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The aim of Prayukti, a SITM Student Journal is to 
motivate the students to do research in the area of 
Information Communication Technology.  Students 
will be writing research articles in the current areas of 
ICT and the best articles will be published in this 
journal. This will help students keep abreast of the 
current happenings in the area of ICT and also help 
dissemination of knowledge, information and learning. 
Students are expected to have an enriching and life-
turning experience which will enable them to reach 
new heights in their professional life. We foster 
sharpening of skills and enhancement of knowledge 
base in our students through various extra-curricular, 
co-curricular and curricu lar activities through faculty 
who not only keep themselves at par with the current 
developments in ICT but also contribute to the 
expansion of the body of knowledge in their field of 
expertise. To facilitate this, we have launched Prayukti 
to enhance domain specific knowledge among 
members of faculty and among students. With very 
congenial and professional environment our faculty 
makes substantial contribution to the academia 
through quality teaching, publications, seminars, 
conferences, etc. 
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PREFACE 

 
Symbiosis Institute of Telecom Management has a vision of motivating students to 

respond to the changing technology by creating techno-managerial capabilities that can 

help organizations to manage their technological fundamentals to create competitive 

advantage. As a part of a techno-management business school that has remarkably evolved 

into a center for learning and excellence in the Information and Communication 

Technology (ICT) domain, it gives us a great pleasure to release the first edition 

of Prayukti. The magazinÅȭÓ ÍÅÍÂÅÒÓ ÈÁÖÅ ÓÈÏ×Î ÃÏÎÓÉÄÅÒÁÂÌÅ ÃÏÏÐÅÒÁÔÉÏÎ ÁÓ ×ÅÌÌ ÁÓ 

devotion. It provides a snapshot of different papers written mainly focusing on the ICT 

sector along with the business impact. 

 

Prayukti was born at the initiative of Symbiosis Institute of Telecom Management. The 

×ÏÒÄ Ȱ0ÒÁÙÕËÔÉȱ ÉÓ Á (ÉÎÄÉ ×ÏÒÄ ÁÎÄ ÉÎÄÉÃÁÔÅÓ ÔÈÅ ÓÐÅÃÉÆÉÃ ÁÉÍ ÔÈÁÔ ÔÈÉÓ ÍÁÇÁÚÉÎÅ ÈÁÓ ÂÅÅÎ 

designed for that is motivation, application , or result. Simple and interesting articles have 

been written on specific subjects regarding different fields in the ICT domain. The 

magazine consists of 7 articles. The areas covered by the articles are Data Privacy concerns 

for Big Data Monetization, Beacon Technology, AWS Direct Connect, Indian E-commerce, 

Synergy driven business consolidation, Increasing Profits out of existing 2.5G/3G 

infrastructure, Next Generation PONȢ /Î ÂÅÈÁÌÆ ÏÆ ÔÈÅ ÍÁÇÁÚÉÎÅȭÓ ÍÅÍÂÅÒÓȟ ×Å ×ÏÕÌÄ 

like to express our thanks to the teachers for guidance in the right direction and students 

who have contributed to the magazine by showing utter integrity and dedication.  We 

would also be pleased to receive any suggestion that could assist us with the second 

edition.  
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DATA PRIVACY CONCERNS FOR BIG DATA MONETIZATION 
IN MOBILE APPLICATION  

 
Pushpendra Thenuan, Ankur Raina  

 

  

Abstract  
 
The digital consumer economy produces large amounts of customer data at every fraction 
of a second. These applications or other OTT services are capable of capturing highly 
personal information such as contact details, locations, history, identity etc. which can be 
used for monetization in different ways as per mobile applicationȭÓ business model to 
predict consumer behavior and trend analysis. This consumer data can be exceptionally 
valuable to the enterprise, consisting insights for market and industries. It rises the 
concern about data privacy. This article include concept of big data monetization by 
mobile application, user data privacy concern and controls required for data privacy. 
 

Keywords : Data privacy, Big Data monetization, mobile application, security, data 

analytics, business intelligence, over the top, privacy issues. 
 

Introduction  
 
The fast paced advancement that we have witnessed in the past few years makes it 
extremely difficult to figure out any one possible factor responsible for this constant 
change in business landscape. However, one major reason for this change is the digital 
revolution that we have witnessed in the past few years. !ÌÍÏÓÔ ήΪГ ÏÆ ÔÈÅ ×ÏÒÌÄȭÓ 
population is on the internet. Data monetization has emerged due to increase in digital 
penetration which is 3.17 billion of intern et user consisting of 2.08 billion of smartphone 
users that produce large amount of data. It is predicted that the addressable market for 
ȬÔÅÌÅÃÏÍ ÄÁÔÁ ÁÓ Á ÓÅÒÖÉÃÅȭ ×ÉÌÌ ÇÒÏ× ÆÒÏÍ ΗάήȢΫ ÂÉÌÌÉÏÎ ÉÎ άΪΫί ÔÏ Ηαγ ÂÉÌÌÉÏÎ ÉÎ άΪάΪȢ  This 
data is generated by devices captured by the service provider and can become a high 
potential source of revenue generation for them. This data becomes highly important for 
telecom service providers owing to the competition they are facing from OTT players and 
other alternative forms of media and entertainment services delivered over a variety of 
platforms. 
 
The service providers have therefore an extremely lucrative proposition as they are owners 
ÏÆ Ȱ$ÁÔÁ -ÉÎÅÓȱ ÔÈÁÔ ÃÁÎ ÆÅÔÃÈ ÔÈÅÍ ÈÉÇÈ ÒÅÖÅÎÕÅ ÕÓÉÎÇ ÄÁÔÁ ÁÎÁÌÙÔÉÃÓ ÂÙ ÉÄÅÎÔÉÆÙÉÎÇ and 
segregating the relevant information of the targeted audience. This advancement in data 
exploration and its appropriate use will not only benefit one specific industry, but a gamut 
of industries and also governments. Consumer preferences, consumer specific insights for 
organizations and usage of a particular public facility by citizens in a particular area are 
some of the examples of the different ways in which data can be analyzed and the depth 
till which it can be analyzed for highly accurate decision making. 
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Every single moment there are several megabytes of data generated and stored. This raises 
the question whether the data is secured and if its privacy is maintained. Most of the 
applications that are heavily used request for personal information such as access to 
phonebook, location details etc. As it is observed that multiple access permission in mobile 
application requested by App developer is not required. For example, access to location 
may not be required by mobile wallets apps, but still it seeks access and captures it. 
Therefore, there is immense scope for informing the users while installing the application 
about how application will collect the data and how will it be used further.  
 

Data Monetization  
Data monetization deals with generating revenue from available structured or 
unstructured data sources which is used to create value to the organization using business 
intelligence. This data could be a stored repository of data or could also be real time 
streamed data.  

 
                             Fig (1): Process of Data Analysis 
 
Many organizations have entered this territory and are leveraging every single opportunity 
to generate as much useful customer data as possible by tracking user profiles on social 
media, identifying clicks per page etc. Telecom service providers are in the best position 
to monetize this data because they have almost complete information of a user using its 
network as compared to typical Internet companies like Facebook, Google etc. 
 
