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Background 
Somewhere in the mid-90s, the seeds of a revolution were sown when VSNL introduced the Internet to 
India and rediff.com became the first domain name registered in the country. Soon, there was a start-up 
frenzy and anyone with any small or big idea became part of the boom and bust story we now know as the 
dot-com bubble. 

The 2000’s can be better described as a decade of foundation building, when Internet penetration 
increased steadily, technological advancements enabled better online interfaces with safer transactions, 
and e-commerce inched into the common man’s life through travel retail, classified services, financial 
services and e-tailing. And now that critical mass has been achieved, the decade of 2010s is expected to 
see this fledgling launched into the next orbit. 

Not a Pie in the Sky - How is this phenomenon 
different from 2001?
Sceptics believe that we are reliving the 2001 bubble and argue that there is the same start-up frenzy, that 
no e-tailer is making money as their models are based on selling below the cost price, that their valuations 
at irrational multiples of their toplines are not justified and that many of them are there to be acquired rather 
than to build sustainable businesses.

While we do not disagree with the above arguments and believe that less serious players will go out 
of business or get acquired, we firmly believe the ‘bubble’ won’t burst this time because of the strong 
fundamentals supporting the growth – there is a large and rapidly growing base of Internet users (110 
million in 2012 vs. 7 million in 2001)1 as well as PC/notebook/ tablet/smartphone owners and 3G network 
consumers;  the effort being put in by serious e-tailers in building better consumer interfaces and smooth 
execution is beginning to reap results; the sector is attracting investments which is helping e-tailers scale 
up; penetration and acceptance of e-tailing across small and large city consumers has increased. Overall, 
the ecosystem is much more ready than it was in 2001 and this will ensure the durability of the current 
phenomenon.

This outlook is our synopsis of the trends defining the brewing e-tailing revolution in India.

1Internet World Stats, IAMAI, Technopak Estimates
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E-tailing will 
follow a high growth 
trajectory

The size of the e-commerce market (which 
encapsulates all financial transactions conducted 
on the Internet) in India for 2012 is estimated to be 
USD 10 billion and projected to grow at a CAGR of 
~45% to reach USD 200 billion by 2020. Currently, 
the market is skewed to the travel segment 
which found the earliest adoption through online 
bookings, and accounts for ~80% of the total 
market. This skew is expected to reduce in the 
coming years, with non-travel segments, such as 
digital downloads or paid content subscription, 
financial services and e-tailing (the selling of 
retail products and services through the Internet), 
expected to register high growth. 

The late 1990’s and early 2000’s saw the launch 
of several e-tailing sites like rediff.com, indiaplaza.
com and bazee.com. However, the real game-
changing entry in this domain was that of Flipkart 
in 2007 post which a multitude of new players have 
entered the space. E-tailing is still a very small part 
(0.1%) of overall retail in India but it is projected 
to grow at a rapid pace to reach 7-8% of the total 
Indian retail market by 2020.

Key Growth Drivers

Penetration of technology 
India has witnessed an accelerated consumption 
of digital products over the last few years, which 
has led to growth of e-commerce. Internet 
access is anticipated to grow and reach 800 
million users by 2020. In the coming years 
conventional broadband is likely to be significantly 
overshadowed by 3G wireless technology (12.2 
million users in 2011 projected to grow to 100 
million by 2015), introduction of 4G networks and 
growing popularity of dongles. Low price points, 
which boost affordability, and access have led to a 
surge in smartphones and laptops.  

2005 2012 2015 2020
People with Internet access 25 110 300 800
Mobile phone subscribers 150 930 1000 1100
Smart phone users 1 40 250 450
Laptops & notebook users 1 12 50 150

Penetration of Technology (mn)Exhibit 3

Source: Technopak estimates  

E-commerce and E-tailing in India (USD bn) Exhibit 1

Source: Technopak Estimates 

200

65

0.610

Total E-commerce 
Market
E-tailing Market

2012 2020

Country E-tailing as % of Retail (2011)
USA* 8.0%
UK 13.2%
China 3.8%
Japan 3.4%
Germany 9.0%
France 7.3%

Exhibit 2 E-tailing as % of Retail

*Not including automobile industry 
Source: Industry Sources

Access to the Internet is increasing at an accelerated 
rate, and is projected to reach 800 million users by 
2020 
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Credit/ Debit card penetration and usage
Though Indian consumers are yet to adopt card 
payments the way consumers in developed 
economies have, the number of outstanding cards 
has grown at a CAGR of 17% since 2005 and is 
projected to grow steadily in the next decade. The 
spending on cards has been increasing steadily 
and stood at USD 19 billion on credit cards and 
USD 10 billion on debit cards in FY 2012 (this 
translates into per card spending of USD 1095 on 
credit cards and USD 38 on debit cards during the 
year).

However, e-tailers have successfully offered a 
cash-on-delivery option as an alternative to credit/
debit cards. 

Changing consumer lifestyle
The adoption of e-commerce is also due to the 
convenience it offers in terms of access, decision 
making and time. There is increasing time poverty 
in urban India with people spending more time 
commuting to and from the office, on leisure, 
grooming and well-being, socializing etc. leading 
to limited time available for shopping. This is 
accentuated by the growth of nuclear families and 
an increasing number of women in the workforce. 
At the same time, consumers are spending more 
time online on messengers, social networks, 
e-mails etc. (which are fast becoming an essential 
part of their lives) and getting familiar with the 
Internet. These factors boost online shopping as a 
relatively low-stress alternative which also reduces 
the demand on the consumers’ time. Increasing 
brand awareness among young Indians in both 
small and large towns and rising aspirations to own 
these brands (which are mostly absent in smaller 
towns and are often offered at heavy discounts 
online) is also a key driver for e-tailing. 

Young demographics
India is a young country with 35% of the population 
between the age bracket of 15 and 35 years. 
Further, the Internet audience, i.e. people who 
access the Internet from either home or work, also 
comprises a younger population with 75% people 
between the age bracket of 15 and 34 years, of 

which the 25-34 years of age segment comprises 
40%. About 50% of these visit e-tailing websites. 
This is the core target audience for e-tailing in 
India, both because of their access to the Internet, 
comfort with online transactions, their lifestyle 
needs and disposable income. Going forward, 
young India will continue to drive the growth of 
e-tailing.

Improved supply side 
Until a few years ago, there were only a handful 
of prominent e-tailers in India offering what can 
be better described  as a ‘catalogue buying’ 
experience, with limited focus on interface, 
technology and execution. This started changing 
around five years ago with new entrants redefining 
the rules of the game with better consumer 
interfaces, execution and marketing. They grew 
the market and introduced competitiveness 
in the space. As these players battle to attain 
critical consumer mass and grab top slots, there 
are now more products and services on offer, 
better interfaces, reliable back-ends, delivery and 
payment options (like cash-on-delivery, ‘Try & Buy’, 
EMI schemes etc.), online technology enablers 
to assist such purchasing, heavy discounts and 
mass media campaigns to educate the consumers 
and allay apprehensions associated with online 
shopping.

