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ABSTRACT

The projected CAGR (Compound Annual Growth Rate) of retail e-commerce sales from 2023 to
2027 across various countries depicts an interesting global landscape. India is leading the pack with a
remarkable CAGR of 14.11%, emerging as a potential hub for e-commerce growth globally. Brazil closely
follows with a CAGR of 14.07%, while Argentina (13.63%), Turkey (13.57%), and Mexico (12.93%) also
exhibit strong growth trajectories. Notable players like Russia (12.78%), China (12.17%), South Africa
(11.89%), Italy (11.59%), and the United States (11.22%) are expected to drive significant e-commerce
sales growth during this period. Interestingly, the global CAGR for retail e-commerce sales is projected to
be 11.16%.
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Introduction

E-commerce refers to conducting business transactions electronically. The advancements in
information and communication technology (ICT) have paved the way for tremendous growth of e-
commerce globally. All economic activities have undergone drastic changes due to the dissemination of
information facilitated by ICT advancements. India has witnessed rapid e-commerce growth owing to
changing consumer and producer behaviour. E-commerce has played a vital role in providing access to
marginalized sections of society by offering convenient and accessible shopping options, saving time and
money, and providing a wide variety of goods and services. It has also contributed to economic growth.
The evolution of e-commerce can be traced back to the 20™ Century, as it emerged during that period.
Research studies indicate that the first e-commerce transaction took place in England in 1979, facilitated
by Michael Aldrich. Initially, e-commerce was confined to the exchange of work-related data, but with the
advancements in ICT during the 20t Century, it became popular and significant.

Several major economies, including Canada, Indonesia, Spain, Australia, Japan, Germany,
France, United Kingdom, and South Korea, are anticipated to withess CAGRs below the global average.
South Korea, in particular, has the lowest projected CAGR at 2.89%. The data highlights the varying
growth rates and potential for e-commerce across different regions, with India poised to lead the charge
in the coming years, propelled by its burgeoning digital economy and the increasing adoption of online
shopping among its vast consumer base.
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Figure 1: CAGR of Retail E-Commerce Sales (2023 to 2027)

Source: statista.com
Review of Literature

Several studies have been undertaken to understand the prevailing trends and patterns of
online shopping behaviour through e-commerce platforms in India as well as a global context. There are
studies that examine affecting factors of buying behaviour of online consumers in view of changing
patterns of consumption, production, and purchasing. A summary of some of these studies has been
presented here. Kodikara et al. (2022) examined the correlation between knowledge of nutritional values
and purchasing behaviour using a well-structured questionnaire in Colombo, Matara, and Monaragala
districts of Sri Lanka. They concluded that consumer awareness about a product positively impacts their
purchasing decisions. However, several consumers face difficulties in comprehending the scientific and
technical nature of nutritional information labels.

Parmar and Sahrawat (2019) conducted a study in Hisar district of Haryana to discover the
reasons for purchasing of organic products. They collected data through a designed questionnaire and
analyzed it using the Likert scale. Their findings suggested that individuals with benefit knowledge of
organic products have a higher inclination towards purchasing them over inorganic alternatives. Shipra
Agarwal et al. (2016) examined perceptions about online shopping and found that consumers are
concerned about information presented on websites. Customers want to see pictures, details, materials
used, and product sizes before making online purchasing.