As discussed earlier this data also raises concerns about its security and identification of 
relevant sellable data from the unstructured data that is generated. Big data is a very 
tempting target for cyber attackers as it has a lot of commercial value. Also the current 
level of security implemented for safeguarding of data is not completely mature giving rise 
to a significant number of risks associated with the data. Moreover with the advent of big 
data analytics the hunt for data is always on. On capturing this data it is subject to analysis 
which might reveal a lot of personal information. 
 

How mobile applications do their business?  
 
ü Many of the Mobile applications act as service aggregator like Ecommerce (E.g. 

Amazon, Flipkart, Snapdeal), Cab Aggregator (E.g. Uber, Ola, Taxi for Sure), Travel 
Aggregator (E.g. Yatra.com, Redbus, Paytm). These generate revenue from 
commissions and also from advertisements. 

ü Some sell advertising space within the app. The app developers earn money from 

the ads which reasons the free distribution of the app.                                          7 



ü Particular mobile applications offer their basic versions free to user. Their business 
model depends on users to upgrade the application to paid version with premium 
features and leads to rise in net revenue. 

ü A few mobile application permit user to buy more features within the app 
itself. Generally, users are billed for these in-app purchases through the app store. 
Multiple devices have option which enables them to block in-app purchase. 

ü Some mobile apps are offered free to create interest in an organizationȭÓ products 
and services. These apps are a form of advertising or cross selling. 

 

Data Privacy Concerns In Mobile Application  
 
In the recent past, the market has been flooded with several thousands of applications 
providing some service to the users. This has led to a significant increase in superior 
personal mobile experience and business development. The global mobile phone users are 
expected to cross 5 billion by 2019. In 2014, approx. 60% of the global population had 
mobile phones. The mobile phone penetration is predicted to steadily grow approx. to 
67% by 2019. 
The mobile app development ecosystem functions in a rather different way. Thousands of 
app developers put their code together to launch the app at an earliest on either Android 
or Apple marketplace. The app is usually free or at a very cheap rate. The developer is left 
with a meagre amount after deducting the commission charges paid to the app store, from 
the 99 cents that he charges. 
The developers therefore search for other sources of revenue generation. Ad market is one 
strong source of income for these developers. Ad networks primarily pay mobile 
developers for the information they can extract from the users device. This is why many 
apps request for information that is irrelevant to the apps functioning. For example, 
battery saving apps asks for your location although there is no need for it. This access of 
additional information might lead to unnecessary outcomes such as you being tracked. 
There are multiple application accesses and permissions required by mobile applications 
while installing:  

Fig (2): List of Accesses Required By Mobile Applications 
8 
 



Most of the apps today ask for a bunch lot of permissions, even though they are just 
providin g a simple service that has no relation to the permission being asked for.  Users 
ÔÅÎÄ ÔÏ ÊÕÓÔ ÐÒÅÓÓ ÔÈÅ Ȱ!ÃÃÅÐÔȱ ÂÕÔÔÏÎ ×ÉÔÈÏÕÔ ÐÁÙÉÎÇ ÍÕÃÈ ÁÔÔÅÎÔÉÏÎ ÔÏ ×ÈÁÔ ÁÌÌ ÁÃÃÅÓÓÅÓ 
have been requested for. In case of users who do actually know what kind of access is being 
ÁÓËÅÄ ÆÏÒȟ ÂÙ ÔÈÅ ÁÐÐȟ ÁÒÅ ÓÔÉÌÌ ÒÅÎÄÅÒÅÄ ÈÅÌÐÌÅÓÓ ÁÓ ÔÈÅ ÁÐÐ ×ÏÎȭÔ ÉÎÓÔÁÌÌ ÕÎÌÅÓÓ ÙÏÕ ÇÒÁÎÔ 
permission to each and every option that the app is seeking access to.  In case of most of 
the users, they perceive that they are granting permission to a limited portion of their data, 
but in reality the app can dig very deep into the data. These apps have codes built in which 
can retrieve your complete data and sell it to some ad network. The access requests to user 
data are also generically worded, resulting in the user not knowing what kind of 
permission he is granting. Some apps claim to finish their tasks in the background, so that 
ÔÈÅ ÕÓÅÒ ÃÁÎ ÆÏÃÕÓ ÏÎ ÈÉÓȾÈÅÒ ×ÏÒË ×ÉÔÈÏÕÔ ÂÅÉÎÇ ×ÏÒÒÉÅÄ ÁÂÏÕÔ ÔÈÅ ÁÐÐȭÓ ÅØÅÃÕÔÉÏÎȢ 
(Ï×ÅÖÅÒ ÔÈÅÓÅ ÓÏ ÃÁÌÌÅÄ ȰÃÏÎÔÉÎÕÏÕÓÌÙ ÁÃÔÉÖÅȱ ÁÐÐÓ ÍÉÇÈÔ ÁÃÔÕÁÌÌÙ ÂÅ ÓÅÃÒÅÔÉÖÅÌÙ ÃÏÌÌÅÃÔÉÎÇ 
your data all the time. The interesting part of ad developers associated with an ad network 
is that they get paid as long as their app is on the users device, irrespective of whether it 
is being used or not. 
 

How do stakeholders of mobile ecosystem ensure data privacy?  

 
                     Fig (3): Steps for ensuring data privacy 

 
Application developer:  
ü The application developer should first analyze and make a list of the personal 

information the app could collect and utilize this list to decide on the privacy 
policy. 

ü 2ÅÆÒÁÉÎ ÆÒÏÍ ÇÁÔÈÅÒÉÎÇ ÐÅÒÓÏÎÁÌ ÉÎÆÏÒÍÁÔÉÏÎ ÔÈÁÔ ÉÓ ÎÏÔ ÒÅÑÕÉÒÅÄ ÆÏÒ ÔÈÅ ÁÐÐȭÓ ÂÁÓÉÃ 
execution. 

ü Frame a policy on privacy that is very transparent and unambiguous. 
ü Use some kind of attention grabbing tactics so that the user knows that there might 

be some unexpected use of data, enabling the user to make an informed decision. 
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Prepare Checklist

ÅPrepare and use 
checklist to consider 
what type of data or 
information required.

Purpose specification  

ÅDecide personally 
identifiable 
information (PII) 
required by 
application for its 
basic functions 

ÅDecide whether you 
are collecting any 
non-essential or 
sensitive information 

ÅDecide data use, data 
sharing and data 
security practices 

Access and permission

ÅCheck the access 
needed for required 
information  

Data retention  

ÅOrganize information 
so it can be searched 
and accessed at a 
later date

ÅDispose of 
information that is no 
longer needed

Discloser and Privacy 
policy 

ÅPrepare and disclose 
privacy policies 
covering all the data 
practices 
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App Platform Providers  
The privacy policy should be made available on the platform itself, so that the user 
makes an informed decision to download the app or not. 

 
For Mobile Ad Networks  

Develop a robust privacy policy and inform the same to app developers using your 
platform for advertising.  

 
Operating System Developers  

Provide options to the users to make selections that control the data and features 
accessed by app. 

 
Mobile Carriers  

Try to develop a stronger bond with customers by informing them regularly on 
ÍÏÂÉÌÅ ÐÒÉÖÁÃÙȟ ÅÓÐÅÃÉÁÌÌÙ ÏÎ ÃÈÉÌÄȭÓ ÐÒÉÖÁÃÙȢ 

 

 
Conclusion  
Data owing to its immense scope of commercial use is most sought after by organizations. 
Data generation and accumulation is continuously increasing. Therefore data privacy and 
security is a major area of concern that needs to be addressed. Applications are  one of the 
strongest sources of data generatiÏÎȟ ÂÕÔ ÔÏ ×ÈÁÔ ÅØÔÅÎÔ ÓÈÏÕÌÄ ÔÈÅÙ ÁÃÃÅÓÓ Á ÕÓÅÒȭÓ 
personal data and before doing so, has the user authorized the application to do so, are 
some of the areas of data privacy that need to be looked into for data monetization to be 
completely secure. 
 