India Internet Audience 15+ Years by AgeExhibit 5

Source: comScore 

45-54 yrs  6% 

35-44  yrs  16% 

25-34 yrs  40%  

15-24 yrs  35%  

55+ yrs  3%

35% of India’s population is 
between 15 and 35 years of age. 
India’s Internet audience is also 
young, with 15 to 34 year-olds 
making up 75%, and 25 to 34 year-
olds alone accounting for 40%. 
Visitors to E-tailing sites comprise 
about 50% of this population.

Year Credit/ Debit Cards Issued

2005 67

2012 205

2015 300

2020 450

Cards Issued in India (mn)Exhibit 4

Source: RBI, Technopak Estimates
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While e-tailing is still a very small share of sales 
for multi-channel retailers, it is a strategic tool to 
ensure consumer retention and also to reach out 
to a wider consumer base in smaller cities and 
towns where it is not feasible for retailers to set 
up stores. It is therefore becoming imperative for 
brick-and-mortar retailers in India to adopt e-tailing 
as an essential sales channel. Activity in this space 
has already begun, with many Indian retailers 
launching their e-tailing portals. Increasingly, 
consumer product companies are also  exploring 
the online channel – either through  own portals  
or through other e-tailing sites. However, most 
consumer product companies are still  not geared 
up for the online channel and  are yet to develop 
a sales and marketing  approach  suited to the 
requirement of  e-tailers. Few prominent retailers 
who have entered the space in the past year are 
as shown in Exhibit 7.

Online Presence: 
from Opportunity to 
Necessity 

E-tailing not only enables companies to create 
visibility and reach a wider consumer base but 
also offers a better cost structure as compared to 
brick-and-mortar retailers. Hence, e-tailers are able 
to pass on higher price discounts to consumers. 
Online stores vis-à-vis physical stores have 
typically lower rentals and employee costs even 
though fulfilment costs for an e-tailer are higher. 

This makes the online channel a threat to brick-
and-mortar retailers, affecting the latter’s sales 
globally. The effect is more pronounced in some 
categories, e.g. books. As per the UK Booksellers 
Association, the count of independent bookshops 
in UK has dropped from ~1500 to 1100 between 
2006 and 2011. Similarly, in India, the books 
category has seen the emergence of many online 
retailers, which has affected traditional booksellers 
with many of them seeing an estimated 20-25% 
decline in their sales. 

It is not surprising that pure e-tailers have grown 
faster than most brick-and-mortar retailers in last 
few years as shown in Exhibit 6. 

While e-tailing is still a very small share of sales for multi-channel retailers, it is a 
strategic tool to ensure consumer retention and also to reach out to a wider consumer 
base in smaller cities and towns where it is not feasible for retailers to set up stores

Retailer Category No. of 
stores 

E-tailing portal 
launch

more. (Aditya Birla)* Multiple ~575 2012

GKB Opticals Eyewear 61 2012

Tata Croma CDIT 81 2012

Crossword Books 78 2011

Om Bookstore Books 29 2011

PUMA Lifestyle 200 2011

Bata Footwear 1300+ 2011

Recent Entrants in the E-tailing Space Exhibit 7

*more. hypermarkets and supermarkets, Industry Sources

Source: Industry Sources, Technopak Estimates

Player Year of
Inception

Revenues
2011

(USD mn)

Revenues 
2012 

(USD mn)

Growth 
% 2011-

12 

Flipkart 2007 15 100 567%
Crossword 1992 9 7 (22%)
Yebhi 2008 10 30 200%
Metro Shoes 1947 82 107 30%
Shoppers 
Stop 1991 335 388 16%

Revenue Generated by 
Online Players vs. Physical RetailersExhibit 6

    (*1 USD= Rs. 50)
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The biggest challenge for retailers lies in integrating 
their physical stores with online stores which can 
result in cannibalization of physical store sales 
and store productivity. This makes it necessary 
for retailers to adopt a multi-channel strategy with 
a strong focus on creating synergies in multiple 
areas such as customer relationship management, 
supply chain and processes & systems to maximize 
benefits. 

Retailers will not only need to look at integrating 
various functions (e.g. sourcing, marketing, 
logistics, technology)  to maximize synergies, but 
will  also require a defined independent strategy 
for each channel that faces different consumer and 
competition dynamics, and further ensure that the 
brand proposition and essence is preserved.

Many established retailers across the globe have 
integrated different channels, as shown in Exhibit 8. 

India has not as yet seen much prevalence and 
evolution of multi-channel strategies due to the 
low penetration of e-tailing as well as organized 
retail. The retailers who have forayed into e-tailing 
are still in the process of channel integration and 
refinement. Few examples include the Aditya Birla 
Group that has introduced its e-tailing portal and 
is leveraging its physical stores in Bangalore for 
delivery of orders placed online and Shoppers Stop 

Exhibit 8

that allows its customers to exchange products 
bought online at any of its stores across India.

However, India is now catching up with the global 
trend and the adoption of a multiple channel 
strategy will soon become a norm among organized 
retailers and consumer product companies across 
several categories.

Retailer Country of 
Origin Category Year of 

Inception
E-tailing 

portal launch
Revenues from online 
channel (2011) Multi-channel approach

Sephora USA Beauty and
Cosmetics 1970 1999 11% of sales (~USD 0.16 bn) •	 Order online, 

return at store 

Best Buy USA Consumer 
Electronics 1966 2000 4-5% of sales (~USD 2 bn) 

•	 Order online, pick 
up at store - 40% 
of online purchases 
are picked up at 
the store

•	 Online returns and 
exchanges  at store

Walmart USA Multiple 
products 1962 2000 1% of group sales (USD 4.1 

bn)

•	 Pick Up Today - 
Service enabling 
placement of 
orders online and 
pick up at store

•	 Site to Store - 
Order online and 
get it delivered to 
a chosen Walmart 
store in USA for 
collection 

Global Retailers following Multi-channel Integration

Source: Industry Sources 
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Online buying is booming in India and the 
phenomenon is not limited to large cities. Internet 
usage in smaller cities such as Bhubaneswar, 
Mangalore, Pondicherry, Kolhapur etc. is on the 
rise. In 2011 alone, ~48% of the total urban Internet 
users were in smaller cities (with population below 
1 million) and just over a third of Internet users 
were in top 8 metros as shown in Exhibit 9. 

Other factors that have been equal contributors 
towards the rise of online buying in these cities 
are growing aspirations, changing lifestyles and 
increasing purchasing power of people. Consumer 
awareness of the latest fashion trends and 
technological advancements has further fuelled 
aspirations to own global brands. But the limited 
availability of brands in Tier II and Tier III cities (due 
to non-viability for most brands to set up retail 
stores in these cities) is driving consumers to shop 
online. 

Another driver for growth is multiple payment 
options offered by players (like cash-on-delivery) 
and the flexibility in product replacements/
exchanges, which have instilled confidence in 
consumers towards online buying. The eBay India 
Census 2011 indicates that ~40% business in the 
online space comes from consumers in Tier II and 
Tier III cities. Examples of Indian players who are 
doing significant business in smaller cities include 
the likes of Yebhi, Snapdeal, Yepme etc.  

