valid user via SMS. Which is very

well explaining in the following diagram?

28
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There are two \lrays in which a bank can communicate with a customer using SMS:

1. In the t-rrst method the bank proactively serds data to customers in response to

certain kansactions. For e.g. account to account transfer. salary credit and some

promotional messages. This data can be sent to the customer in trvo \\,ays

a. E-mail to mobile {E2M}:

In this method, the bank sends an email to the mobile banking application through

a specific email address. This emaii rnay consist of the message content together

with the mobile numbers cf the customer. The mobile banking application in turn

sends this message in a specific format (ftrr e.g. XML tags are part of a HTTP GET

message qusry string) to the service provider's application server. From here on

the information from the XML tags is extracted and sent as a SMS to the wireless

carrier which in turn forw'ards this message to the customer.

?o
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b. Database to mobile (D2M):

Here a mobile banking application continuously polls the bank s database seryer

and whenever a relevant event happens, for e.g. an account to account transfer, it

forwards the specific message to the service provider's application server. The

message format may be the same as the one used in the EZMcase. This message is

then forwarded to the wireless carrier which in turn forwards this message to the

customer

In the second method the bank sends data in response to specific customer query

such as account balance details. The customer first sends a pre-defined request

code via SMS to the Bulk SMS service provider's registered mobile number.

Depending on the message code, the bulk SMS provider forwards the SMS to a
PULL application in the mobile banking server. The-PULL application receives

the request and forwards it to the core banking application for further processing.

The core banking server then processes this message and sends the reply to the

PULL application which in turn forwards in to the customer via the service

provider. As in the above cases the request and the response for the pULL

application may be a HTTP GET message with tags in the query string.

strutesv used bv bunk viu mobile (,

SMS banking services are operated using both Push and Pull messages. push

messages are those that the bank chooses to send out to a customer's mobile phone,

without the customer initiating a request for the information. Typically push

messages could be either Mobile Marketing messages or messages alerting an

event which happens in the customer's bank account, such as a large withdrawal of
funds from the ATM or a large palzment using the sustomer's {x{:dit r.:*i:*J, etc.
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Another type of push message is One-time password (OTPs). OTPs are thp latest

tool used by financial and banking service providers in the fight a$fr.inst cyber

fraud. Instead of relying on traditional memorized passwords, OTPs are requested

by consumers each time they want to perform transactions using the online or

mobile banking interface. When the request is received the password is sent to the

consumer's phone via SMS. The password is expired once it has been used or once

its scheduled life-cycle has expired.

Pull messages are those that are initiated by the customer, using a mobile phone,

for obtaining information or performing a transaction in the bank account.

Examples of pull messages for information include an account balance inquiry, or

requests for current inforrnation like cuffency cx*,k*mp,,* ,,ttf*s and deposit {;rtcr**t

i";if#s, as published and updated by the bank .

The bank's customer is empowered with the capability to select the list of activities

(or alerts) that he/she needs to be informed. This functionality to choose activities

can be done either by integrating to the , ,. channel or through the

bank's customer service

Tvoicul Puslt & Pull Services offered under SMS bunkins

Depending on the selected extent of SMS banking transactions offered by the

bank, a customer can be authorized to carry out either non-financial transactions,

or both and financial and non-financial tansactions. SMS banking solutions offer

customers a runge of functionality, classified by Push and Pull services as outlined

below.

Tvpical Push Services would include:
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E Periodic account balance reporting (say at the end of month)

E Reporting of salary and other credits to the bank account

E Successful or unsuccessful execution of a standing order

E Successful payment of a *}s*q** issued on the account;

E Insufficient funds

E Large value withdrawals on an account

E Large value withdrawals on the ATM or on a debit card

f;i.{'s-:

E Large value payment on a cli:**.ii'{. t:lrr*.[ or out of country activity on a credit

card.

E One-time password and authentication

Typical Pull Services woul

E Account balance inquiry

E Mini statement request

E Electronic bill payment

E Transfers between customer's own accounts, like moving money from a

savings account to a current account to fund a cheque

E Stop payment instruction on a cheque

E Requesting for an_ or to be suspended

E De-activating a credit or debit card when it is lost or the PIN is known to be

comprornised

E Foreign currency exchange rates inquiry

E Fixed deposit interest rate inquiry
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Concerns & Skenticism about SMS Bankinq

Many banks would have some concerns when the prospects of introducing SMS

banking are discussed. Most of these concerns could revolve around security and

operational controls around SMS banking. However supporters of SMS claim that

while SMS banking is not as secure as other conventional banking channels, like

the ATM and Internet banking, the SMS banking channel is not intended to be

used for very high-risk transactions.

The Convenience Factor

The convenience of executing simple transactions and sending out information or

alerting a customer on the mobile phone is often the overriding factor that

dominates over the skeptics who tend to be overly bitten-by s*rlurirv concerns.

As a pers onalized end-user communication instrument, today mobile phones are

perhaps the easiest channel on which customers can be reached on the spot, as they

carry the mobile phone all the time no matter where they are. Besides, the

operation of SMS banking functionality over phone key instructions makes its use

very simple. This is quite different to Internet banking which can offer broader

functionality, but has the limitation of use only when the customer has access to a

computer and the Internet. Also, urgent warning messages, such as SMS alerts, are

received by the customer instantaneously; unlike other channels such as the post,

email, Intemet, telephone banking, etc. on which a bank 's notifications to the

customer involves the risk of delayed delivery and response.

The SMS banking channel also acts as the bank's means of alerting its customers,

especially in an emergency situation; e.g. when there is an ATM fraud happening

in the region, the bank can push a mass alert (although not subscribed by all
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customers) or automatically alert on an individual basis when a predefined

'abnormal' transaction happens on a customer's account using the ATM or credit

card. This capability mitigates the risk of fraud going unnoticed for a long time and

increases customer confidence in the bank's , : ,, i

Compensating controls for lack of Encrvption

The lack of ***rrvplli** on SMS messages is an area of concern that is often

discussed. This concern sometimes arises within the group of the bank's

technology personnel, due their familiarity and past experience with encryption on

the ATM and other payment channels. The lack of encryption is inherent to the

SMS banking channel and several bank s that use it have overcome their fears by

introducing compensating controls and limiting the scope of the SMS banking

application to where it offers an advantage over other channels. Suppliers of SMS

banking software solutions have found reliable means by which the security

concerns can be addressed. Typically the methods employed are by pre-registration

and using security tokens where the transaction risk is perceived to be high.

Sometimes ATM type f}i$* are also employed but the usage of PINs in SMS

banking makes the customer's task more cumbersome.
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Techno losies Em for SMS

Most SMS banking solutions are add-on products and work with the bank's

existing host systems deployed in its computer and communications environment.

As most bank s have multiple backend hosts, the more advanced SMS banking

systems are built to be able to work in a multi-host banking environment; and to

have open interfaces which allow for messaging between existing banking host

systems using industry or de-facto standards.

Well developed and mature SMS banking software solutions normally provide a

robust control environment and a flexible and scalable operating environment.