 

References 

 

¶ "ÁÒÁË !ÌÏÎȢ Ȱ$ÁÔÁ -ÏÎÅÔÉÚÁÔÉÏÎȡ 3ÔÁÒÔ 3ÉÍÐÌÅȟ 3ÔÁÒÔ 3ÁÆÅȟ ÂÕÔ 34!24ȟȱ $ÅÃÅÍÂÅÒ 
4,2015.http://inform.tmforum.org/strategic -programs-2/customer-
centricity/2015/12/data-monetization -start-simple-start-safe-but-
start/#sthash.8jIAekWW.dpuf.  

¶ $ÒÁÚÅÎ .ÉËÏÌÉÃȢ Ȱ2ÅÁÄÙ ÆÏÒ 4ÁËÅÏÆÆȩ /ÖÅÒÃÏÍÉÎÇ ÔÈÅ 0ÒÁÃÔÉÃÁÌ ÁÎÄ ,ÅÇÁÌ 
Difficulties in Identifying and R ÅÁÌÉÚÉÎÇ ÔÈÅ 6ÁÌÕÅ ÏÆ $ÁÔÁȢȱ %9 άΪΫΰ. 
http://www.ey.com/Publication/vwLUAssets/EY -ready-for-takeoff/$FILE/EY-
ready-for-takeoff.pdf. 

¶ &0&Ȣ Ȱ&0& -ÏÂÉÌÅ !ÐÐÓ 3ÔÕÄÙȟȱ *ÕÎÅ άΪΫάȢ ÈÔÔÐÓȡȾȾÆÐÆȢÏÒÇȾ×Ð-
content/uploads/Mobile -Apps-Study-June-2012.pdf. 

 

¶ +ÁÍÁÌÁ $Ȣ Ȱ0ÒÉÖÁÃÙ /Î ÔÈÅ 'ÏȢȱ #ÁÌÉÆÏÒÎÉÁ $ÅÐÁÒÔÍÅÎÔ ÏÆ *ÕÓÔÉÃÅȟ *ÁÎÕÁÒÙ άΪΫέȢ 
http://oag.ca.gov/sites/all/files/agweb/pdfs/pri vacy/privacy_on_the_go.pdf. 

¶ ,ÉÎÄÁ -ÕÓÔÈÁÌÅÒȢ Ȱ(Ï× -ÏÂÉÌÅ !ÐÐÓ #ÁÎ 4ÁËÅ 7ÈÁÔÅÖÅÒ $ÁÔÁ 4ÈÅÙ 7ÁÎÔ ÆÒÏÍ Á 
3ÍÁÒÔÐÈÏÎÅȢȱ !ÐÐÔÈÏÒÉÔÙȟ άΪΫήȢ ÈÔÔÐÓȡȾȾ×××ȢÁÐÐÔÈÏÒÉÔÙȢÃÏÍȾÃÏÍÐÁÎÙȾÎÅ×Ó-and-
events/news/how-mobile-apps-can-take-whatever-data-they-want-from-a-

smartphone/.                                                                                                               10 



¶ /ÎÇÕÁÒÄÏÎÌÉÎÅȢÇÏÖȢ Ȱ5ÎÄÅÒÓÔÁÎÄÉÎÇ -ÏÂÉÌÅ !ÐÐÓȟȱ 3ÅÐÔÅÍÂÅÒ άΪΫΫȢ 
https://www.onguardonline.gov/articles/0018 -understanding-mobile-
apps#privacy. 

¶ /0##Ȣ Ȱ0ÒÉÖÁÃÙ ÁÎÄ #ÙÂÅÒ 3ÅÃÕÒÉÔÙ %ÍÐÈÁÓÉÚÉÎÇ 0ÒÉÖÁÃÙ 0ÒÏÔÅÃÔÉÏÎ ÉÎ #ÙÂÅÒ 
3ÅÃÕÒÉÔÙ !ÃÔÉÖÉÔÉÅÓȟȱ $ÅÃÅÍÂÅÒ άΪΫήȢ ÈÔÔÐÓȡȾȾ×××ȢÐÒÉÖȢÇÃȢÃÁȾÉÎÆÏÒÍÁÔÉÏÎȾÒÅÓÅÁÒÃÈ-
recherche/2014/cs_201412_e.pdf. 

¶ 0ÅÔÅÒ 7ÏÏÄȢ Ȱ(Ï× ÔÏ 4ÁÃËÌÅ "ÉÇ $ÁÔÁ ÆÒÏÍ Á 3ÅÃÕÒÉÔÙ 0ÏÉÎÔ ÏÆ 6ÉÅ×Ȣȱ &ÉÒÓÔ "ÁÓÅ 
Technologies LLP, n.d. http://www.computerweekly.com/feature/How -to-tackle-
big-data-from-a-security-point -of-view. 

¶ 2ÏÂ 2ÉÃÈȢ Ȱβ 7ÁÙÓ ÔÏ -ÏÎÅÔÉÚÅ #ÕÓÔÏÍÅÒÓȭ $ÁÔÁȢȱ 4-ÆÏÒÕÍȟ &ÅÂÒÕÁÒÙ άήȟ άΪΫΰȢ 
http://inform.tmforum.org/features -and-analysis/featured/2016/02/8-ways-
service-providers-can-monetize-customers-data/sthash.6tBlVfrS.dpuf. 

¶ 2ÏÂ 2ÉÃÈΫȢ Ȱ-ÏÎÅÔÉÚÉÎÇ #ÕÓÔÏÍÅÒÓȭ $ÁÔÁȡ -ÁØÉÍÉÚÉÎÇ ÔÈÅ 0ÏÔÅÎÔÉÁÌ ÔÈÒÏÕÇÈ 
Privacy and PartÎÅÒÓÈÉÐÓȢȱ 4-ÆÏÒÕÍȟ &ÅÂÒÕÁÒÙ ήȟ 2016. 
https://www.tmforum.org/resources/researc h-and-analysis/monetizing-
customers-data-maximizing-the-potential -through-privacy-and-partnerships/. 

¶ 3ÔÁÔÉÓÔÉÃȢ Ȱ.ÕÍÂÅÒ ÏÆ )ÎÔÅÒÎÅÔ 5ÓÅÒÓ 7ÏÒÌÄ×ÉÄÅ ÆÒÏÍ άΪΪΪ ÔÏ άΪΫί ɉÉÎ -ÉÌÌÉÏÎÓɊȟȱ 
2016. http://www.statista.com/statistics/273018/number-of-internet -users-
worldwide/.  

¶ Statistic ΫȢ Ȱ.ÕÍÂÅÒ ÏÆ 3ÍÁÒÔÐÈÏÎÅ 5ÓÅÒÓ 7ÏÒÌÄ×ÉÄÅ ÆÒÏÍ άΪΫή ÔÏ άΪΫγ ɉÉÎ 
-ÉÌÌÉÏÎÓɊȟȱ άΪΫΰȢ ÈÔÔÐȡȾȾ×××ȢÓÔÁÔÉÓÔÁȢÃÏÍȾÓÔÁÔÉÓÔÉÃÓȾέέΪΰγίȾÎÕÍÂÅÒ-of-
smartphone-users-worldwide/.  