As players strive to capture market share in this 
growing small cities segment, they can adopt 
innovative ideas to drive traffic to their websites 
and enhance user experience. One approach 
could be providing vernacular websites to capture 
consumers in different regions; as done by 
e-tailer Yepme with its Hindi version site. Access 
to these websites can be further supported by the 
multilingual capability of search engines such as 
Google (which currently offers search in 9 local 
languages), thus drawing more traffic.

Globally too, many online players have set-up 
customized language portals based on location, 
to cater to the multilingual audience e.g. portals of 
online players like Amazon.com and Esprit support 
7 languages.     

Going forward, smaller cities will continue to 
drive e-tailing growth due to increasing Internet 
penetration, absence of stores selling aspirational 
brands and lucrative online deals.

Urban Internet Users in India (2011)Exhibit 9

Source: IAMAI 

35%

17%11%

11%

26%

Top 8 metros 1 Mn+ population Towns with population between 0.5-1 Mn

Towns with <.5 Mn population Towns with <.2 Mn population

As per eBay India Census 2011, around 40% of the 
business in the online space comes from consumers in 
Tier II and Tier III cities

Opportunity beyond 
Metros: Tier II and Tier III 
Cities to drive E-tailing
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Efficient order fulfilment remains a big challenge for 
most Indian e-tailers. Key fulfilment costs include 
warehousing, packaging and logistics of which 
logistics is the largest component. This includes 
forward and reverse logistics (for returns), Cash- 
on-Delivery(COD) costs and taxes like Octroi.

Logistics in India has always been challenging 
given the geographical complexity, sub-optimal 
infrastructure and regulatory variations across 
the country. Also, logistics has typically been a 
B2B service and the B2C logistics ecosystem is 
still underdeveloped. Customer interaction, cash 
handling, and returns handling are totally new 
phenomena for third party logistics (3PL) providers 
and they need to invest in developing these 
capabilities. The last mile delivery is the largest 
component (50-60%) of the forward logistics cost.

Some e-tailers have  developed their in-house 
logistics set-up. This is to get higher control of 
the last mile delivery which is the only ‘tangible’ 
consumer interaction and also because most 
3PL players are still in the process of developing 
efficient and comprehensive logistics networks. 
However, investment in own logistics requires a 
threshold city level scale to be feasible. E-tailers 
with below scale deliveries in cities, limited 
management bandwidth and inadequate capital 
will prefer outsourcing operations.

Whether own or outsourced, players will 
increasingly look to optimize fulfilment costs 
(while there are scale benefits as deliveries to 
same locations increase, costs increase as 
newer geographies are targeted). This is made 
more difficult as best practices benchmarks are 
yet to be set in the  Indian context, and e-tailers 
and 3PL providers are still figuring out the level 

of optimization which can be achieved. Also, as 
e-tailing becomes significant for multi-channel 
companies, they will have to take calls on how to 
synergize offline and online operations.

Other factors which impact fulfilment costs are 
delivery and returns policies adopted by players. 
E-tailing growth in India has been catalyzed by free 
home delivery and COD. COD enables non-card 
holders to shop online and ‘derisk’ consumers 
who have inhibitions about online transactions. 
Initiated as an enabler, COD has now transformed 
into a consumer habit - COD orders are ~60% of 
total orders for many e-tailers. However, this has 
also resulted in higher returns for several players. 

Some other services introduced include the likes of 
‘no questions asked return policies’ (for durations 
as high as 100 days from some players) and ‘try 
and buy’ which though cater to certain limitations 
of e-tailing (e.g. footwear size trial) but may result in 
increased fulfilment costs due to multiple product 
shipment and higher operational complexity.

While all these have ensured higher consumer 
traffic, most players are now looking at alleviating 
the impact of these costs. E.g. Flipkart now offers 
free home delivery only for orders above Rs. 300 
(from Rs. 200 few months back); other major 
players have also capped minimum free delivery 
amount. Many players offer instant discount and 
product bundling offers only on prepaid orders. 
Going forward, players may also look at tiering 
delivery charges (e.g. premium being charged for 
faster deliveries, rest being free).  

Players will increasingly look to optimize fulfilment costs.
This is challenging due to the underdeveloped B2C 
logistics ecosystem 

Managing Fulfilment Costs 
will be Critical 

e
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While there are several reasons why consumers 
shop online like price, convenience, product 
selection, ability to compare, access to reviews 
etc., the biggest crowd-puller for online stores are 
the discounted prices as compared to physical 
stores, which they are able to provide given their 
leaner cost structure. 

Globally, a study reveals that price remains 
the topmost factor for 64% of consumers while 
choosing an online store for making purchases.
However, it is not the only factor- other attractive 
factors include selection, promotions etc. as 
shown in Exhibit 10.

Even in countries like the USA and UK where 
online retail is relatively more established, price 

discounting is high and comparable to India. A 
comparison of some representative discounts 
offered by players across countries is shown in 
Exhibit 11.

In addition to direct price discounts, product 
bundling (complementary products to the one being 
bought) will also become popular. Online retailers 
can provide discounts around bundled offers and 
get increased business from consumers. Globally, 
players like Amazon.com, Walmart, Argos and 
Tesco Direct have successfully provided product 
bundling options to consumers. In India, the 
concept is relatively new. E.g. Bundlebaazi.com 
has been launched enabling consumers to club 
purchase of 2 or more items to avail discounts. 

Parameters 2007 2010 2010 

 In top 5 In top 5 #1 factor

Price 87% 96% 64%

Selection 74% 86% 14%

Promotions/ Advertisements 48% 50% 3%

Customer Service 43% 46% 2%

Familiarity/ Experience with store  42% 44% 6%

Payment options 41% 43% 2%

Access to customer reviews, product information 40% 38% 3%

Name recognition 38% 37% 4%

Ability to purchase multiple items 34% 36% 2%

Recommendations from friends/ relatives 23% 18% 1%

Consumer Preferences in choosing an Online StoreExhibit 10

Source: JP Morgan Internet User Surveys, 2007 and 2010

Discounted prices are a big crowd puller for online stores across the 
globe. A global study reveals that price remains the topmost factor for 
64% of consumers while choosing an online store for making purchases-
however it is not the only factor

Price will continue 
to be a key driver for E-tailing, 
though not the only one
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Category Product Details Amazon USA Snapdeal India Flipkart India

Retail Price 
(USD)

Discount 
%

Retail 
Price 

(USD)
Discount % Retail Price 

(USD) Discount %

Perfumes Calvin Klein IN2U 
Woman 100ml 56 40% 63 37% - -

Electronics- Mobile 
Phone

Nokia Lumia 800 
Black 846 51% 528 13% 472 0%

Books Steve Jobs : The 
Exclusive Biography 33 52% 18 40% 18 30%

Books Kill Shot by Vince 
Flynn 26 40% - - 31 18%

Discount Comparison of Mobile Phones, Perfumes and Books Exhibit 11

Source: Retailer websites, as on 16th May, 2012           All prices in USD (*1 USD= Rs. 50)

A large segment of Indian consumers is price sensitive and always on the lookout for good bargains. Most 
e-tailers in India are trying to acquire consumers by offering heavy discounts – often below the cost price, 
which is not sustainable in the long run.