Krishan Kumar Boora and Kiran (2018) examined the impact of online shopping on consumer
durables in NCR and Haryana. The study highlighted the significance of consumer preferences in
influencing buying behavior for durable goods online. It also emphasized role of brand, price, celebrity
endorsements, and country of origin in shaping consumer preferences for online shopping of consumer
durables. Deepika (2013) highlighted key challenges faced by online shopping in India, particularly for
electronic items. The study revealed that companies should focus on factors such as free delivery, cash
on delivery, and quick service delivery, as these factors significantly influence online consumer behavior
in the electronics market.
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A. C. Nielsen (2009) conducted a comparative study to analyze consumer behavior for online
shopping across 38 markets with 21,000 respondents. The study found an increasing trend in online
shopping worldwide. Interestingly, Indian customers were more fascinated to online shopping compared
to their counterparts in other countries, as measured by their higher per-month purchasing rate of 5.2
compared to the global average of 4.9. Nearly one-fourth of respondents in India had purchased
electronic items through e-commerce platforms, and more than 20 percent had purchased apparel and
entertainment devices online. Geoffrey A. Fowler (2004) conducted a study to examine the impact of
online shopping on money savings for grocery items from supermarkets and e-commerce platforms. The
study observed that many online grocery stores offer price advantages and convenience by providing a
wide selection of items.

Sawhney and Zubin (2001) highlighted the advantages of purchasing through e-commerce
platforms. They categorized the benefits into lower cost, time-saving, higher revenue, and improved
seller-buyer relationship. They found that online sellers can attract more consumers by lowering prices
and maximizing revenue due to reduced staffing requirements, no physical outlets, and lower input costs.
Enhanced information technology eliminates the need for consumers to visit physical retailers, as sellers
provide home delivery, saving time for consumers. Dholakia and Uusitalo (2002) analyzed consumer
behavior and benefits of shopping using e-commerce platforms. They surveyed respondents in America
with experience in both online and offline shopping, analyzing impact of age, family income, and family
orientation on consumer attitudes and perceptions. They concluded that consumers are shifting from
traditional shopping to electronic shopping, and their behavior differs in online and offline shopping based
on age, income, and family orientation.

Li and Zhang (2002) conducted a detailed analysis of the determining factors affecting online
purchasing behavior. They highlighted factors that directly affect online shopping, including culture,
environment, demographics, personal attitudes, product variety, and website orientation. Stafford et al.
(2004) studied the relationship between culture and online purchasing behavior. They concluded that
younger people are more inclined towards online shopping, while older individuals are less inclined.
People from different age groups exhibit different behaviours in online shopping for products and
services.

Halimi et al. (2011) estimated the impact on consumer behavior using correlation and
regression techniques for a targeted sample of 100 respondents in Singapore. The usefulness, ease of
use, attitude, and security have a significant impact on consumers' decision-making in online shopping in
Singapore. However, privacy and consumer attitude are negatively correlated, indicating that privacy
concerns negatively impact consumer attitudes towards online shopping. Sonalkala and Rajesh Kumar
Sharma (2015) investigated the behaviour of women online shoppers and found that factors like trust
and site quality do not directly impact their intentions to continue shopping with online retailers. Instead,
the effects of trust and site quality are indirect, mediated by perceived usefulness, subjective norms, and
enjoyment.

Objectives and Research Methodology

The objective of this paper is highlight trends and patterns of buying behaviour through e-
commerce platforms in India. The paper shed light on various aspects of online shopping in India, such
as internet penetration, value of e-commerce market, segments of e-commerce, etc. The trends and
patterns of various aspects have been depicted on the basis of data collected from secondary sources.
The data related to various aspects have been collected from authentic sources and analysed through
figures. The internet penetration rate and CAGR (compound annual growth rate) have been calculated
from usual formulas and data collected for the study.

Data Analysis and Interpretation

The internet has become very vital in availing of online and digital services. The e-commerce
platforms require modern internet connectivity to avail themselves of the services offered by these
companies. In order to understand the potential benefits provided by e-commerce platforms, it becomes
very imperative to have a look at internet penetration in a particular country. The internet penetration rate
reflects the percentage of the population with internet access each year and demonstrates country's
digital connectivity journey. The data pertaining to internet penetration in India is depicted in figure given
below:
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Figure 2: Internet Penetration Rate in India (2007-2022)