¶ 3ÔÁÔÉÓÔÉÃ άȢ Ȱ.ÕÍÂÅÒ ÏÆ -ÏÂÉÌÅ 0ÈÏÎÅ 5ÓÅÒÓ 7ÏÒÌÄ×ÉÄÅ ÆÒÏÍ άΪΫέ ÔÏ άΪΫγ ɉÉn 
"ÉÌÌÉÏÎÓɊȟȱ άΪΫΰȢ ÈÔÔÐȡȾȾ×××ȢÓÔÁÔÉÓÔÁȢÃÏÍȾÓÔÁÔÉÓÔÉÃÓȾάαήααήȾÆÏÒÅÃÁÓÔ-of-mobile-
phone-users-worldwide/  

 

 

 

 

 

 

 

 

 

 

 

 

11 

Ankur Raina  

MBA-II (System & Finance), BTech (Computer Science) 

Work Experience : 3 years 10 months in KPIT Technologies and Ten silica Technologies 

Interest:  Strategic Management, Sales force & Channel Management, Managerial Economics  

 

Pushpendra Thenuan  

MBA-II (System & Finance), B.E (Electronic and Communication) 

Work Experience:  2 yrs in Exicom Telesystem Ltd. and Fiis Technologies 

Interest: Cyber Security, Telecommunications, Digital Marketing 

 



IS BEACON TECHNOLOGY A NEW PROXIMITY TO OMNI -

CHANNEL IN RETAIL?  

 Nayan Jyoti Bhuyan, Falgun Barot  

Abstract  
 
Technology trends in marketing strategies are empowering the retail sector. There has 
been significant increase in the competition in the market with the retailers shifting their 
focus from Multi -channel to Omni-channel business strategies. Beacon technology in 
retail plays an upper hand in acquiring the target market. The customer activity in terms 
of their shopping behavior is trapped by the retailers and analysis is done to understand 
the customer buying patterns. Beacon technology is a latest trend that is adopted by many 
big players across the globe while its presence in India is in a nascent stage. This study is 
an attempt in explaining in brief how B eacon technology can be a vital factor in retail. 
 

Keywords : Beacon, Omni-channel, Retail 

 

Introduction  
 
In the current fast moving world, the presence of Beacon technology in Omni-channel 
retail will be a major success story. Emergence of Beacon technology will visibly enhance 
the user experience as this magical technology will act as a catalyst between the online 
and the offline world. With the rise in e -commerce business, Beacon technology will be a 
stepping stone in competing with the brick and mortar retailers. The adoption of Beacon 
in Omni -channel retail is a latest strategy to attract the customers. Marketing with the 
blend of technology is a vital weapon for the retailers to compete in the existing market. 
The change from Multichannel to Omni -channel is a blue ocean strategy adopted by the 
retailers to aggregate their customers but delivering Omni-channel experience is not a 
cake walk. With a large supply chain and logistics network without a middleman, online 
shopping sites have been enticing consumers with aggressive discounts and thereby 
putting market share ahead of profitability.  Retailers are struggling to keep up with Omni -
channel demands of customers as major players experience challenging in integrating 
back office technology. With the advent of e-commerce, the retail stores lack a seamless 
experience as online shopping is outplaying the offline retail market. Customers are now 
more prone to online transactions as they are lured with discounts and offers. However, 
customers want their products to be delivered at the doorstep with a single click. Over the 
past few years, footfalls at retail stores have been impacted by sales evidently shifting 
online which is hurting the larger ecosystem of offline retailers. Beacon technology is 
adopted to take Omni-channel experience to a new dimension as it gives a seamless and 
consistent retail experience with the combination of online and offline shopping. Beacon 
is not only confined to shopping but it also has vast applications in restaurants, groceries 
etc. The rapid pace of technology has impacted many sectors. Increase in the use of smart 
gadgets has changed the scenario quite significantly. A new application is developed every 
hour. The advancement in telecom with the rise of OTT players is something new as 
compared to the last decade. E-commerce is changing the trend and lifestyle of customers  
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in the current scenario. This mixture of technology with data speed and seamless visual 
experience is fulfilling the needs of the customers today. Some loop holes still exist in the 
path which forces every sector to adopt new strategies. This is where Beacon technology 
highlights itsel f in taking the retail sector to further heights.  
Statistics and analysis suggests that 40% (Mobstac, 2014) of the Omni-channel demand is 
struggling. This is not unusual as brick & mortar retail stores are also offering variety under 
a single roof with brands like Shoppers Stop, Pantaloons, and Big Bazar etc. The 
competition is rising and both the parties i.e. the customers & retailers are more or less 
benefitted. Adoption of Beacon technology in Omni-channel market will blur the line 
between online and offline market by aggregating mass and giving retailers a 360-degree 
view of their target audience. 67% of the consumers search grocery online but only 26% 
purchase online which is very less in the current state. Both online and offline stores have 
negative sides which can be made fruitful with the new technology. It can play an integral 
ÒÏÌÅ ÉÎ ÅÎÈÁÎÃÉÎÇ ÃÏÎÓÕÍÅÒȭÓ ÉÎ-store shopping experience. In 2015, 40% of global 
shoppers used smart phones in shopping process which is expected to rise to 6.1 billion by 
2020 and only 58% of retailers provide the consumers with an Omni-channel shopping 
experience (Nada, 2016). 
 

What Are Beacons?  
 
Beacons are battery-powered, Bluetooth 
Low Energy (BLE) devices which work up to 
50m (Mubaloo, 2013). They broadcast 
message in the smart gadgets that are 
Bluetooth enabled. They use geo tracking 
method in finding indoor services, 
notifications, promotions, etc. and a low 
frequency chip which is similar to the ones 
used in mobile devices that communicate 
with each other via BLE. The first to 
experiment this technology was Apple with 
the product iBeacon. For the pilot project, it 
was installed in iOS7 software, enabling 
ÐÕÓÈ ÎÏÔÉÆÉÃÁÔÉÏÎÓ ÔÏ ÓÈÏÐÐÅÒÓȭ ÍÏÂÉÌÅ 
when they roamed through Apple stores. 
This innovative technology has the 
capability to connect in -store environments 
with the shoppers through smart gadgets. 