Though price discounting, direct or through bundling, deals, flash sales etc. will continue to be an important 
driver for online purchase, there is an increasing realization among e-tailers that this alone does not drive 
loyalty. The high customer acquisition costs (which is above Rs.1000 per customer for many players) imply 
that each customer needs to transact at least 3-6 times for a player to justify such costs. With an increased 
bottomline focus, several players are trying to move away from the ‘lowest price’ proposition and trying to 
inculcate loyalty through others factors too like product/ service offerings, interface experience, efficient 
fulfilment etc. Along with price, these will become important as e-tailing market matures.

MONEY 
SAVER

E

50% 
OFFSALE60% SPECIAL

OFFER

MONEY
SAVER

60% 
OFF

SPECIAL OFFER

HALF
PRICE

70OFF
%

DISCOUNT

HEAVY SPECIAL 
DISCOUNTBARGAIN

PRICE
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Technology will 
remain the backbone of 
the E-tailing revolution

Technology is the backbone of e-tailing starting from 
the platform on which e-tailing rests. Technological 
developments will continue to play a critical role in 
the growth and adoption of e-tailing by reducing 
the divide between physical and online stores and 
ensuring efficient execution.
 
Enhanced user experience 

Globally, online players have made significant 
investments in various technologies that help 
replicate the physical store experience for 
consumers. One such example is virtual trial 
rooms - ‘Virtual Try-on’ - introduced by Fashionista.
com and Tobi.com– an online fashion boutique in 
the USA which helps consumers try apparel in the 
virtual world. This technology can be used not only 
for trying on clothing but also in other categories 
such as eyewear, cosmetics etc. Other retailers 
in developed markets who have opted for this 
technology are Banana Flame in apparel, and 
Vision Express, Tortoise and Blonde Eyewear in 
the eyewear category in the UK. 

A further advancement to Virtual Try-on is the 
‘Virtual Fitting Room’ developed by Estonia’s 
Fits.me that uses a robotic mannequin to enable 
trying of clothes in the virtual world. The company 
claims that those adopting the virtual fitting room 
technology have seen a growth of ~50-60% in 
sales and a reduction in returns by nearly 28%. 
These technological advances have taken the user 
experience to the next level, resulting in increased 
store traffic. 

Few other technological developments that are 
prevalent and followed by global retailers in the 
online space include co-shopping, price drop alert 
and customer product tagging. A glimpse of some 
newer technologies adopted by players is shown 
in Exhibit 12.

Another upcoming technology that is still under 
development is ‘Haptics’, that allows users to touch 
and feel the product e.g. texture of cloth in case of 
apparel, replicating the real time experience for the 
user. 

India is still far behind in adoption of these 
technologies, though efforts in this direction 
have begun. Several players are now providing 
zoom feature facilitating better product views 
prior to making purchases. Eyewear retailer GKB 
Opticals offers a ‘Try-on Virtual Mirror’ and ‘Face 
Shape Guide’ that helps consumers choose, try 
and buy products. Recently, e-tailer Zovi.com has 
launched its virtual trial room ‘Zovi Eye’. Through 
the application, consumers can stand in front of 
a webcam to see a clothing image fit on oneself. 
This gives an experience of trying the product in a 
trial room in front of the mirror. 

As the Indian e-tailing space grows and matures, 
technological enablers shall become more 
ingrained in the user interface of Indian players.

Technological developments play a critical role in the growth and 
adoption of e-tailing especially for categories that require touch and 
feel. Globally, e-tailers have adopted technologies such as virtual try-
on, co-shopping, price drop alert, customer product tagging that enable 
replicating the physical store experience for consumers
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Technology Description Examples of Companies

Virtual Try-On Enables consumers to try and see products in the virtual world
Toms Eyewear (USA)
Online Glasses Shopping (USA)

Virtual Fitting 
Room Enables trying products virtually on a robotic mannequin Zegna (Italy) 

Barbour By Mail (UK)

Co-shopping
Enables users sitting in different locations to view the same product page 
and chat in the same window to discuss about the product, thereby assisting 
in the purchase decision

Dell Inc. (USA)

Customer Tagging Enables registered consumers to tag a certain product (describe or comment 
on it) that acts as a guide for other consumers Amazon, Zappos

Price Drop Alert Allows consumers to configure an incoming email message which gets 
triggered when the price of product drops to a specified level

Newegg, USA (Consumer Electronics)
Rugs USA (Home Furnishings)

Online Players adopting latest technologiesExhibit 12

Back-end systems for efficient operations

Technology will also help e-tailers streamline their 
operations by assisting in the management and 
more efficient and smoother execution of back-
end processes. Players who are early and effective 
adopters of new technological developments will 
have an edge over others.

•	CRM- CRM solutions are important to e-tailers 
since they help in mapping the browsing and 
shopping behaviour of consumers. This helps in 
customizing and promoting products as per user 
profiles and preferences, and also in constantly 
improving the interface.

•	Supply Chain- Online systems are also important 
in ensuring a smooth supply chain by integrating 
consumer orders to vendors, suppliers, 

warehouses etc. in an efficient manner. The 
delivery and execution of orders can also be 
tracked in real time.

•	Payment Solutions- Another technological 
intervention that will innovate with growth in the 
online space is payment solutions. Players will 
also adopt payment solutions like prepaid cards, 
EMI options and promote usage of net banking 
and credit cards by incentivizing payments 
(e.g.additional discounts on use of these 
payment mediums).

•	Security- Since the online channel has opened 
up many avenues of fraudulent activities 
which can compromise the security of e-tailing 
websites, existing security solutions will have to 
be continuously upgraded. 
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Mobile phones will be the key interface for Internet access in India in 
the future - smartphone users are expected to reach 450 million by 
2020 driven by affordable price points

Mobile Commerce 
will be a significant 
channel for India

Globally, the contribution of m-commerce to the 
e-commerce market is estimated at 20% in Japan,
3.4% in USA and 5% in China (Exhibit 13). In China, 
there are more than 530 million Internet users and 
almost ~70% (~356 million) of them access the 
Internet via mobile phones1.

Taking advantage of this emerging mobile 
commerce opportunity, most global e-tailers, 
including Chinese giants like Taobao and 360Buy, 
have developed mobile applications to enable 
anytime, anywhere access to consumers. Tesco 
has adopted an innovative mobile application 
enabling commuters to shop for groceries while 
waiting for trains by setting up “shopping walls” in 
Korea i.e. virtual supermarket with display shelves 
resembling an actual supermarket.

Some other players who have launched mobile 
websites or created their mobile applications are 
retailers like Debenhams, Marks & Spencer and 
department store chain John Lewis in the UK.

M-commerce as a % of Retail E-commerceExhibit 13

* USA and China numbers are for 2011, Japan for 2009
 M-commerce includes transactions other than retail shopping via mobiles
Source: Emarketer, Ministry of Internal A�airs and Communications of Japan, iResearch, Industry Sources 
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88 122

6.7 18 6

USA Japan China
E-Commerce Market Size (USD Bn) M-Commerce Market Size (USD Bn)

The trend has already percolated into India, 
which is the 2nd largest mobile phone market in 
the world. Internet access on mobile phones is 
increasing steadily –

•	According to Statcounter estimates, 48% Internet 
usage took place through mobile phones in April 
2012 in India 

•	About 40% of the total search queries on the 
online search engine Google are made through 
mobile phones in India2. This is significantly 
higher than the corresponding numbers for 
developed markets- 14% in the USA, 11% in 
Russia and 6% in the UK.