India's internet penetration rate has witnessed a remarkable increase from 2007 to 2022. In
2007, only 4% of the population had access to internet, reflecting poor digital connectivity in the country.
The government's efforts to enhance digital landscape led to a gradual rise in penetration rate, albeit slow
initially, reaching 5.1% in 2009 and 7.5% in 2010. The period between 2011 and 2016 saw moderate
growth, with penetration rate climbing to 27% in 2015 and 34.8% in 2016. Despite a slight dip to 34.4% in
2017, the positive momentum continued, and a significant milestone was achieved in 2018 when internet
penetration rate surged to 38.02%. This upward trend accelerated further, with half of India's population
gaining internet access by 2019. Although there was a dip to 45% in 2020, likely due to the impact of the
COVID-19 pandemic, penetration rate rebounded to 47% in 2021 and 48.7% in 2022. India has made
substantial strides in internet penetration over the years, signifying nation's growing digital connectivity
and access to online resources, which has enabled rapid growth of e-commerce and other digital
services in the country.

The table and figure given below describe the evolution of market value of e-commerce in India
for the timeline from 2014 to 2022 and for further projected years till 2030. The data show an increasing
trajectory of Indian e-commerce market measured in terms of value over time. In 2014, the e-commerce
market was 14 billion US dollars, which increased to 20 billion US dollars in 2015.

Table 1: E-Commerce Market Value of India (2014-2030)

Year Market Value (in Billion US Dollars)
2014 14
2015 20
2017 39
2018 21.90
2020 30
2021 84
2022 74.80
2024* 99
2025* 188
2030* 350

www.statista.com& www.ibef.org


https://www.statista.com/
https://www.ibef.org/
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Figure 3: Market Value of E-Commerce in India (in billion US Dollars)

A notable increase was observed in 2017, when the e-commerce market value nearly doubled
to 39 billion US dollars in comparison to 2015. However, in 2018, a decline was seen with a market value
of 21.90 billion US dollars. The trajectory resurged in 2020, with the market value reaching 30 billion US
dollars. The growth momentum started in 2020 and maintained its persistence in 2021 and 2022, with a
market value of 84 billion US dollars and 74.80 billion US dollars, respectively.

Table 2: Shares of Various Segments in E-Commerce Retails by Value (2020)

Segment Share (Measure in %)
Consumer Electronics 40
Apparels 40
Food & Grocery 7
Jewellery 7
Furniture 4
Others 2

Source: statista.com and IBEF

Shares of Various Segments in E-Commerce retail by
Value (2020)

2%

W Consumer Electronics
W Apparels

® Food & Grocery

| Jewellery

M Furniture

m Others

Figure 4: Shares of Various Segments in E-Commerce Retails by Value (2020)
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The above table and figure present the distribution of different segments or components of the
e-commerce retail market in India for the year 2020. The data is expressed as a percentage share of
each segment in the total market. The two largest segments are Consumer Electronics and Apparels,
each accounting for 40% of the total e-commerce retail market. This high share reflects the importance of
these product categories in daily life and the changing demand and supply dynamics in recent years. The
Food & Grocery and Jewellery segments each hold a 7% share, indicating the growing acceptance of
online platforms for purchasing essentials like groceries as well as luxury items like jewellery. The
Furniture segment constitutes 4% of the e-commerce market, suggesting a notable interest in online
furniture shopping for home and office purposes. The remaining products are grouped under the "Others"
category, which holds a 2% share of total retail market.

Conclusion

India's e-commerce sector is experiencing tremendous growth, propelled by increasing internet
penetration and evolving consumer preferences. With the highest projected retail sales CAGR globally at
14.11% from 2023-27, the country is emerging as an e-commerce hub. The dominance of consumer
electronics and apparel segments reflects changing demand patterns. As digital infrastructure improves,
e-commerce will drive economic growth and provide accessible shopping options. Addressing challenges
like logistics and consumer trust will be crucial for sustained growth in this rapidly expanding sector.
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