These solutions are able to connect seamlessly to multiple operators in the country

of operation. Depending on the volume of messages that are require to be pushed;

means to connect to the could be different, such as using simple ,,, ' ' ' of

SMS banking solutions also cater to providing failover mechanisms and least-cost

routing options.

The Possible Future for Mobile Bunkins

Payment on roval bv SMS

This feature allows for joint accounts or business account to have a pre-determined

limit to prompt for either supervisor or joint account holder approval. A payment

request is made from the account to another pre-nominated account; a message is

then send to either the supervisor or joint account holder to also approve the

payment.
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This payment process is similar to a letter of credit, when the end user sends a
payment instruction for goods or services, the amount of the payment will be
transferred to a specific account. The benefi ciary will be notified that the amount is
guaranteed' once the goods or services are delivered the end user/payee will be
able to accept or reject the goods/services and make payment accordingly by
approving or denying the payment process.

Mobile Pavment in Retail Outlets

using nothing but their own mobile handset, consumers will be able to make
purchased at a wide variety of retail outlets. Let's use the supermarket as a
cofllmon example: the consumer needs to make a purchase from a supermarket,
helshe goes to the cashier and sends a payment iequest along with his/her
password and the specific PoS machine number. The system will then send back a
Digital Money sequence Number (DMSN) to flre buyer. when asking to pay for
the goods' the cashier will use his/her special banking card, and when ttre buyer is
asked for a password all they need to do is enter the DMSN. As long as the
transaction is within the daily limit of the account the transaction will take place
instantly.
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CH6. E- Bunkins

Introductian of E- bankine

The acceleration in technology has produced an

extraordinary etfect upon our economY in general

has had a particularly profound impact in expanding

the scope aud utilit-v of financial products over the

last ten years. Infomlation technology- has made

possible the creation, valuation, and exchange of

complex financial products on a global basis and

even that just ip recent years. Ilerivatives are cbviousl5r the rnost evident af the

many produets that teehnck:g.v has inspirecl, but the substantial inerease in erur

calculatianhaspermittedavarie$iafotlrerproductsand.,tnostlreneflciallY.nerv

wa.vs to unbundled risk.

what is really quite extraordinary is that there is no sign that this process of

acceleration in financial technology is approaching an end' We are moving at an

exceptionally rapid pace, fgeled not only by the enhanced mathematical

applicaticns produced by our ever rising computing capabilities but also by our

expanding telecommunications capabilities and the associated substantial

broadening of our markets.

Functions of E-ba+lrine

At presen! the personal e- bank system provides the following services: -

1. Inqui{v ahaut the informatian of account:
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The client inquires about the details of his own account information such as the

cards / account's balance and the detailed historical records ofthe account and

downloads the report list.

2. Card accountso transfer:

The client can achieve the fund to another person's Credit Card in the same city

3. Bank -securities accounts transfer:

The client can achieve the fund transfer between his own bank savings accounts of

his own Credit Card account and his own capital account in the Securities

Company. Moreover, the client can inquire about the present bilance attealtime.

4. The transaction of foreign exchange:

The client can trade the foreign exchange, cancel orders and inquire about the

information of the transaction of foreign exchange according to the exchange rate

given by our bank on net.

5. The B2C disbursement on net:

The client can do the real-time transfer and get the feedback information about

payment from our bank when the client does shopping in the appointed web-site.

6. Client service:

The client can modiff the login password, information of the Credit Card and the

client information in e- bank on net.
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7. Account management' 
* j

Theclientcanmodi8/hisownlimitsofrightandstateoftheregisteredaccountin

the personal e- bank, such as modiffing his own login password' fteeztng ot

deleting some cards and so on'

8. Reportins the loss if the account:

The client can report the loss in the local area (not nationwide) when the client's

Credit Card or passbook is missing or stolen'

39



' 
F;F,

Tvpes of E- bankins
1. Deposits, withdrawals, inter-account transfer and payment of linked accounts

at an ATM;

2' Buying and paying for goods and services using debit cards or smart cards

without having to carry cash or a cheques book;

3' Using a telephone to perform direct banking- make a balance enquiry, inter-
account transfers andpay linked accounts;

4' Using a computer to perform direct banking- make a balance enquiry, inter-
account transfers andpay linked

Advantases of E-Bankins
1' Account Information: Real time balance information and summ ary af day,s

transaction

2, Fund Transfer: Manage your suppry-chain network, effectivery by using our
online hand transfer mechanism. We can affect fund transfer on a real time
basis across the bank locations.

3. Request: Make a banking request online.

4' Account information: The complete database that the bank has about our
company is available to us at our terminal. It provides us:

E current balance in our account on real-time basis.

E Day,s transactions in the account.

E Details of cash credit limit, drawing power, amount utilized, etc.
5' The real life situation of user-wise limits and multilevel signatories can be

mapped in the net-based fund transfer module too. we can specify user-wise
cap for fund transfer and the number of approvals needed for each fund
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transfer. The fund transfer will not take place unless the required number of

signatories has aPProved it.

6. With a power of Attorney from our dealers, we can link the dealer's accounts

to our account in order to have an online fund transfer, saving us time and

money involved with cheques collections systems. Alternatively, the dealer can

credit our account through this channel. Similarly, we could also affect vendor

and other PaYments online.

7. Customers can also submit the following requests online: Registration for

account statements by e-mail daily lweekly / fortnightly / mOnthly basis'

E StoP PaYment or cheques

E Cheque book rePlenishment

E Demand Draft / PaY-orde

E opening of fixed deposit account E opening of Letter of credit

8. The company does not have to spend anything extra to avail such facilities' A1l

it requires is Internet connectivity. The product enables the company to pro-

actively manage its cash flows, ease reconciliation efforts as all the MIS is

available at the click of the mouse.

g. Bill Payment through Electronic banking: Intemet has thus ushered the

concept of anytime and anywhere banking. To the individual the onerous task

of visiting several places to settle his service bills like telephone, water,

electricity, etc., can be overcome through the electronic Bill Pay service

provided by the bank. He can pay his regular monthly bills (telephone,

electricity, mobile phone, insurance, etc.) right from his desktop' No more

missed deadlines, no more loss of interest. He can schedule his bills in

advance, and thus avoid missing the bill deadlines as well as earn extra interest

on his money.
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10. Other benefits: The e- banking provides some other benefits also'

They are:

E Convenience.

E Speed of concluding transactions.

E Safety- banking from own home.

E Economy- banking without visiting your bank.

E Cheaper selice fees.

E Seamless Integration with existing environment (IDM-Intelligent Data

Module).

E Highly Saleable.

E Easy Customization.

E Lower Costs of both Installation and Maintenance.

Limitation of E- bankine:

1. Safety situations around ATMs.

2. Abuse of bank cards by fraudsters at ATMs.

3. Danger of giving your card number when buying on'line
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CH7. I.T in Banles

The refonns in the 1990s, which led to expansion, consolidation and liberalization

of the banking and financial sector in India, brought in many changes and

challenges. A number of private and foreign players entered the Indian market with

superior technologies that helped them service their customers efficiently through

multiple channels such as ATMs and Online banking. Indian bank s on the other

hand has been using IT more out of compulsion and primarily for transaction

processing. They now need to adopt IT to reposition bank ii into the integrated

financial services market.