As against mobile phones, the number of 
broadband connections in India stood at 11.9 
million in 2011, growing at a CAGR of 38% over 
2 years. Clearly, mobile phones will be the key 
interface for Internet access in India in the future 
fuelled by following 2 factors: 

•	Accelerated Deployment of affordable 3G 
services: 3G services are a key driver of Internet 
access through mobile phones, providing 
high data speed for downloads, streaming, 
making video calls etc. The current 3G network 
subscriber penetration of below 2% of mobile 
subscribers with an estimated 12.2 million users 
is expected to grow to 100 million users by 2015 
(as per Crisil). Also 4G network services will 
further boost mobile Internet access.

1China Internet Network Information Center      2, Google India  
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•	Increase in number of smartphone users: 
Smartphone users will increase from 40 million in 
2012 to 450 million by 2020, driven by affordable 
price points. 

This expected primacy of mobile phones as 
the Internet access interface will contribute 
significantly to e-tailing with users opting for 
m-commerce in India, or buying from websites 
through mobile phones. The m-commerce wave 
has already arrived in the country but is still to 
gain momentum. Most players currently provide 
basic mobile phone applications to consumers for 

latest offers, bargains and checking membership 
account details. Few players like Flipkart and eBay 
provide end-to-end mobile platforms enabling 
users to browse, buy and pay for products through 
mobile phones. Few other e-tailers have launched 
their mobile phone-compatible websites.

It is anticipated that India will follow countries like 
China with primary Internet usage through mobile 
phones. M-commerce is expected to contribute 
significantly to e-tailing in the future and will be on 
the radar of all key e-tailers in India.
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Start-up frenzy and 
Funding to abate in a 
few years: Beginning of 
Consolidation

The last 5 years have seen dozens of new entrants 
into the Indian e-tailing sector – with several 
players vying aggressively to grab the top slots 
e.g. Flipkart, Snapdeal, Fashion and You, Myntra, 
Yebhi, Yepme etc. The Indian e-tailing story has 
also appeared very promising to investors who 
have betted big by investing in these start-ups. 
These investments have enabled players to grow 
and scale up quickly. Investment in the online retail 
space exceeded USD 500 million in 2011 as per 
VCCEdge. Few prominent investors are shown in 
Exhibit 14.

Investors have been upbeat about the sector 
but the challenge faced is the high valuations of 
e-tailers. Despite the valuations, investors have 
placed high stakes on the sector and are pumping 
in large sums of money. Key players who have 
successfully raised money are shown in Exhibit 15.

Additionally, investors have also been upbeat 
about funding ancillary companies. As per industry 
sources, IFC invested USD 2 million in payment 
solutions provider Vortex and Footprint Ventures, 
while Intel Capital invested in payment platform 
EnStage Software in 2011. 

Investor Invested Capital 
(USD mn)

No. of deals and key 
players invested in 

Tiger Capital 82 
7 (Myntra, LetsBuy, 
Flipkart, Babyoye, 
Exclusively.in, Caratlane)

IndoUS Venture 
Partners 36 4 (Snapdeal, IndiaPlaza, 

Myntra)
Helion Venture 
Partners 35 3 (Exclusively.in, LetsBuy)

Accel India 31
8 (Myntra, LetsBuy, 
Flipkart, Babyoye, 
Exclusively.in)

Sequoia Capital 23 2 (Fashion and You)

Key investors in the E-tailing industryExhibit 14

Source: Venture Intelligence

Source: Industry sources 

Investor Capital 
(USD mn) Investors Year of Investment 

Flipkart 30 Tiger Capital, 
Accel India

Oct – Dec ’09 
and June ’11

Exclusively.in 19

Helion 
Ventures, 
Accel India, 
Tiger Global

Oct ’10 – May ’11

Myntra 18

Accel India, 
Tiger Capital, 
IDG Ventures, 
IndoUS 
Ventures

Sep ‘07 – Jul ‘10

*Brainbees 
Solutions 
Pvt. Ltd.

14 IDG Ventures Feb ’12

#Jasper 
Infotech 12

Nexus 
Ventures, 
IndoUS 
Ventures

Jan ‘11

Naaptol 7 Canaan 
Partners Aug ‘10

Capital raised by Online retailersExhibit 15

*Brainbees owns Firstcry.com and GoodLife.com brands, India’s #1 babycare and #1 beauty site
#Jasper Infotech owns and operates SnapDeal and operates ‘MoneySaver’ a promotions platform and 
is active in providing solutions in online marketing and running campaigns

The e-tailing market is already witnessing signs of change 
with consolidation taking place and players repositioning 
themselves with increasing focus on bottomlines 
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E-tailing is a business where profitability follows 
scale and synergies are achieved through sourcing, 
executing and consumer loyalty: e.g. Amazon.
com’s net income came out of the red after 8 years 
of inception in 2003 at revenues of USD 5.3 billion. 
So we are seeing a price war among e-tailers, 
many of whom are selling below cost price and 
indulging in mass media campaigns – all burning 
money now in anticipation that they will acquire the 
critical consumer base to break-even in the future. 
However, the price wars may not be sustainable 
for all e-tailers who may end up shutting shop or 
getting absorbed by larger e-tailers. Increasingly, 
investors will also want players to introspect and 
focus on their bottomlines. 

Also, the barriers of entry to the space are 
increasing fast as early mover advantages are 
gone and new entrants face tough competition 
from larger players who have already developed 
strong networks and some scale.

Henceforth, the start-up frenzy and high investment 
is expected to subside and consolidation will 
begin. There have already been a few acquisitions 
in the e-tailing space as detailed in Exhibit 16.

Furthermore, the entry of Amazon.com into India’s 
e-tailing market is expected to speed up this 
consolidation trend. The e-tailer forayed into the 
Indian market with junglee.com, a comparison 
website on the marketplace model (given FDI 
restrictions in multi-brand retailing). It also got 
permission to set up a logistics company in India 
further injecting urgency into the space.  

Investor Acquired Year

HealthKart.
com MadeinHealth.com (Health Nutrition) 2012

Yebhi.com Stylishyou.in (Fashion Jewellery) 2012

Snapdeal Esportsbuy.com (Sports Goods) 2012

Flipkart

LetsBuy (Consumer electronics player) 2012

Chakpak.com (Bollywood news site) 2011

WeRead (social book discovery tool) 2010

BenefitsPlus 
Media

Snowball eRetail Services (multi-
product retailer)
Koovs.com (Lifestyle player)

2011

Homeshop18 Coinjoos.com (Books) 2011

Recent Acquisitions in the E-tailing industry Exhibit 16

Source: Industry Sources 

Country

Share of top 
players in 

online retail 
commerce

Player details – 
2010

E-tailing portal 
launch

USA ~50% (top 3)

Amazon (mass 
merchant), 35% 
share

Amazon- 1995

Staples (office 
supplies) - 10% 
share 

Staples- 1998 

Apple 
(computers/ 
electronics) – 5% 
share

Apple- 1997

China

B2C- 53% 
(top 3)

 360 Buy 360 Buy- 2004

Dangdang Dangdang- 1999

Amazon China Amazon China- 
2004

C2C- ~80% 
(top 1) Taobao Taobao- 2003

Top Players in Global E-tailing marketExhibit 17

Source: Internet Retailer, JP Morgan, Industry Sources 

In due course of time, smaller and non-serious 
players will get wiped out, leaving behind clear 
leaders. In the multi-category space there will 
be 3-4 key players and all others shall be distant 
competition as is prevalent in the global market 
(Exhibit 17). In the USA, ~50% of the online retail 
commerce market is held by top 3 players.