        Fig (1): Working of beacons (Radhika, 2015) 
 

Smart device users can personalize recommendations and notifications inside brick and 
mortar stores, and thereby enhance the shopping experience resulting in  growth of in -
store traffic and sales. The Beacon technology opens up many opportunities like providing 
Á ÃÏÎÖÅÎÉÅÎÔȟ ÓÐÅÃÉÁÌÉÚÅÄ ÅØÐÅÒÉÅÎÃÅ ÔÏ ȰÃÌÉÃË ÁÎÄ ÃÏÌÌÅÃÔȱ ÃÕÓÔÏÍÅÒÓȢ )Ô ÃÁÎ ÓÙÎÃ ÔÏ 
ÃÕÓÔÏÍÅÒȭÓ ×ÉÓÈ ÌÉÓÔÓȟ ÂÙ ÔÁËÉÎÇ ÔÈÅÍ ÔÏ ÔÈÅ ÁÃÃÕÒÁÔÅ ÓÅÃÔÉÏÎ ÏÆ ×ÈÁÔ ÔÈÅÙ ÎÅÅÄȢ !ÌÓÏ ÉÔ ÃÁÎ 
collect useful data of customer interests, behavior, amount of in-store visits and tracks  
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device usage. This will help the store to keep track of the customer, how often he/she visits 
 the store and also the interest. It is a cost effective device at $20 per beacon (Megan, 2014). 
The hardware runs for up to two years on a single coin battery, reducing the overall costs 
for maintenance.  In a fraction of seconds, the cohesive network sends out messages to 
each customer in the Beacon territory, depending on the in-store location. Brand-favoring 
consumers outside the store can be reached by the retailers having the brand app 
downloaded and sending exclusive deals oÎ ÐÒÏÄÕÃÔÓȢ Ȱ3ÍÁÒÔ 2ÅÔÁÉÌȱ ÉÓ ÔÈÅ ÔÅÒÍ ÔÈÁÔ ÃÁÎ 
be coined with the use of Beacon technology. 
Some of the revolutionary aspects of Beacon are advanced analytics, Omni-channel 
experience, store traffic, time access, faster check-out, in-store personalization etc. Beacon 
will inform the brands about the behavior of the customer, how he/she reacts, what he/she 
purchases, when he/she purchases, where he/she moves. The collective information is 
send to the brands to personalize the offerings to the customer. 
MoreÏÖÅÒȟ "ÅÁÃÏÎ ÃÁÎ ÇÁÔÈÅÒ ÔÈÅ ÉÎÆÏÒÍÁÔÉÏÎ ÆÒÏÍ ÃÕÓÔÏÍÅÒȭÓ ×ÉÓÈ ÌÉÓÔ ÉÎ ÔÈÅ ÍÏÂÉÌÅ ÁÐÐ 
and send to the retail store sharing coupon and recommendations to the related product. 
This will bridge the gap between online and offline store and make it easy for the customer 
to make a purchase, the next time he visits a store. One of the interesting features of 
Beacon is that it can alert the customer entering the store by connecting with the passer-
by.  As the customer has set up the payment information through mobile device, Beacon 
can connect to make the payment without any registration required. Here, it acts like a 
NFC (Near Field Communication) device. Cashless transactions can be done with Beacon. 
Without stepping inside the store, the customer can get alert messages about the rewards, 
offers, discounts of the products. In the near future, Beacon could be the next big thing 
for the retailers. 
 

BEACONS: How they are changing the US retail business & key 
insights that India could incorporate in their traditional ret ail 
models  
 
The recent Business Insider intelligence report reveals on how these small devices are 
changing the shape of in-store technology that would revolutionize the overall retail 
market & the current development path would result in triple digit beac on install growth 
over the next five years. This in turn would raise the scope of its implementation in India 
as most of the technology trends that India witnessed in the past were based on the foreign 
concepts & have been implemented successfully to a greater extent. An example of this 
could be the idea of making smart cities in India which has been debated since long & 
India is successfully progressing towards it (Pratheeksha, 2016).  
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                               Fig (2): US beacon install base  (Smith, Beacons, 2014) 
As per the report, the growth in number of beacons installed is expected to be 4.5 million 
by the year 2018 of which 3.5 million is expected to be used by the retailers. They in turn 
can use it for the purpose of in-store messaging for shopping purposed as well as making 
payments in which the retailers can merge with third party payment merchants & 
integrate it to their mobile application.   
 
 
                                

 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                   Fig (3): Smartphones compatible with the BLE 
According to a report, it is estimated that globally 570 million Android & A pple 
smartphones will be compatible with the Bluetooth Low Energy (BLE), the signal emitted 
by the beacons to wake up the smartphone app. This number is equivalent to the one-
third of the smart phone user base over the globe. The facility of enhancing the shopping 
experience for the customers using beacons is an add-on service provided by the retailers 
along with the traditional service offerings. Hence, customers may be reluctant in 
embracing the methodology as there are some minor security issues which can 
compromise the user data if hacked by someone. Also, at times it might be the case that 

the geo-location tracking can access the data if that feature is enabled by the user.           15 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                             

          Fig (4): US shÏÐÐÅÒȭÓ ÐÒÅÆÅrence for In-Store tracking 

 
Nevertheless, most of the time this data is used by the retailers to analyse the user buying 
patterns & in turn help the retailers formulate the marketing & advertising strategies in 
future. As per the BI intelligence report (Smith, Beacons: The Humble, Low-Cost Device 
That Is Changing How Big Retail Chains Do Business, 2014), most of the US shoppers chose 
to access the beacon methodology as it helped them ease their overall shopping experience 
& ease in usage. Statistics show that 64% of the users opted for the in-store tracking as 
compared to 12% against it. It clearly indicates the fact that shoppers have built trust in 
their retailers in their service offerings which helps both the retailers & shoppers in 
achieving a collaborative goal. 
 
 

Beacon Technology: Global companies which have incorporated the 

beacon technology in its portfolio  

The $10 device is attracting unique attention amongst companies of different domain. 
Companies from supermarket to software ɀ all of them are leveraging the benefit of 
Beacon technology in order to make the shopping more useful & convenient for their 
customers. Surprisingly, even the non-retail companies are incorporating Beacon 
technology. Some of them are as mentioned in the table below: (LTP Team, 2014) 
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Company name  Company domain  

American Eagle Outfitters  Clothing  

Giant Eagle  Supermarket  

Universal Music  Recording Studio  

Gilbarco Veeder -Root  Business Development  Service 

Apple Stores  Retail Store  

Macy Stores Retail Store  

Rubens House Museum  Museum  

CES Software  

Exact Editions  Software  

 

Table 1 ɀ Companies using beacon technology 

 

Beacon Technology: Indian Context  
 

The scope of Beacon implementation in India has to happen in near future as the brick & 
mortar retail outlets are struggling to increase the customer base because of fierce 
competition from the online retailers (VIJAYAKUMAR, 2014). With the implementation 
of Beacon technology, these stores would definitely have an edge over the online players 
& it would eventually help in increasing the market share as well as the sales volume. Some 
of the primary reasons attributing to a definite future of Beacon technology are as follows: 

¶ The smart phone penetration in increasing tremendously with over 200 million 
smartphone users currently (India to overtake US in smartphones by 2016, 2016). 

¶ The android market share in India is close to 70% (Market share held by mobile 
operating systems in India from January 2012 to June 2016, 2016) which is a boon to 
retail industry & by leveraging this user base, wide scope of opportunities exist for 
the Indian retailers which could take their business to greater heights. Also it is 
estimated that India can overtake the US as the second largest smartphone market 
& hence offer new development opportunities in the retail sector. 

¶ As the beacon technology is already prevalent in most of the foreign countries & 
many of the foreign brands have already entered into the local malls, these brands 
would not hold back seeing its potential in India. 