The need for providing improved customer service, reducing transaction costs and

increasing productivity, shall be the main drivers for banking sector to adopt IT.

These considerations are particularly important for public sector bank s in India,

who are facing immense competition from private and foreign bank s. IT can help

them move from the present scenario where they are working as isolated islands to

providing a centralized banking experience. There is a need today for IT and the

financial community to come togettrer and develop customized IT solution to make

the lndian banking sector globally competitive.

IT adoption in the banking sector will provide real time availability of transaction

processing through multiple channels. It would enhance a bank's ability to cross

sell products, ensure better management and security and safety of funds and

increase efficiently through integration of systems across various locations. It
would also ensure efflcient management of Non Performing Assets (NPAs),

minimize transactions costs, enhance ability to conduct in-depth financial analysis

and gather business intelligence. Enhanced use of IT would also encourage the use
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of Internet to provide access for online bill payments, fund transfers dna .-
statements in addition to encouraging wireless mobile banking and e-commerce.

With growing competition faced by foreign bank s and financial institutions, the

public sectors bank s in co-operation with the Indian IT industry would need to

equip themselves for the next phase of introducing the benefits of IT to their

customers by providin g a centralized, banking solution.

opportunity for Indian banking sector in branch computerization

1. IT Networking

2. System Relationship Management

3. Customer Relationship Management (CRM) Applications

4. Back Office processing and Call Centers

5. Data warehousi nglD ata mining

6. Mobile banking and e- banking.

Different uses of Information Technologv:

a) Tele Banking

b) Any Time Banking

c) Automated Teller machine

d) Shared Payment Network System

e) Customer Service

f) Mobile banking

g) Electronic Fund Transfer

h) Plastic cards as Media for payment: credit card, debit card, smart card,
ATM card
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From *e survey conduct* on

1. Do you know about the mobile banking facility providad by banks?

$
5

This graph r$presents the amount of customers who are aware of the mobile

banking facilifi,.

From this graph we can see that Indians are well aware of the services such as

mobile banking which are provided by bank s to them. A service such as mobile

banking is definitely not a new concept to the Indian people.

They are respotlsive and are appreciative of the bank efforts to lighten the loarl on

branches and subsidiaries.

Yes

No
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2. Are you aurare whether your bank provides the mobile banking facility?

n

't5

't0
Yes, it does

No, it doesn't

I don't knorfi,

This graph represents the amount of customers who prefer to bank using mobile

banking services or traditiorial banking metliods.

From tliis graph it is quite clear that people are still wary about mobile banking.

They still prefbr to bank using traditional methods of banking because they have

full confidence is such methods. The main reason tbr the tall of mobile banking

graph is that people believe that banking through mobile phone is risky and that it

can lead to intormation falling into the wrong lrands. However with rrew and

improved security measures like encryption, and password protected services all

the risks and worries can be rviped awa,v.
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3. rs mobire banking one of the criteria you are rooking for in a bank ?
fl,

15.5

This graph represents the amcunt of people that require mobile bankingservices

and bank rvith only tirose that provides such a tacilir'v"'

This shows that the Indian people are constanti-V on the move and require some

method to hank r,vhile on the nlove. Therefore mobile banking is definitely

demandedb5,themsothattheycanopttbritrvhenevertheyrequire'Er'enthough

they may prefer the traditicnal method of banking to the mobile banking l'acitity'

the people want to keep their options open at the time of need' and hence prefer a

bankthatprovidesmobilebankingfiomonethatdoesnot.

4. Do you have confidence in the mobile banking facility?

This graph represents the amount of customers who have confidence in mobile

banking.

This graph shows 1s tftat the Indian people are still unstlre and are not confident

enor-rgh to venture into banking gsing mobile phones' They believe that threading

on unknown territory can be harmtul and can lead to huge losses due to fraud or

theft. To get over this notion the Indian public needs some evidence to prove that

mobile banking is safe and secure and the only evidence are the people who

constantlY use such a facilit-v'

47

15

16

14



it',

5. Would you recommend such a facility to othens?

This graph represents the amount of customers that \rould vouch and recommend

Yes

No

the mobils banking faciliti, to others. If a customer" -nl.ho has used the mobile

banking facility in the past. recommends such a facility to others it means that it

has had a good impact on him. otherwise he would not be doing so.

Moreover, it works out well for mobile banking because word of mouth publicity

is the best publicity ever.

A point to be noted is that even though the Indian people are not fully confident

about rnobile banking, they are willing to experiment with new ideas and

innovations but at a slow and cautious pace. which is a good turnover for mobile

banking.
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6. Why do you feel mobile banking is beneficial to society?

E Cost effective for banks

@ Saves Customers' time and

energy

il Reduces dePendencY on

bank branches

E All of the above

The graph represents why mobile banking is beneficial to the society'

As it can be clearly seen. a major segment of the survey graph points out that

mobile banking saves time and energy of-the customers as well as is beneficial in

all three ways, that is, CoSt effegtive for banks, Saves Customers time and energy

and rednces dependency on bank branches'

This shorns that mobile banking is not only beneficial to the customer but also to

the bank that provides thern as the bank can reduce its cost by hiring fewer

personnel to take post in various bank branches. it can reduce crowding in bank

branches because transactions can be taken care off or dealt with without having to

enter a bank branch.
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Survev RePorts

The first and foremost reason for conducting a survey is to better understand the

basic functionality of mobile banking. The working of the mobile banking

software in a banking environment, the procedure involved in adopting this

service and the type, class and amount of people that it caters to, can best be

expressed and understood by conductingasurvey on the bank s that provide them'
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Conclusion

With the rapid development of transport and communication, people and

services are coming together as if they were just around the corner. If this is the

case for many services, then why should the banking industry lag behind?

Internet banking, phone banking, e-banking and now mobile banking all

enable the bank to be better connected with the customer and vice versa. A

customer who is provided with a variety of additional services feels appreciated

and is more likely to be loyal to that bank, which is always a good sign for a bank.

In the end mobile banking not only helps a bank to reduce costs but also

helps it to retain its valuable customers. And as far as customers ztre concerned,

this facility enables the customer to bank anywhere, at anytime and in any

condition, definitely a boon if a customer is stuck in -the middle of nowhere and

requires banking services as soon as possible.

Thus mobile banking helps both, the customer as well as the bank, to

lighten the burden of today's world and to save time, money and energy which is

greatly required and appreciated. In a competitive world where everyone is waiting

to outdo the other, a helping hand, in whatever forms and from whatever source, is

definitely god sent and should not go unrecognized.
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CHAPTER I

INTRODUCTION
*ir" 

.

INTRODUCING THE TOPIC -

1. E-COMMEBCE

Although the terms e-commerce and e-business are often used

interchangeably, there are differences. E-commerce is the buying and

selling of goods and services on the lnternet or other computer

network. Any brick and mortar store can become an e-commerce

business by adding a virtual storefront with an online catalogue. ln

most cases, e-business refers exciusively to Internet businesses, but it
may also refer to any business that uses lnternet technology to
improve productivity and profitability.