Thus in the Indian market, strategic shifts will 
take place in a bid to increase user base. As 
consolidation happens, clear leaders across 
categories will emerge in the next few years.
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Even flash sales/ deals player Snapdeal forayed 
into selling of apparel, consumer electronics etc. 
in 2011 and later ventured into baby care products 
and toys.
   
Inventory vs. consignment model 

Beyond product offerings, a key area witnessing 
flux is at the execution end with players either 
following inventory or consignment-based models. 
Few are also in the process of adopting a hybrid 
model (mix of consignment and inventory). In 
inventory model, players buy from suppliers and 
have to manage the risk of inventory while selling 
products to consumers, whereas in consignment 
model, players sell products to consumers without 
any inventory-related risk. As each model has 
its own pros and cons, players need to have a 
clear understanding of the strategy they need to 
adopt for the target market to decide their optimal  
business model. Exhibit 18 shows the mix of 
models followed by few players in India.

Currently, the inventory-based model is more 
common in India, which enables players to fulfill 
orders quickly and provide customized delivery. 
Consignment-based model is not too common 
and prevalent as logistics are not well-developed 
in the country and dependency on third party 
suppliers affects consumer experience with a 
player. Players like Indiatimes Shopping have been 
moving towards adoption of a hybrid model which 
mixes the consignment and inventory models.

Since the Indian e-tailing industry is in a nascent 
stage, most players have been experimenting 
with and fine-tuning their business models. The 
business models of players will continue to remain 
in a state of flux over the next few years as they 
evolve along with the e-tailing ecosystem.
 
Evolving product offerings 

The e-tailing market has already started witnessing 
signs of change with players tweaking their 
business models – from single category e-tailing 
to multi-category e-tailing and from being flash 
site or deals players to a hybrid business model 
encompassing a wider product offering of a pure 
play e-tailer. This has helped them in achieving 
scale - attracting larger consumer traffic, thus 
increasing sales transactions as well as catering 
to multiple shopping occasions of the consumer 
base. 

One example is Flipkart which started in 2007 as an 
online books retailer, extended its portfolio to media 
(games, music and movies) and mobile phones 
and accessories in 2010. In 2011, it expanded into 
many other product categories such as personal 
care, health and home appliances and, in 2012, 
introduced watches, belts, bags, luggage and toys 
to its portfolio.
 
Also, Naaptol.com that started as a product search 
and comparison platform in 2008, moved towards 
selling online in 2009.

Indian e-tailing market is in a nascent stage. Both front-end as well as 
back-end business models of e-tailers will continue to evolve

Business Models 
will continue to 
Evolve
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Marketplace vs. Direct Selling 

Typically, direct selling is  more prevalent in India (where retailers buy from suppliers and sell to consumers). 
This could be either inventory-based or consignment-based. However, a popular business model in 
countries like the US and China is the marketplace model that connects buyers and sellers to facilitate 
a transaction, with the facilitator getting a listing fee. eBay USA operates completely on the marketplace 
model, with Amazon.com fetching ~30% business from its marketplace and the rest from direct selling. 
Prominent players in Japan- Rakuten, Yahoo and Amazon.com also work on the marketplace model.  
Chinese retailers like Vancl and Dangdang are also moving towards adoption of this model.    

As the back-end system develops with a better supply chain and logistics network in India; players will 
increasingly move towards adoption of hybrid models, comprising direct selling and marketplace, in India 
as well. 

Examples of Retailer Business ModelsExhibit 18

Multi Category Focused/ Niche Category
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E-tailing will 
leverage the Social 
Media Platform

With increasing Internet penetration, people 
are getting entrenched into the online space, 
and spending a lot of time on social networking 
platforms. Globally, an estimated 25% of the 
time spent by users online is on social networks. 
According to a Nielsen survey, the number is 
equally high in India at 22%.

Companies across the globe are increasingly 
using the social media platform as a marketing 
tool and focusing on their social media strategy 
to capitalize on the platform’s strengths, viz. high 
consumer traffic, direct communication and low 
costs.

The time is not far when consumers will also 
increasingly transact through social networks 
giving rise to social commerce. The phenomenon 
is already in the early stages of development, 
enabling people to connect where they buy and 
buy where they connect-shopping and socializing 
are converging in the online world too. 

The global social commerce market is projected to 
grow from USD 5 billion in 2011 to USD 30 billion 
by 2015 as shown in Exhibit 19.

With over 900 million worldwide users on Facebook, 
F-commerce, or selling through Facebook, has 
already been kick-started. Brands like Best Buy 
(Consumer Electronics) and Threadless (Apparel) 

have initiated “Facebook selling” where they 
have set up a storefront on Facebook enabling 
consumers to browse products (However, clicking 
on the product takes them to the brand/ retailer 
website). “End-to-end selling” through Facebook 
has been facilitated by flower service provider 
1-800-flowers, Delta Airlines, ASOS and Brooks 
Brothers wherein users can browse and place 
orders without leaving the Facebook webpage. 
Beyond Facebook, companies have also used 
social media platforms like Twitter to sell their 
products e.g. Dell, AirTran Airways etc.

Retailers in the e-tailing space are also enabling 
consumers to connect where they buy products, 
e.g. Amazon.com enables buyers to share 
product and service feedback so that the wider 
user community can benefit from it. This also 

Social Commerce Market Size (USD bn)Exhibit 19

Source: Emarketer 
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India has the 3rd largest number of Facebook subscribers in the world 
with 53 million subscribers in Aug 2012. Globally, the social commerce 
market outlook is positive and is projected to reach USD 30 billion by 
2015. Shopping and socializing are converging in the online world too 
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The balance of power has started shifting 
towards consumers with the ability to connect, 
network and express themselves through such 
platforms, transforming the business landscape. 
Hence, brands and retailers have started getting 
onto social media to reach out to consumers, 
employees and partners. Most of them have also 
created Facebook brand pages e.g. Shoppers 
Stop, Flipkart, Infibeam, Myntra, Yebhi, Yepme etc. 
to engage with and influence consumers. 

While the social platform is increasingly being 
used for marketing, as social networks grow and 
become enmeshed in consumer’s lives, the day 
is not far when buying via social networks will be 
a popular phenomenon. Retailers and brands 
cannot overlook these platforms to connect with 
consumers and will eventually use them as e-tailing 
avenues.

adds credibility to the company’s services and 
helps provide an enhanced user experience, thus 
increasing the loyal consumer base. 

Social networking has also started to gain 
prominence in India and is increasingly becoming 
a part and parcel of people’s lives. Currently, 
India has the 3rd largest number of Facebook 
subscribers in the world after the USA and Brazil 
as shown in Exhibit 20.