¶ With the emergence of smart cities in India & the integration of technology 
platforms like Io T & Big Data, the beacon technology can leverage these platforms 
& can be a major driver for smart cities in various sectors & especially retail. Some 
of the key players who have shown willingness to be a part of this initiative in 
Beacon technology are Bfonics, Beacon stream & Mobstac. 
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Beacon Technology: Case Example - India  
 
One of the finest examples of its success story is the deployment of beacons to create an 
IoT enabled shopping district by a Bangalore (DQINDIA, 2015) based start-up in which 
Interaction One has partnered with Virtuous Retail. In this flagship development, 300 
beacons have been deployed across the centre which would in turn help in enhancing the 
overall shopping experience. 
The company ɀ Interaction One has come up with a mobile application called Mobmerry 
which interfaces retailers to the customers. The application allows the retailers to have a 
comprehensive interaction with the customers with services like real-time push 
ÎÏÔÉÆÉÃÁÔÉÏÎÓ ÏÆ ÎÅ× ÐÒÏÄÕÃÔÓȟ ÄÅÁÌÓ Ǫ ÏÆÆÅÒÓ Ǫ ÄÉÓÃÏÕÎÔÓ ÉÎ ÔÈÅ ÃÏÎÓÕÍÅÒÓȭ ÓÕÒÒÏÕÎÄÉÎÇ 
areas. 
Some of the key highlights of the application powered by the beacon technology can be 
summarized as below: 

¶ The application allows the customers to receive personalized offers in food & 
product categories for example & help them virtually explore the city based on 
these services on real time basis. 

¶ The location of the customer is identified on the real time basis & they can be driven 
to a particular store in case a person is unable to locate a store or show them the 
nearby stores based on his/her preferences. 

¶ The detail of a particular store is immediately disclosed as soon as he/she is in the 
proximity of that beacon so as to notify the person about the offerings by the store. 

The centre of attraction before designing this application was the customer. However 
shopping experiences have changed & tÈÅ ÒÅÔÁÉÌÅÒÓ ÃÁÎȭÔ ×ÁÉÔ ÆÏÒ ÃÕÓÔÏÍÅÒÓ ÔÏ ÃÏÍÅ ÔÏ 
them. Instead, they need to showcase their products to them so as to attract the pool of 
shoppers. The target customer kept in mind is one with an average income & basic 
understanding about the smartphones. 

 
Conclusion  
 

After the indoor positioning with Wi -Fi, beacon technology is the next revolutionizing 
step for the Omni channel presence in retail as it would allow for background positioning 
& detection ɀ giving new power to the mobile phone making it literÁÌÌÙ ȬÓÍÁÒÔȭȢ 
Incorporation of this technology will result in wonders for retailers especially in India as 
the concept is in its nascent stage & the growth in terms of numbers would be enormous 
for retailers & also beneficial for the customers in multiple ways. 
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LEVERAGING ON THE BENEFITS OF AN AWS DIRECT 
CONNECT WITH AN ENTERPRISE LOCATION SPACE 

 
Arnab Mohapatra, Abhishek Sapra  

 
Abstract  
This paper is aimed at exploring the benefits of an AWS Direct Connect in India where the 
IT has become an indispensable part of the business. Huge amount of data is being 
pumped into the cloud space. AWS Direct Connect, in this case becomes a strategic fit, 
helping firms associated with the IoT Industry and the ICT Sector to optimize on 
operational expenditures while exploiting the enterprise insights derived from the use of 
this service. This paper provides an understanding of how firms can make use of the Direct 
Connect to help convert their metadata into useful business insights. 

 
Keywords:  AWS Direct Connect, Tire IV Data Center, Co-location 

 

Introduction  
 

The Amazon Web Services Direct Connect provides an alternative pathway to gain 
accessibly to the Amazon Web Services without making use of the internet. This in turn 
makes the Network Service very secure as the transmission of data is not done through a 
Wide Area Network like the Internet. The Data gets delivered through a private 
connection that is created between the collocation space and the corporate network. 
AWS may come in handy for both IT Start-ups as well as the big giants. Optimization of 
resources has been a major concern for the IT Firms and is often a point of debate between 
the IT Department and the Finance Department of a particular firm. This is where AWS 
Direct Connect strategically fits in. Private Network connections have been known to 
reduce costs and increase bandwidth without hampering the network experience, which 
is at par or even better, when compared with the Internet.  
 

Benefits of Using AWS Dir ect Connect  
 

Many IT Companies have been making use of AWS Services because of the numerous 
benefits that it provides and Direct Connect acts like a catalyst, enhancing the experience 
of the firm making use of the Services. For example, a Firm using an Amazon Elastic 
Compute Cloud (EC2), Amazon Virtual Private Cloud (VPC), Amazon Simple Storage 
Service (S3) or an Amazon DynamoDB can bundle its Services on the Direct Connect and 
derive useful insights on enterprise governance while significantly reducing costs and 
saving on bandwidth.  
Secondly, two or more Virtual Interfaces can be clubbed on a single Direct Connect, may 
it be a VPC using a private IP Space or Services on a Public IP Space like the EC2 or the S3. 
,ÁÓÔÌÙȟ ÔÈÅ ÓÅÒÖÉÃÅ ÃÁÎ ÂÅ ÕÓÅÄ ÅÖÅÎ ÉÆ ÁÎ ÅÎÔÅÒÐÒÉÓÅȭÓ ÎÅÔwork is not present in the AWS 
Location. In such a case accessibili ty ÃÁÎ ÂÅ ÐÒÏÖÉÄÅÄ ÂÙ ÃÏÎÎÅÃÔÉÎÇ ÔÈÒÏÕÇÈ !ÍÁÚÏÎȭÓ 
APN Partners. 4ÈÅÓÅ !0. 0ÁÒÔÎÅÒÓ ÃÁÎ ÈÅÌÐ Á ÆÉÒÍȭÓ ÐÒÅ-ÅØÉÓÔÉÎÇ $ÁÔÁ #ÅÎÔÅÒȭÓ ÏÒ ÔÈÅ ÉÎ-

house facility to connect with the Service.                                                                          20 



GPX India Private Ltd. has partnered with Airtel, Colt Technology Services Co., Ltd., 
Global Cloud Xchange, Hutchison Global Communications, Sify and Tata 
Communications to provide for direct connect services in Asia Pacific Locations with its 
point of presence at Singapore. 
 
 

How does AWS Direct Connect Work?  

Figure 1: AWS Connectivity to Customer Remote Location 

 

The 7 Simple steps that help one to get connected to an AWS Direct Connect Location 
are: 
Step 1: Sign Up for Amazon Web Services 
Step 2: Submit AWS Direct Connect Connection Request 
Step 3: Complete the Cross Connect 
Step 4: Configure Redundant Connections with AWS Direct Connect 
Step 5: Create a Virtual Interface 
Step 6: Download Router Configuration 
Step 7: Verify Your Virtual Interface  

 
GPX India Pvt Ltd. is the only Data Centre in Entire India that provides for AWS Direct 
#ÏÎÎÅÃÔ 3ÅÒÖÉÃÅÓȢ !ÐÁÒÔ ÆÒÏÍ ÂÅÉÎÇ Á Ȱ3ÔÁÔÅ-of-the-ÁÒÔȱ $ÁÔÁ #ÅÎÔÒÅ ×ÉÔÈ ÉÔÓ ÁÒÃÈÉÔÅÃÔÕÒÅ 
Certified as Tier-IV by the Uptime Institute, its Direct Connect Services ensure a secure 
dedicated connection to its clients. 
 