2. E-BUSINESS

Business transactions that involve the exchange of money are

covered by the term e-commerce. E-business includes all aspects of
running a business that sells goods and services, including marketing,

earning and retaining customers, procurement, developing business

partners and customer education. ln order to be successful, e-

commerce and e-businesses must have quality storefronts that are

simple to navigate and peruse, with accurate and thorough catalogue

information. E-business became an extension of e-commerce to
encompass all aspects of businesses that function online. E-business

involves e-commerce, but e-Commerce does not cover all aspects of
e-business.

7



3. BUSINESS MODELS E-Commerce or Electronics Commerce business
models can generally be categorized in the following categories:.

. Business - to - Business (B2B)

. Business - to - Consumer (B2C)

. Consurner - to - Consumer (C2C)

. Consumer - to - Business (C2B)

. Business - to - Government (B2G)

. Government - to - Business (G2B)

. Government - to - Citizen (G2C)

Bupiness - to - 4usinqss (B2B)

Website following B2B business model sells its produbt to an intermediate
buyer who then sells the product to the final customer. As an example, a
wholesaler places an order from a company's website and after receiving the
consignment, sells the end product to final customer who comes to Uuy tfre
product at wholesaler's retail outlet.

*rdsrs
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Website following B2C business model sells its product directly to a customer.
A customer can view products shown on the website of business organization.
The customer can choose a product and order the same. Website will send a
notification to the business organization via email and organization will
dispatch the productlgoods to the customer.

Suppiies
I

I

I

I

Order

\i

Orders
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Website following C2C business model helps consumer to sell their assets like
residential property, cars, motorcycles etc. or rent a room by publishing their
information on the website. Website may or may not charge the consumer for its
services. Another consumer may opt to buy the product olttre first customer by
viewing the post/advertisement on the website.

Want to seil Want to buy products

receives products
3n*r-**I*rr

-*sr-trF---

'\.'

Pla c es a Cve;'ti sernent

Receives rnoiley



Consumer-to-Business (C2B)

r\

In this model, a aonsumer approaches website showing multiple business
organizations for a particular service. Consumer places an estimate of amount
he/she wants to spend for a particular service. For example, comparison of
interest rates of personal loan/ car loan provided by various banks via website.
Business orgafization who fulfills the consumer's requirement within specified
budget approaches the customer and provides its services.

Fr"*casgrsSrdrr Fl*a*s nr*n*j.for
partleu[xr serv]c*

re**iv*s pr*rdrmts

*eceh:**

Business - to - Government (B2G)

B2G model is a variant of B2B model. Such websites are used by government
to trade and exchange information with various business organizations. Such
websites are accredited by the government and provide a medium to businesses
to submit application forms to the govemment.

L.
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Government uses G2c model website to approach citizen in general. suchwebsites support auctions oi u.ru.r**, *urrrtl,i-;; q, other material. suchwebsite arso provroes servic.Jrtr*gistration'roi ui.tt, marriage or deathcertificates' Main objectives-rr cic #rl.it, urrio .rorr. averags fime forfulfilling peopre requests for variou. gou.*ent services.

Govemment uses B2G model website
websites support auctions, tenders and

ment -to- (G

D

to approach business organaations. Suchapptication submission frrnctio;;iil.r.

E

b
Broadly speaking, erechonic commerce emphasizes the generation and
;XXf:3H,iJ,X',YlTil:::f,il[:l],1;;;#1ffi popurarnr,iu,L,,-lenerate

2. Enablins the Cqstoms

Electronic commerce is, enabring the customer to have an increasing say inwhat producrs are m1de, n;o*ir":l, are made and !9w services are jerivered(movemenr from a srow ,rd#;#rm;tffi;;irh 
lifrre *o"rrturding of*?H:JS'#,,IJE:#I::#:.,;, ta ai*t . unJ ,tlo,, open process wirh
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3. Improvement of Business Transaction

Electronic Commerce endeavors to improve the execution of business

transaction over various networks'

4. EffectivePerformance

It leads to more effective performance i.e. better quality, greater customer

satisfaction and beffer corporate decision making.

5. Greater Economic Efficiencv

we may achieve greater economic efficiency (lower cost) and more rapid

exchange (high spJed, accelerated, or realtime interaction) *ith the help of
electronic coiltmerce.

6- Execution of Information

It enables the execution of informationladen transactions between two or more

parties using inter connected networks. These networks can be a combination of
:plain old Glephone system' (POTS), Cable TV, leased lines and wireless.

Information based transactions are creating new ways of doing business and

sYen new types of business.

7. Incornorating Transaction

Eleetronic Commerce also incoll'orates transaction management, which

organizes, routes, processes and tracks transactions. It also includes consumem

making electronic payments and funds transfers.

8. Increasing of Rcvenue

Firm use technology to either lower operating costs or increase revenue.

Electronic Commerce has the Potential to increase revenue by creating new

markets for old products, creating new information-based products, and

establishing new service delivery channels to better serye and interact with

customers. The transaction management aspect of electronic commerce can also

enable firms to reduce operating costs by enabling better coordination in the

sales, production and distribution processes and to consolidate operations arid

reduce overhead.

13
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9. , Reduetion of Friction

Electronic Commerce research and its associated implementations is to reduce
the "friction" in on line transactions frictions is often described in ecoftomiss as
transaction cost. It can arise from inefficient market structures and irefficient
combinations of the technologicatr activities required to make a transaction.
Ultimately, the reduction of friction in online cofilmerce will enable smoother
transaction between buyers, intermediaries and sellers.

10. Facilitatins of NetworkForm

Electronic Commerce is also impacting business .to business interactions. It
facilitates the network form of organization where small flexible firms rely on
other partner, companies for component supplies and product distribution to
meet changing customer demand more effectively. Hence, an end to end
relationship management solution is a desirable goal that is needed to manage
the chain of networks linking customers, workers, suppiiers, distributors and
eYen competitors. The management of "online transactions" in the supply chain
assumes a central roll.

11. Facilitatine for Orean4ational Model

It is facilitating an organartional model that is fundamentally different from the
past. It is a contol organization to theinformationbased organization.
Theemerging fo*l of techno-organizational structure involve ihrnges in
managerial responsibilities, communication and information flows and work
group strucfures.

L4
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LITERATURE REVIEW

Several researchers have carried out studies in their effort to examineconsumers 'online buying behavior. fo, example, Bellman et al (Lggg)
investigated various predictors for whether an individual will purchase online.
These authors concluded that demographic variables, such as intome, education
and age, have a modest impact on ih. decision of whether to buy online,whereas the most importanf determinant of online shopping was previousbehavior, such as earlier online purchases. This is consistent with Forrester
Research which proved that demographic factors do not have such a highinfluence on technology as the consumers 'attitudes do (Modar, 2000). steinfield and whitten (1999) suggested that the combination of the Internet, plusphysical pressnce, provides more opportunities to capfure business than theonline-only presence, because they can provide better pre-purchase and post-
sales services to lower .ontu*.i transaction cost and build trust in online
-stores' 

However, it is worth mentionin g that beliefs and attitudes that are foundin the stage prior to the adoption of e-commerce are different to those in the
-post-adoptionll stage (Geffen et al, 2003; venkatesh and Brown ,2a1r;yu etaL,2005.