Facebook users have been increasing at a steady 
pace from 17 million users in Jan 2011 to 53 million 
in August 2012. Other social networks like LinkedIn, 
Orkut and Twitter have a subscriber base of 16+ 
million, 20 million and 16 million respectively in 
India. 

Player Facebook LinkedIn Twitter* 

USA 163 67 140

India 53 16+ ~16 

UK 40 9+ 32

Subscribers on Social Networking platforms (mn)  Exhibit 20

Source: Social Bakers, Semiocast, Industry Sources * Twitter accounts
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There are several challenges e-tailers will continue 
to face in the coming years. 

Scale up quickly to profitability 
It is not surprising that most e-tailers in India  are 
yet to make money in their ventures – the frenzy 
to attain a critical mass of consumers through 
whom they can start to make money is leading to 
consumer acquisition by heavy discounting (even 
lower than the costs) and mass media advertising 
resulting in very high customer acquisition costs. It 
is difficult to differentiate and drive consumer loyalty 
when price war seems to be the only strategy being 
adopted by everyone. It is increasingly becoming 
a game of last man standing (the one with deepest 
pockets in the long run). There will be increased 
investor pressure  to focus on profitability and the 
challenge for most e-tailers is to break away from 
this price war and attain the scale to break-even as 
quickly as possible.

Operate in an evolving ecosystem 
Growth of e-tailing is resulting in the  creation of an 
entirely new ecosystem – from changing the way 
consumers shop, aligning and upgrading vendors 
to  e-tailers’ requirement,  creation of B2C logistics 
capabilities for the last mile delivery, developing 
ERP and technological tools for online shopping 
to human resources geared for the online channel. 
The challenge for all e-tailers is to work within the 
constraints of this evolving ecosystem and find 
ways of addressing the bottlenecks to growth.

Differentiate from competitors 
The last few years have seen  proliferation of a 
multitude of new players in the e-tailing space.  
With most players trying to attract consumers 
with heavy price discounts, it is not surprising 
that there is little differentiation among several 
players operating across similar categories. It 
will increasingly  become challenging for  such 
‘me too’ players to differentiate from others in 
consumer minds and drive loyalty. The challenge 
will be to move beyond price wars and develop 
a unique positioning (which can be a function of 
multiple factors like differentiated product / service 

offerings,  interface experience, execution quality 
and consistency, deals and discounts, CRM/ 
marketing, trust  etc.)  

Ensure high order fulfilment
One way e-tailers are seeking to differentiate is 
through better order fulfilment. An e-tailer can 
tempt a consumer  once to buy from the portal, but 
without proper delivery of the same they not only risk 
losing the consumer , but the consumer  can also 
become an advocate against the e-tailer (which 
in today’s  connected world can have a multiplier 
effect). E-tailers have already added options like 
Cash-on-Delivery and returns policies to derisk the 
consumers  and build more confidence – however 
this has also resulted in more product returns 
and reverse logistics hassles. Free shipping is 
also provided by most companies. The last mile 
delivery has been a problem for several e-tailers 
– some like Flipkart have invested in their own 
forward logistics in major cities (which has also 
given them brand visibility). Irrespective of scale, 
order fulfilment will remain a key success factor. 

Ensure constant evolution
It is important for e-tailers to continuously upgrade 
their interface and consumer  experience based on 
technological advancements as well as consumer  
behaviour, expectations and maturity, otherwise 
they will risk becoming obsolete in the rapidly 
evolving online world. Increasingly, employing 
sophisticated analytics tools to decipher online 
consumer shopping behaviour will be a necessity 
for online portals. 

Web interface security will remain one of the biggest 
challenges for e-tailers. Incidents like the recent 
breach of security at Microsoft India’s online store 
add to the apprehensions of consumers regarding 
online transactions. This can have long term 
implications on the portal’s brand equity. E-tailers 
will constantly need to review and upgrade their 
security systems to ensure safe shopping at every 
click.

Challenges
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Implications
Rise of e-tailing will have several implications for 
retailers, consumer products companies and start-
ups.

Brick-and-mortar retailers
For brick-and-mortar retailers, competition may 
not only be from the brick-and-mortar space but 
increasingly also from e-tailers. They should also 
look at e-tailing as an opportunity to reach out 
to a larger population across the country without 
necessarily having to open dozens of stores.

It is imperative for brick-and-mortar retailers to 
understand and integrate this channel in their 
sales strategy. They may do it by launching their 
own online sales portal or making their products 
available through other portals.

E-tailing has different dynamics due to which 
retailers will need to focus on integrating the 
channels through the right assortment, pricing and 
execution so that it is a win-win situation for both 
the retailers (in the offline and online space) as well 
as consumers.

Consumer Products Companies
Distribution is the key success factor for a large 
number of consumer products companies. While it 
is not possible to replace physical distribution in a 
country like India, consumer products companies 
should look at e-tailing as an opportunity to 
communicate directly with their consumers to 
create a brand pull. Like brick-and-mortar retailers, 
they should also see e-tailing as a means of 
reaching a larger population across the country 
without necessarily having to invest in distribution 
in all places. For several companies, e-tailing 
holds high potential to become a significant  sales 
channel going forward. These companies need to 
give attention to developing customized  sales and 
marketing approach for e-tailers.

Start-ups
The last few years have seen such a start-up frenzy 
in the e-tailing space as to almost create a clutter. 
Going forward, new start-ups in the e-tailing space 

need to consider their offerings carefully to meet 
the following criteria:

•	Are they relevant to an online consumer segment? 
What is the consumer base and critical mass for 
breaking-even?

•	Is there a demand-supply gap in the market?

•	Are they offering something others are not?

 » If no, are they offering it in ways better or more 
efficient than others or not catered by others? 
Can others copy it easily?

 » If yes, is it something more established 
e-tailers cannot copy easily, or will pay a price 
to acquire?

 » Will the idea inspire funding?

 » How will they differentiate from others? Will they 
be able to break-out of a price war or sustain 
a price war?

Start-ups in the non-e-tailing B2C space need to 
understand if their target consumer segments can 
be tapped online, or if they can reach out to an 
online segment with their products and services. 

In the B2B space, they can look to tie-up with 
e-tailers to sell their products or become suppliers 
to companies offering their products online. Also, 
they will need to adopt technology tools in order 
to become efficient vendors for online businesses.

E-tailing is here to stay and become an important 
part of consumer shopping behaviour in times 
to come. While it won’t replace brick-and-mortar 
retail, its impact can be significant enough in 
certain categories and geographies. It is time that 
retailers and companies redefine their channel 
strategies and start looking at e-tailing as an 
important channel for the future.
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India’s leading management consulting firm with more than 20 years of experience in working with 
organizations across consumer goods and services.

Founded on the principle of “concept to commissioning”, we partner our clients to identify their maximum-
value opportunities, provide solutions to their key challenges and help them create a robust and high 
growth business models.

We have the ability to be the strategic advisors with customized solution during the ideation phase, 
implementation guide through start-up and a trusted advisor overall. 

Drawing from the extensive experience of close to 150 professionals, Technopak focuses on six major 
divisions, which are Fashion (Textile & Apparel), Retail & Consumer Goods, Healthcare, Education, Food & 
Agriculture and Leisure & Tourism.