Insights for IOT Companies  
 

IoT Companies are picking up fast in India and have been responsible for generating lots 
of Real Time and Unstructured data which needs to be converted into business insights 
much required for formed decision making.  
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AWS Direct Connect helps in providing businesses: 

i. Ways to move mission critical business data traffic and providing various ways 
to work with la rge data sets. 

ii.  Constant latency to improve the experience of audio and video content from 
applications, making use of real time data feeds. 

iii.  Satisfying regulatory requirements by creating a hybrid environment that 
provides for both elasticity and economy of use. 

 

Benefits to Companies in the field of Tele -Medicine  
 

Most Cloud Based Medical companies for insights on analytics have preferred the use of 
AWS to others for its security of interaction with the management interface. E.g. Amazon 
API Access Keys and X.509 Certificates can easily be accessed using the secure methods of 
transaction.  
 
For Speeding up research and breaking down data into useful information and for offering 
flexibility in the private IP Space, AWS Direct Connect provides for 1 GB and 10GB Ethernet 
links which have increasingly become an attraction for pharmacies which are moving to 
ȰÍÅÄÉÃÉÎÅ ÏÖÅÒ ÃÌÏÕÄȱ. Since Medical data is highly mission critical, AWS Direct Connect 
can become a good solution for backing up the enterprise data. 
 

Advantag es to Digital Marketing Firms  
 

Digital marketing firms are said to be the backbone for organizational promotions. Search 
Engine Optimizations, E-Mail Marketing, Social Media Marketing are platforms that have 
changed the way marketing is looked at, these days. But these platforms can become 
cluttered unless and until the products and services have been positioned as a proper 
target market and segment. 
Digital marketing firms for strategy formation and planning are dependent on Predictive 
and Descriptive analytics for informed decision making. It is important that these 
companies transmit their data over a secured network rather than taking them over the 
public internet. Though it may not be advisable for the company to invest heavily in 
building an on-premises data centers, they can always have the option of collocating with 
a Data Center that provides an SLA of 99.999% Uptime and Near Zero down Time. 
'08ȭÓ ÓÕÐÐÏÒÔÉÖÅ ÃÏÌÌÏÃÁÔÉÏÎ ÓÐÁÃÅÓ ×ÉÔÈ ÔÈÅ ÎÅÃÅÓÓÁÒÙ ÉÎÆÒÁÓÔÒÕÃÔÕÒÅ ÉÎ ÐÌÁÃÅ ÁÒÅ ÁÌ×ÁÙÓ 
in a state to provide for a strong framework that can support the business motives. 
Most Digital Marketing firms use AWS Services but over the internet. A better way of 
making use of these services would certainly be through a direct connect, which, in turn 
would give the company a dedicated connection to harp on, save bandwidth and optimize 
the IT Resources. 
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Capturing the Needs of the E -Commerce and the Internet 
Centric Companies  
 
E-Commerce in India has seen an exponential growth. Reports suggest that that the E-
Commerce sales will be valued at $24.61 billion in the Year 2016. The Sales have risen from 
$6.1 billion in 2014 to $14 billion in 2015. 
 
Factors that have been driving E-Commerce Sales are: 

1. The Number of Digital Buyers in India has doubled. 
2. The Average B2C E-Commerce spend per online shopper in India is on the rise. 
3. The Online Retail Sales have also risen by $5 billion from 2014 to 2015 . 

 
More Sales would mean a stronger infrastructure to support the demand. It is advisable 
for E-Commerce companies that they shift their focus from investing in capacity intensive 
data centers to core competencies like customer acquisitions.  

 

 

Fig 2: Ecommerce India Sales 

 

Benefits to Manufacturing Companies  

Generally, the nature of data that manufacturing companies have is enterprise and 
classified. Interviews have suggested that some manufacturing firms can afford a few hours 
of downtime owing to the fact that a major chunk of the data they generate may be of 
importance but not necessarily very urgent. Their priorities are focused on the security of 
their data plus the network quality with which they can manage it. 
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Another trend in this industry is the realization of the importance of a disaster recovery 
site. Although not a new concept but it has taken time to flourish in each firm. Moreover, 
there can be significant advantages to those firms who are already using AWS. Keeping in 
mind all the above points, the following is the mapping of AWS direct connect offering 
v/s the requirement for this sector: 

 

 

AWS DC Offeri ng Push to firm  

Dedicated and secured connection to AWS Data Security 

Improved latency and connectivity Network quality  

DR site can be maintained via a simple CAT 6 connection Disaster recovery 

No need to be present in AWS location, plus very 
nominal switching costs 

Ease of switching 

 

Conclusion  

AWS Direct connect is a unique business offering by Amazon to enhance the value 
propositions of Amazon Web Services. Apart from providing flexibly to end users, it also 
addresses their security concerns. AmazonȭÓ ȰÐÁÙ ÐÅÒ ÕÓÅȱ ÐÏÌÉÃÙ ÍÁËÅÓ ÔÈÉÓ ÂÕÓÉÎÅÓÓ 
offering, all the more attractive. 
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SYNOPSIS OF THE INDIAN E-COMMERCE SPACE AND ITS 

FUTURE PROSPECTS 

 Anmol Javadekar, Rohit Tiwari  

 

Abstract   
 
This paper takes a comprehensive view of the Indian E- commerce Industry and the factors 
that have promoted its growth in a place where the network infrastructure and mobile 
network penetration is limited. It also aims to predict the future of such online market 
places and how they can affect a common person's life. The Indian online business and E-
commerce industry has been on a roll ever since the emergence of online market places 
like Flipkart and Amazon. The buzz around all these online market places keeps on 
increasing as more and more subscribers are now getting added to this endless network of 
connected devices. The online business industry or the E-commerce industry in India is 
set to witness another year of growth as the valuation is predicted to be around $38 billion 
in the year 2016 and with big time players like Amazon pouring in billions into the existing 
market, things are only going to get better. 
 

Keywords:  Online marketplaces, Tech startups, FDI, Digital India, Mobile network 

penetration, Gross merchandise value, GST, Digital platforms 

 

Introduction to E -commerce industry  
 
India registered an internet user base of around 35Ϊ ÍÉÌÌÉÏÎ ÁÓ ÏÆ *ÕÎÅȭΫί ÁÎÄ ÅØÐÅÃÔÓ ÔÏ 
cross 500 million by the end of 2016. In spite of having the second-largest user base in the 
world, only behind China (652 million), the penetration of e -commerce is less when 
compared to more developed markets like the United States or France. 
E-Commerce is not limited to online m arket places and online retail like Flipkart, Amazon, 
Bigbasket, etc. It also includes online travel ticketing, online deals and classified listings. 
Also there are a huge number of job portals now coming up online like monster.com, 
naukri.com, etc. Online places to buy, sell or rent goods or properties are now coming up. 
Top online businesses other than retail include travel, property, matrimonial sites, cabs 
on demand, movie ticketing, restaurant locater, etc. Examples of these are 
Makemytrip .com, Redbus, Paytm, MagicBricks.com, Bookmyshow, Ola, Zomato, 
Shadi.com etc. 
 

Key drivers of E -commerce  
 

¶ The increasing number of people across the country now joining the internet by 
subscribing to 3G services. 

¶ The introduction of 4G networks will enable faster transactions, ability to scroll 
through large range of products in lesser times, quick payments and confirmations,  
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less cancellations and network errors, reduction in perceived risks regarding online 
payments and transactions. This will also ensure quick launch of online stores and 
round the clock availabili ty. 

¶ The Rampant growth of Smart phones having 3G/4G capabilities in India that will 
promote M- commerce as an important platform for online businesses. 