OBJECTTYE OF STUDY
F To find the factors that leads a website user to return to or recommend the

website Flipkart.com
F To discQver the key factors that influence online buying behaviour of

consumers in India

l 1o identify who are the online shoppers in terms of demographyF To understand the customer awareness on Flipkart.com) To determine the factors responsible for customer satisfaction

LIMITATIONS OF TI{tr STUDY
No research is complete without admitting the limitations that was faced whiteconducting a study which will eontri!"r" 6 pm*rt i.a*ing. rrri, ,toov too likethe others have certain constrains which has'been discussed below.

I The study was restricted to Kolkata city only
| $. study is mainly concentrated on Flipkart.com
I Jtr sample of the size will be limited t" i*e rro resourcssF The information will be collected valid until there is no any technical

change or any innovation

15
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F The result is assuming that respondents have given accurate information

RtrSEARCHMETHODOLOGY ;. {:
;

OF Y-

B2C Model of E-Commerce taking the example of www'flipkart'com which is

our case study of this project pertaining to one of the models (B2C) of E-

Commerce und the main crux of this study will be to see how www'flipkart'com

has utilized the B2C Model to revolutionize E-Commerce in India'

The organization, which I have selected for my study, is "Flipkart.com" an

Emerging Indian online mega store. I would be studying the strategies that the

portal have used to attract lndian masses, so as to give them the total online

shopping experience, the portal offers an unique strategy towards the masses

to make payment modes like cash & card on delivery, which invariably helps

the masses to avoid the hassle of making online payments, as the credit card

penetration in lndia is very low, &people are reluctant to make online

payments more to do with the lndians psyche. Since portals are giving a

customized offering to the masses i.e rite from the wider product portfolio to

payment options, its' making very convenient for the users to have an online

shopping experience hassle free. Flipkart has followed the same business

model as of Amazon.comi.e starting from selling books therefore we can call it

as ,,Flipkart - The Amazon of lndia ", however Flipkart is now Regional based E-

business portal i.e only targeting Indian Market. More lnteresting is that, the

minds that worked to start Flipkart are also the Ex. Amazon Employees.

Flipkart.com is an lndian based e-commerce company started by Binny Bansal

and Sachin Bansal, who previously worked at Amazon.com. Post their

experience, they ventured into a similar e-business idea and launched it in
lndia. Flipkart.com works with the aim of making products and goods easily

available at the doorsteps of anyone who has lnternet access. Flipkart.com

starteci off irom selling books in 2aa7, based in Kolkata, and entered then

consumer electronics category with the Iaunch of mobile phones, in

september 2010. since then it kept on adding more new products categories

including books, mobiles, computers, cameras, home & electronic gadgets&

appliances, ln addition to these very Recently, Flipkart.com has also widened

its foray by entering into the emerging digital content market with the recent

launch of Flyte, the digital music store & is still continuing to enlarge its

orlr., oo*o',r ''
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currently ranked no.1 online shopping site in lndia, spread in 37 cities, with
11-.5 million plus book titles, 14 different categories, 26 million plus registered

users and sale of 100000items a day. lt provides online shoppers a memorable

online-shopping experience because of its innovative services like:

. Cash on Delivery,

. 30-day replacement policy,

r Easy Monthly lnstalment options (EMl),

. Free shipping

. Discounted prices & deals

TYPE OF STUDY -

t. Flipkart'srevolutionary workings which has completely overhauled

purchase of products from physical presence in the market to the

purchase of products Online, utilising the B2C model of E-Commerce;

2. Analysis and Trends of change in the Market induced by Flipkart.

\*

..;r**'rhl.1i1!i* r!tfilrre.
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1. Young adults {< 30
years)

Skilled, frequently using the lnternet, eager to know new things
but
with limited financial resources; not yet regular lnternet shoppers,
but likely'to be so in the future, especially when living in rural
areas.

? Tho aldarlrr /: AOL, rrrg !,vvrly \/ uv

yea rs)

lnsufficient skills, sometimes with financial means and lacking
certainphysical abilities, but not at all time-pressed; hence
limitedinvolvement in bZc e-commerce, which may gradually
change over in the next two decades, especially when living in
rural areas.

3.Time-pressed
families

Highly skilled, double-income, time-pressured households with
children and some affinity with new technologies; potential or
present
lnternet shoppers, especially when living in rural areas.

4. 'Active, on-the-
go-lifestyles'

Highly skilled, high-income, time-pressured professionals with a

highaffinity for new technologies; potential or present lnternet
shoppers,especially when living in rural areas.

TOOLS FOR DATA COLLECTION:-

Usingvarious survey reports conducted by Flipkart.com for the

Customer service.

betterme nt of

METHOD OF ANATYSIS -
Comparison of situations using Graph Analysis and Percentage Analysis.

TABLES

Table L:-Some hausehald tvpes and their offinitv with bZc e-commerce"
Household type Affinity with b2c e-commerce

Table Lz-Trunsqction cost reductions due to e:commerce.

Consumers {buyers) Businesses (su ppliers) Advantages of e-
commerce

Contact Search for product
alternatives, become
aware
of needs and possibilities

Look for selling
alternatives, consider
manifest or potential
needs of clients, and

Enhanced access to
information implies
better
search, matching

18
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tofulfill them, match
alternatives,
and evaluate outcomes.

determine their
capacity to fulfill
these needs.

andevaluation
possibilities.

Efforts to enhance
customer
loyalty may reduce this
advan however.

Contract Negotiate the terms of a
transactlon, draft a
preliminary contract,
anticipate possible future
problems, and propose

in the contract.

Shift of administrative
costs from sellers to
buyers. Online
planning systems reduce
costs at his stage.

Control Monitor the realization of
the transaction process,
compare with contract
details. Deviations lead to
haggling, adjustment of
contracts, sanctions or
third-pa rty med iation.

More information
available
through online control
syitems, e.g. tracking-
andtracing.
ln case of
opportunistic behaviour,
e-commerce is not a

sufficient tool to
handle s.

During
the
entire
process

Both parties invest time,
effort and money in
preventing
misunderstandings,
mistakes and
misspecifications,
incomplete fine-tuning
ora lications.

More and better
(interactive)
information facil itates
ongoing com mu nication.

Source: adapted from Nooteboom {1994), pp. 32-33.
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CHAPTER z

CONGEPTUAL FRAM EWOR]( INATIONAL

s

AND INTERNATIONAL SCENARIO
NATIONAL NARIO.
Flipkart has worked wonders in the field of E-Commerce, wholly
revolutionising the way lndians purchased products, that too directly from the
conglomerates themselves. This was brought about by a sound Finance

System.

lnitially, the founders had spent r4lakh to set up the business. Flipkart has later
raised funding from venture capital funds Accel lndia (USSL million in 2009)and
Tiger Global (uss10 million in 2010 and USS20 million in June zafi]r. on 24
August 2012, Flipkart announced the completion of its 4th round of $150
million funding from MIH (part of Naspers Group) and lCoNle capital. The
company announced, on 10 July 2A13, that it has raised an additional 5200
million from existing investors including Tiger Global, Naspers, Accel Partners
and lconiq Capital.