Our key services are:

Business Strategy: Assistance in developing value creating strategies based on consumer insights, 
competition mapping, international benchmarking and client capabilities.

Start-Up Assistance: Leveraging operations and industry expertise to ‘commission the concept’ on 
turnkey basis.

Performance Enhancement: Operations, industry & management of change expertise to enhance the 
performance and value of client operations and businesses.

Capital Advisory: Supporting business strategy and execution with comprehensive capital advisory in our 
industries of focus.

Consumer Insights: Holistic consumer & shopper understanding applied to offer implementable business 
solutions.

About 
Technopak



About Retail & Consumer Products Division

Technopak aids retailers and consumer product companies in formulating growth strategy and performance 
enhancement mandates. Over the past two decades, we have worked on various facets such as entry into 
the Indian market, development of new category, activation of new retail formats, channel development, 
product extension, region expansion etc. One key reason why Technopak is considered the industry leader 
is the relentless focus on the Indian Market. We help clients understand the market dynamics in India and 
help them arrive at the best method to grow business in India. Our Retail and Consumer Products expertise 
helps gain a competitive edge by providing execution capabilities and corporate strategies. 

Retail (Brick & Mortar, Alternate Retail) & Consumer Products Services

Capital Advisory
Supporting business strategy and execution 
with comprehensive capital advisory in our 
industries of focus

•	M&A

•	Due Diligence – Commercial 

Business Strategy
Assistance in developing value creating strategies 
based on market & industry insights, competition 
mapping, International benchmarking and clients 
capabilities

•	Organic Growth Strategy

•	Growth through Partnerships, JVs and 
Acquisitions

•	Real Estate Planning

Consumer Insights
Holistic consumer understanding 
applied to offer implementable business 
solutions

•	Shopper Insights

•	Trend Insights

•	Design and Innovation Insights

•	Marketing Communication

Start-Up Assistance
Leveraging operations and industry expertise to 
‘commission’ the ‘concept’ on a turnkey basis

•	Project Management

•	Sourcing and Buying Implementation

•	Organization Design and Creation

•	Supply Chain and Logistics

•	Retail Operations Framework

•	Post Implementation Assistance

•	Franchisee Identification

Performance Enhancement
Operations, industry and MOC expertise to 
enhance the performance and value of client 
businesses

•	Productivity Enhancement

•	Merchandising and Category Management

•	Sourcing and Supplier Management

•	Pricing, Promotions and Range Architecture

•	Private Label Programmes

•	Transformation & change
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Our Other Divisions

Fashion (Textile & Apparel)
With almost 20 years of experience in delivering end-to-end solutions to the entire gamut of the textile 
industry, right from fibre to retailing, the Fashion (Textile & Apparel) division at Technopak assists the textile 
and apparel organizations in optimizing their profits through enhancement and expansion.  Many leading 
Indian and international Textile manufacturers and Apparel brands have benefited from our offerings in 
the areas of business planning and strategy, apparel operations, supply chain management and strategic 
alliances. Our team consists of top calibre advisors who have worked closely with a diverse group of 
clients comprising textile manufacturers, apparel retailers, garment manufacturers and exporters, apparel 
sourcing organizations, trade promotion councils, industry associations, international development bodies, 
and financial institutions as well as central and state governments. 

Food & Agriculture
Technopak’s Food Services & Agriculture team comprises of established domain experts who build and 
enhance the business performance of organizations which are either working in the sector or are willing 
to enter this space. Our end-to-end solutions are customized as per the business’s requirements and 
capabilities. We continuously strive to create strong industry relationships and work for a global footprint 
by delivering a wide range of services to organizations that operate or wish to operate in the Food and 
Agriculture sector, in India as well as internationally. 

Healthcare Strategy & Design
At Technopak, our team is dedicated to assist healthcare clients manage their businesses through 
innovative solutions focusing on short-term as well as long-term results. Our expertise in the field of strategy 
development and implementation assistance, and performance enhancement has allowed us to perform 
various assignments across the entire healthcare spectrum and at various geographical locations. Our 
team comprises of architects, planners, designers, engineers, business analysts & research professionals 
offers a variety of services that cover the entire gamut of Hospitals and Healthcare operatives.

The Healthcare Design division was set up in 2008 and comprises of a dedicated team of professionals 
with wide experience in the development of projects related to the Healthcare industry. Our team assists in 
creating “healing environment” for the hospital, encompassing state of the art technology, and supporting 
both the comfort of the patient and the patient care comfort of the staff.

Education
Technopak Education division has a vast understanding of the sector in terms of industry environment, 
growth potential, regulation and policy, which has enabled us to become a thought leader in the sector. 
Technopak caters to all the education segments – K-12, Higher Education, Vocational Training and ancillaries. 
Innovative business models and government thrust on privatization has led to assertive participation by 
private organizations. Such participation spans various levels of investment and operational scale, be it 
organization planning for expansion in the country or foreign institutions aiming to foray into the Indian 
education sector. 



Disclaimer 
•	This information package is distributed by Technopak Advisors Private Limited (hereinafter “Technopak”) on a strictly private and confidential and on 

‘need to know’ basis exclusively to the intended recipient. This information package and the information and projections contained herein may not be 
disclosed, reproduced or used in whole or in part for any purpose or furnished to any other person(s). The person(s) who is/are in possession of this 
information package or may come in possession at a later day hereby undertake(s) to observe the restrictions contained herein.

•	The information contained herein is of a general nature and is not intended to address the facts and figures of any particular individual or entity. The 
content provided here treats the subjects covered here in condensed form. It is intended to provide a general guide to the subject matter and should 
not be relied on as a basis for business decisions . No one should act upon such information without taking appropriate additional professional 
advise and/or thorough examination of the particular situation. This  information package is distributed by Technopak upon the express understanding 
that no information herein contained has been independently verified. Further, no representation or warranty (expressed or implied) is made nor 
is any responsibility of any kind accepted with respect to the completeness or accuracy of any information as maybe contained herein. Also, no 
representation or warranty (expressed or implied) is made that such information remains unchanged in any respect as of any date or dates after 
those stated here in with respect to any matter concerning any statement made in this Information package. Technopak and its directors , employees, 
agents and consultants shall have no liability (including liability to any person by reason of negligence or negligent misstatement) for any statements, 
opinions, information or matters (expressed or implied) arising out of, contained in or derived from, or of any omissions from the information package 
and any liability whatsoever for any direct, indirect, consequential or other loss arising from any use of this information package and/or further 
communication in relation to this information package.

•	All recipients of the information package should make their own independent evaluations and should conduct their own investigation and analysis and 
should check the accuracy, reliability and completeness of the information and obtain independent and specified advise from appropriate professional 
adviser, as they deem necessary.



4th floor, Tower A, building 8, dlf cyber city, phase ii, gurgaon 122 002 (national capital region of delhi)

T: +91-124-454 1111, f: +91-124-454 1198

Technopak Advisors Pvt. Ltd.

www.technopak.com

For further dialogue, please contact:

Ankur Bisen
Associate Vice President

E-mail: ankur.bisen@technopak.com 

Pragya Singh
Associate Director

E-mail: pragya.singh@technopak.com