Flipkart's reported sales were r40 million in FY 2008-2009, 1200 million in FY

2009-20L0and 1750 million for FY 20L0-2011. ln FY 20LL-2012, Flipkart is set
to cross the 15 billion (USS100 million) mark as lnternet usage in the country
increases and people get accustomed to making purchases online. Flipkart
projects its sales to reach q10 billion by year 20L4. On average, Flipkart sells
nearly 20 products per minuteand is aiming at generating a revenue of 150,000
crore (USS.8 billion) by December 2015.

On November 2A12, Flipkart became one of the companies being probed for
alleged violations of FDI regulations of the Foreign Exchange Management Act,
1999.

ln July 2A13, Flipkart raised USD 150 million from private equity investors,



taking the total to USD 360 million in its recent fundraising drive to build and

strengthen technology and bolster its supply chain.

ln Octobe r 2O!3, it was reported that Flipkart had raised an additional 5160
million from new investors Dragoneer lnvestment Group, Morgan Stanley

lnvestment Management, Sofina SA and Vulcan Capital with participation from

existing investor Tiger Giobal. With this, the company has raised a total SE6O

million in its fifth round of funding, the largest investment raised by an lnternet
company in lndia, emulating ln Mobi's 5200 million investment from Softbank
in September 201L.

The company valued at approx.USS15.5 billion {May 2015), and plans to use

the capital raised to improve its technology and supply chain capabilities,

enhance its end user experience and for hiring.

lndia's e-commerce market was worth about SZ.S bittion in 2009, it went up to

$0.9 bittion in 201L and to S14 billion in 20L2. About 75% af this is travel
related (airline tickets, railway tickets, hotel bookings, online mobile recharge

etc.). Online Retailing comprises about 12.5% (SSOO millions of 2009).

lndia has close to 10 million online shoppers and is growing at an estimated
30% CAGR vis-i-vis a global growth rate of 8-1O%. Electronics and Apparel are

the biggest categories in terms of sales.

lndia's retail morket is estimated at 5470 billion in 2011 and is expected to
grow to 5675 Bn by 2016 and Sgso Bn by 2020, - estimated CAGR of 7%.

According to Forrester, the e-commerce market in lndia is set to grow the
fastest within the Asia-Pacifie Region at a CAGR of over 57% between 2012-15.

INTERNATIONAL SCEilARIO -
Flipkart's reach has not yet reached the lnternational market so we cannot

comment on its lnternational Scenario but the management has plans of
extending its business to the South East Asian region.

21.
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For nearly 25 years, Dinesh Chopra lived with a locationat handicap. Chopra
sells computer parts, electronic gadgets and accessories from his outlet in
Nehru Place - an assembly of several four-storey buildings. Although Asia,s
Iargest computer market registers thousands of footfalls every dan only a
fraction brave the filth and ditapidation to climb up. "t'm on the first floor and
that's my weakness," says chopra, director, softek surya. ,'l don,t get regular
walking customers."

But chopra does not mind anymore. "Now, they land oh my shop via online
marketplaces," he smiles. Softek is a registered seller on five online
marketplaces, including eBay and Flipkart. ',About 3s per cent of my
marketplace buyers are from south lndia, who have never seen my shop,,, he
says. His annual sales have rocketed from Rs 14 crore in 2010-11 to Rs G0 crore
now; and 70 per cent of it is from online marketplaces, which are adding
"muscle to business".

I
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ch opra is a prime example of online marketplaces - branded e-tailers who
host sellers, and connect them to buyers for a commission - empowering a
small business to scale up.
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An example of another kind of empowerment they are enabling is lndia Trend,which is in business onry because of onrlne ma*etpraces. seven years ago,Parul Arora Mittar and her mother "tried their ruck,, by putting 20'pieces ofjewellery on eBay. Ail were sord in a week. Today, Mittals smail operationexports handmade, alloy-metal jewellery, via eBay. ,,we never had the
resources to set up a physical store,,, says the 3O_year_old. Now, she has no
reason to. "since then, r have never even thought of a physical store. The
online marketplace is my business place." And their numbers are increasing.

Amazon is the latest, launching its online marketplace in lndia in June.Globally, the world's largest retailer earns 40 per cent of its Za11revenues of
s61 billion (Rs 3,66,000crore) by seiling other peopre,s goods.

sensing the groundswell and business logic even Ftipkart, lndia,s largest onlineretailer, started seiling goods of other seilers - the onrine mirketprace
model - along with its own goods. "rt's the right time as we have now buirtthe Flipkart brand," says its co-founder & cEo sachin Bansar, adding the onrinemarketplace is the "right moder for rndia,,.such moves by e-commerce prayers
is opening up a world of possibilities for small entrepreneurs like chopra andMittal.

\.-
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The figure above clearty shows the meteoric rise of E-Commerce in Market
Capitalisation by Retailstores in the new Millenium.
It is all because of online shopping sites such as e-bay, FLTPKART, Amazon, etc.
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This is a survey conducted to find out how E-commerce has impacted
businesses in india. It clearty shows increase of an average of 70% in all the
categories of change, thus, emphasising on the fact of the Rise and Rise of E-
Commerce, and its Main player, FLIPKARI in lndia.
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CHAPTER 3

CAPITAL ANALYSIS AND FINDING
This chapter aims obtain the objective of the study by critically
analyzing the qualitative data through thoroughly Lxamining th;
interviewee's responses and beliefs. This has been achieved thiough
evaluating the most relevant responses by the participants. The data
has been analysed and discussed by comparing the comments made b
ythe respondents with theliterature review leeping in mind the
research objective oi ihe stutiy. Thus, the rationaie of this anaiysis is
based on the personal answers provided by the respondents. ar
appropriately designed questionnaire was used to collect the primary
data for the study. The data for 100 respondents was organirei
systematically in tables and graphs and then was subjected to inalysis
using appropriate statistical tools. The results of:the analysis are
presented in the following section in order to assess the customer
perception towards online shopping on Flipkart.com in India. Here for
analyzing, we are considering two factors. That is:

. Demographicalfactors

. Behavioural factors

Demogra hv

25
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1. Age Group:

Table: Age wise respondents

G ra ph :Agewise respondents

,Ag" 
Group

# 15-25

- 2s-35

35-45

45& above

Analysis and Interpretation:
Below figure shows that 630/o respondents are between 1s-25 years
old, 24% respondents are between 25-35 years
old, l2o/orespondents between 35-45 years old, and lyo respondents
are between 45& above. Overail resuit shows that betw".r, uil of the
respondents who has age betweenlS to 35 years (63o/o+24o/eg7yo)
people are more familiar to shop online on my target population.

15-25 25-3s 35-45
4s&
above Total

No. of Respondents 63 24 12 L 100

Percentage 63 24 12 t 100



2. Gender of ResPondents

Table: Gender wise resPondents

.\

Graph : Gender wise resPondents

Analysis and InterPretation:

According to demography proflte, in this study 58% mate and 42o/o female

respondents are part of my target population an$ they help me to frrlfil my

questionnaire from bifferent area of rl11<ut city. From these groups total

respondents are 100. So, according to the survey result, the male respondents

are more and can be told that theyinterested to shop online than female, even

though both of them shoP online.

Male Female Total

Responses 58 42 100

Percentage 58 42 100

Gender

w Male

,,,' Female



3. OccuPation

Table: Occupation wise respondents
,,.r.

Business
person Housewife Salaried Student Total

8 7 46 39 100

Percentage I 7 46 39 100

Graph: Occupation wise respondents

Analysis and InterPretation:

In this survey, 460/o ofthe respondents are salaried and 39o/o ate students' So

*.V Uotfr together made majorrty of responden!'s- percentage (857o)' 8o/o eft

business persons and |o/oati House wife. Salaried persons and students will

ut*uy, toot for new technologies and new services which make them more

comfort.

Occu pation

ffi Business Person

,: Housewife

'salaried

Student

-.v.\

No. of ResPondents



4. Annual lncome:

Table: lncome wise resPondent

Graph: I ncome wise resPondents

Annual lncome

E O.3L

ffi 3-61

e 6-91

*i 9& above

t

Analysis and lnterPretation:

Since 39o/oof this surYey is students most of them are of 0-3L

income range, i.e. 6A0/o.23% of them are in 3-6L income range, l3a/o

in 6-9L and 4Yo is 9 & above.

f::t;

0-31 3-51 6-91

9&
above

No. of Respondents 50 23 13 4

Percentage 50 23 13 4



5. Educational Qualification

Table: Educational wise respondent

Graph: Educational wise rspondent

0
Edypationa I Qua I ification

s Graduate

,.i Post Graduate

SSC or Equivalent

::t Others (Phd)

Analysis and Interpretation :

All of them in this survey are graduate and above qualified
peoples only. Among these 63o/oarc graduates, 36yo are post
graduates and one person is PhD.

l\

*

Graduate
Post

Graduate
ssc
Equivalent

or Others
(Phd)

No. of Respondents 63 36 0 1

Percentage 63 36 0 1



5. Educational Qualification

Table: Educational wise respondent

Graph: Educational wise respondent

0
Edypationa I Qua lification

ffi Graduate

,,- Post Graduate

SSC or Equivalent

., Others (Phd)

Analysis and Interpretation:
All of them in this survey are graduate and above qualified
peoples only. Among these 63o/oare graduates,36yo are post
graduates and one person is PhD.

.1
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Graduate
Post

Graduate
ssc
Equivalent

or Others
(Phd)

No. of Respondents 63 36 0 L

Percentage 53 36 0 1
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Behavioural factors:
A Ft"qrencY of Purchase from oniine

Table: online shoPPing usage

Graph: online shoPPing usage

aware of FliPkart.
So everyone answered 'YES' for Question no'7'

Analysis and Interpretation: More than half of them use online shopping

sometimes. i.e. 52o/o.^People who always and mostly shop through online

shopping are also good in number, 9 and i5, together 44Yo. And who use online

5fropp*E rarely is-very less in nurnber 4%. Since only 44o,/' are mostly using

tr*, trreie is a wide rpur. to fill and to make online shopping a gteat success'

And there is not *urh gender difference in online shopping, which means bcth

males and females enjoying online shopping and its benefits.

7. this survey is conducted on those people who do online shopping and are

-*

Always Often Sometimes Seldom Never Total

Male 5 2L 29 3 0 s8

Female 4 L4 23 1 0 42

Total 9 35 52 4 0 100
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8. Modes of awareness about Flipkart

Table: Modes of awareness about Flipkart

Graph: Modes of awareness about Flipkart

No" of Respondents
45
40
35
30
25
2A
15
10

5
U # No. of Respondents

more customers.

Cas':

Analysis and InterPretation:
Most of them ur. u*ui. about Flipkart through word of mouth (39%) followed

by television and online advertisiments (22Yo). Customers got aware through

biog recommendati ons (2o/o) and promotional e-mails (5'/') are very less in

number. This means a good communication about Flipkart is going on through

friends and families, which proYes that word of mouth strategy by them is the

most successful means of making people aware about their products' Success

can only be gained through delightid Customers who act as advocates for their

products and there is a wide scope of other digital advertisement techniques like

search engine marketing,
Email *ark.ting, p.oniding links and blog recommendations in order to make

Total
Search

Engines
Promotional
Emails

Links
from
other
Websites

Blog

RecommendationsAdvertisements
Word
of
Mouth

100L7515239 22No. of

100t7515239 22Percentage

d-*ut'



9. Frequency of Using Flipkart.com while online Purehasing:

Table: Frequency of Using

Graph: Frequency of Using

No. of Respondents
50

45

40

35

30

25

2A

15

10

5

0

ffi No. of Respondents

Every Time Occasionally Most of the Hardly Ever

Time

Analysis and Interpretation:

Here on this survey tTYo are always choosing Flipkart for online shopping,
while 45olo are using it occasionally. Hardly ever using members are very less,
and 32%o are using it most of the time. Since more than half of them prefer
Flipkart while thinking of online shopping, it means branding had done
successfully by them either through advertisements, services or providing good
experience to customers.

Every
Time Occasionally Most of the Time

Hardly
Ever Total

No. of Respondents L7 45 32 6 100

Percentage L7 45 32 6 100

32



10. category that mostry prefer to buy from Fripkart.com

Table: Category mostly prefer to buy from Flipkart

Graph: mostly prefer to from F kart

\,-

\n

Analysis and Interpretation:
Electronic items, Books and statioflery, Apparels & Accessories, cameras,
watches and others (bags, belts, etc.) are pu..hurrd more. 39% ofrespondents
are preferred to buy Electronics items followed by Books and Statio n y 6avrland Apparels and Accessories (20olo). Books a siationd il ;hr."ri;, itemsare more famous among the students and that may li ttre reason for largepurchase of those items from Flipkart.com.

No. of Respondents
AI1J
40
35
30
25
20
15
10

5
0

fr No. of Respondents

,*'C-."-""o*r*O
J- *o*

+d. .""

"."""of ""u/-""-."Ci' *o-
^\5 -\l'

"-t 
.""'

Electronics
Apparels &
Accessories

Books,
Movies
Music

&
Stationary

Healthcare
& Personal
Care

Home &
Kitchen
Items TotalNo. of

Respondents 39 20 30 3 4 4 100
Percentage

39 20 30 3 4 4 100

.,.ffi



11. Reason for customer's preference on Flipkart.com than others:

Table: Customers feature of Flipkart $r'=

Graph: Customers feature of Fli

{-

Analysis and Interpretation:
one of the most efficient features in Flipkart is fast delivery when
compared to other online shopping websites. So, most of the
customers prefer this website for shopping with the perception of
quick delivery $lW and availability of produ ct (29%), followed by
easy payment options {l7W.And there is a scope of increasing after
sales services and portal features when comparing with other features.

Fast

Deliver Availability
After Sales

Service

Easy

Payment
Options

Portal
Features Total

No. of
Respondents 4L 29 8 L7 5 100

Percentage 41 29 8 17 5 100

No. of Respondents

50
40
30
20
10

n

@ No. of Respondents



12. Product selection from the categories given by flipkart'com
-' '.:

Table: On the basis where Product is chosen

Grap h: On the basis where is chosen

#'',

{

.g-.

Analysis and InterPretation: i .

Custoirer perception faries while using Flipkart; it is one of the online shopping

sites which give high discounts and offers. Most of them in this

survey $B%l are looking for good featured product with high discounts while

purchasing products from f'tiptutt. And also customers more often go through

it. product review (26W before making their decision to purchase'

Product review is a kind of word of mouth strategy where product users leave

their review on their experiences with Flipkart. Customers are giving priority to

these two features while brand of product (LZo/o) arld rating of product {l4o/o)

also taken care by some other customers.

Rating of the
Product

Discounts and

Features

Review About
the Product

Brand of the
Product Total

No. of Respondents 1_4 48 26 !2 100

Percentage L4 48 26 12 100

No. of ResPondents

m No. of ResPondents

26

12

0

50

40

30

2A

10

Brand of
the

P rod uct

Rating of Discounts Review

the and About the

Product Features Product
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13. lssues faced by customer while shopping in Flipkart.com

Table: lssues faced when Pu rchased from Flipkart

Gra : lssues faced when haseC from Flipkart

Analysis and Interpretation:
Ix this survey, 30Yo af iustomers didn't face any of those problems that mentioned,

while37Ya of customers faced out of stock issue. This is one of serious issue faced by

most of customers. Since discounts and features are the one feature that most of the

customers looking for and when a good product with high discount is displayed in

Flipkart plat form" customers brought it as soon as they could. Thus the products will
be out of stocked.
Flipkart started notifying the customers about the product when the stock got

available.
payment issues and replacement issues are less in number (total l2%) since

different payment options like EMI options, card payments, Cash on delivery, Wallet
paynents etc... are provided by Flipkart and customers are satisfied with those.

ln case of replacement also only less issues are happened, thus shows most of them

are satisfied with that service. Delay in delivery happens because of shipping and

courier service issues. lt is a problem with supply chain. Mostly it happens in the end

part of the supply and in rural areas where courier services are less active. Faulty

'\-

Out of
Stock

Payment
lssues

Replacemen
t lssues

Delay in

delivery

Faulty
Produc
t

No
rssue

s

Other
s Total

No. of
Respondent
s 37 6 6 12 8 30 1 100

Percentage 37 6 6 t2 8 30 1 100

$o$""'"i"'"'so*

No. of Respondents

40
35
3o
25
20
15
10

5
0

w No. of Respondents
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product issue also happened to 8% of the customers and one of the policies toovercome this issue is 30 days repraeement porier/ 0f Fripkart,

L4. Recommending Flipkart to Others:

Table: Recommen Flipkart ts Others:

Graph: Recommending Flipkart to Others:

Analysis and fnterpretation:
In this survey, 

T.o.t of them tglyd are happy to recommend Flipkartto others like friends and family. And tiris srrows word of mouthpublicify is successfuily running and this is one of the great
advantages for Flipkart.

Yes No Total
No. of Respondents 95 5 100
Percentage 95 5 100

No. of Respondents

ffi No. of Respondents

No

0

Yes

100

80

60

40

20
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15. Customer's rating about services on Flipkart.com:

Table: Rating The experience from Flipkart

Graph: Rati The ce from rt

Analysis and Interpretation:
while analysing the rating of experiences, Flipkart provides a good
and excellent experiences to most of the customers.
Mode of given data:4 & Median of given data: 4
49% of customers rated 4 as the experience and more than half of the
population (660/o) rated4 & 5 as experience

1 2 3 4 5 Total
No. of
Respondents 7 LL 16 49 17 100
Percentage 7 11 16 49 1.7 100
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CHAPTER 4
C ONCLUSIONSAND RE C OMMENDATIOI\S

FIhIDINGS:
I There is not much difference in gender for using online

shopping
. sfudents and salaried persons are most frequent users of

Flipkart.
. Frequency of purchase for electronics, books and music,

apparels and accessories are more in Flipkart.
. word of mouth was more influential in promotion as many

people were made aware by their ftiends and family when
customers recofilmend this website to them.

. Highly discounted products got out of stock quickly, since
customers purchased it as on as they could when they see high
discount on good feafured product.

. The services provided by Flipkart are good and even more scope
of development is there for increasing the customer strength.

t Digital marketing techniques like search engine marketing links
providing other website and advertisement also functioned well
for promotion of this website.

. Fast delivery is one of best service Flipkart is providing.

. Different payment options available in Ftipkart made customers
more satisfied and comfort for paying while purchasing product.

. customers feeling more secured when purchasing through
Flipkart because of different policies and services they have.

I In comparison with competitors, Flipkart is charging free
shipping for the purchase of300 plus rupees, while otheis free
ship the service without any barrier.

. Out of stock is the main issue faced by Flipkart.

. Most of customers have good experience with Flipkart while
purchasing products.

4A



. Most of them are satisfied with the services of Flipkart and so

. Advertising is an important way to have the brand ansqroducts
familiar to consumers convenience and time saving are two
important factors that customer looking for while purchasing
through online.

RECOMMENDATIONS:

r Flipkart has successfully placed itsslf into the prospects mind
making it the India's largest online store with huge range of
products. But it still needs to work on their core competence that
is books and stationery items.

. Delivery services can be improved mainly in rural areas by
selecting appropriate courier service which has services in
customer area for dispatching an item.

. Can make free delivery to all priced products.

. Can include more coupon codes and gift vouchers for increasing
the traffic of the custcmers.

. out of stock items can made available as soon as possible and
intimate the needed customers.

. should look for Internationall overseas markets or
Neighbouring Countries.

. Critical mass of Internet users*Internet users in India is
increasing at increasing rate, so Flipkart can target more & more
cities i.e. not only tier I &, 2 but also tier 3 & ficities, which will
help generate stronger customer base & more revenues.

. Should clearing focus on the Growing online Apparel business
& it can diversif into apparel category either organically or
inorganically by acquiring other portals.

. user Experience: Portal should continuously aim to work to
improve the user experience by adding more & more innovative
features in the website like virtually shopping baske! virtual
trial rooms. In this competitive world to differentiate via user
experience, the ultimate winner will be the Indian online
consumer.

41.
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. should comprehensively invest into E-cRM & online reilutationmanagement. #,;t Logistics & supply chain: can continuously aim to reduce the
delivery time cycle.

. Price will still be a factor as arnazan being a huge company will
use its economies of scale to remove their competitors-from the
market; therefore they need to be more competitive on that
aspect.

COI.{CLUSION:
The thorough study is based on the consumer behaviour analysis
which serves a great idea regarding consumer perception when tt.y
go for online shopping. In order to satisfy ihemselves consum*r
perceive many things before buying products and they will be
satisfied if the company meet their expictation. The Overall Brand
value of Flipkart is good, but it is facing somo tough competition
from its global competitors like E-bay *a xn*on. Talking about
domestic market i.e. India, it is the most superior E-businesi portal
yhich is aggressively expanding & planting its roots deep into the
Indian market & at the same time shifting the mind-set of the people
from going &shopping from physical stoie to online stores, which is
magnifieent! Be very foeused on consumers and build amazing
experiences for the customers.
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