¶ The big billion sales and jaw dropping discounts on most online stores are 
attracting more and more attention from smart phone users and almost everyone 
on the internet.  

¶ Evolution of variety of innovative online startups that have opened doors to 
activities that are not possible using the brick and mortar stores. E.g. OLA cabs, 
OLX etc. 

¶ The huge funding that many E-commerce players have received and continue to 
receive. 

 

A Brief History of Online Businesses  

It all started in 1991 when internet became commercially available. Since then thousands 
of e-businesses have took off around the world and in India and those already having the 
"brick and mortar" store have started going online to increase the visibility and sales of 
their product.  
The internet then started becoming popular in general public in 1994 and in the next 4 
years security protocols like HTTP and DSL were developed which permitted rapid access 
and a continuous connection to the internet. By the year 2000, a large number of 
businesses in US and Europe began their services over the World Wide Web. Online retail 
also gained popularity slowly and steadily in this period. 
India's first interaction with E -Commerce was made in 2002 when the Indian Railways 
experimented its online strategy to provide public the ease of booking tickets without 
having the need to stand in long queues. This was made possible on the IRCTC website 
which was then predominantly used for booking train tickets as opposed to a variety of 
other things that it is used for today. 
The IRCTC success led to rise in online ticketing and now various airline operators began 
online ticket booking to make hay while the sun shines! The online ticketing was started 
by Air Deccan, Indian airlines, Spice jet to name a few in the aviation domain. This 
increased the number of users using E-commerce platform and gave e-commerce wide 
scale popularity. 
In 2007, When Flipkart was introduced, people were greeted by huge discounts and price 
cuts across various consumer goods. This gave online shopping tremendous popularity as 
a concept and people started using it to save money and buy across a huge range of 
products. Post this, online retail businesses became hugely popular and companies like 
Amazon, Jabong started viewing India as one of the target destinations for setting up their 
online retail businesses.  
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A look at the Present Status  
 
Today, online shopping has become a regular norm with more and more online businesses 
coming up every day and offering something new and innovative to the customers. The 
companies like Flipkart, Amazon and Snapdeal have cemented their place in the lives of 
many customers. The Gross merchandise value of these online market places is ever 
increasing. According to a report in Economic Times, India received a whopping $6.6 
billion in venture capital and private equity investment in the year 2015. This was a 50% 
increase from the previous year which was probably the reason why there was a steep 
growth in Gross Merchandise Value for E-commerce companies. 
 
-ÏÒÇÁÎ 3ÔÁÎÌÅÙ ÉÎ Á ÒÅÐÏÒÔ ÓÁÉÄ ÔÈÁÔ ÔÈÅ '-6 ÏÆ ÔÈÅ ÃÏÕÎÔÒÙȭÓ ÌÅÁÄÉÎÇ έ %-commerce firms 
have exceeded that of the leading 10 offline retail business firms the previous year and that 
the Indian market has great potential and large number of opportunities that will attract 
huge investments from global investors. 
 
Following the steep rise in Venture capital investments, Morgan Stanley in a report, 
increased its 2020 estimate of Indian E-commerce market to $119 billion from $102 billion 
and also estimated the total internet market to be at $159 billion. It also said that India will 
be the fastest growing E-commerce Market in next 3 years.  The combined share of the top 
3 E-commerce retail platform players namely Flipkart, Amazon and Snapdeal was 83% in 
2015.  
 

The Crisis Period  
 
The big players of Indian E-commerce industry have been subjected to stress like any other 
business in maintaining market share as well as in making profits. Seeing the huge 
potential of E-commerce players in India like Flipkart and Amazon, many investors have 
put in billions of dollars into these companies. The market for these companies is ever  
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increasing but the point of concern is the profits that Flipkart and similar players like 
Snapdeal are making. These investors are now putting pressure on the firms to have better 
control on their operations, logistics and slash discounts to increase overall revenues and 
profits. The market has no signs of dipping but the companies are now in need of new 
investors especially Flipkart and Snapdeal who face tough competition from Amazon who 
is a global player and has been making profits globally. 
Flipkart has been in the forefront when it comes to market share and total customers using 
its service and according to media reports, has been able to raise close to $1.4 Billion. But 
in recent times investors are wary of investing due to uncertainty around soaring 
valuations of privately funded tech start-ups. Snapdeal , on the other hand who has been 
successful in attracting investors like Japanese Giant SoftBank and Alibaba at Ontario 
Teacher's pension plan Funding in February, 2016 saw a lot of existing investors sell off 
their shares. A lot of money raised in that funding went to these investors. 
 

Government's initiatives towards E -commerce  
 
In recent t imes, Indian businessmen have been continually reading reports on the 
government's attempts to market local production and creation of start-ups. For most 
folks who are first time entrepreneurs, these are incredibly encouraging signs. Although  
these are positive signs but on the other hand, the nationwide government legislations 
and rules belies the optimism we experience about these ambitious programs.  In the area 
that e-businesses operate, the existing policy regulations for e-commerce are almost 
contradictory to intended government objectives. 
The Entire Eco-system around E-commerce sector will be impacted greatly by the growth 
of this sector. To keep up with this pace the E-commerce firms will need investments 
amounting to $25 billion in the coming  5 years in order to satiate the exponentially rising 
demand of storage and warehousing, logistics, datacenters, customer relationship 
management, technical improvements, Delivery mechanism and finding ways for shorter 
time to deliver products etc. This would directly result in creation of close to 7,00,000 jobs 
and a lot many indirectly. The growth of this sector hence becomes very valuable for the 
government of a country like India. 
Since a large portion of these investments would come through Foreign Direct Investment, 
allowing a higher percentage of FDI in this sector will allow the E-commerce industry to 
grow naturally and achieve its full potential. The recently launched "Make in India" 
initiative by the government of India focuses on manufacturing of electronics and goods 
in India and bolstering the manufacturing sector, is also dependent on government's 
policies on FDI. The "Make in India" policy, the FDI policy and the online businesses are 
all correlated.  The growth of E-commerce sector has allowed many new brands to sell 
exclusively through online platforms and gain popularity. The Make in India initiative 
along with large percentage of FDI and growing popularity of brands on E-commerce 
platforms will now encourage companies to manufacture these products in India. For 
instance, Xiaomi is now setting up its plant and Data Center in India after its huge success 
on sale of smart phones through E-commerce platforms hence the government's initi atives 
are set to create a win-win situation for both,  the Ecommerce sector and the Governmentȭs 
long term objectives of these initiatives. 
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Start -up India  
 
The E-commerce industry may be burgeoning at first sight but on having a closer look at 
the industry, we realize the truth. There are still many small to medium sized e-businesses 
that are either getting eaten up by large fishes or are succumbing to severe pressure due 
to cash and funding needs, regulatory policies and starting troubles and others to name a 
few. These are the issues that make people over cautious and usually create fear in the 
minds of those thinking of starting a venture. Hence, the new initiative of government 
namely "Startup India" emphasizes on removal of hassles and anxiety of existence that new 
startups face today. 
Some of the notable features of this campaign that directly or indirectly affect the E-
commerce industry are: 

 

¶ A total of $100 billion has been reserved for this purpose. 

¶ There will be single window clearances and mobile applications can be used for the 
same. 

¶ 80% Reduction in patent registration fee, Tax Exemption from capital gains for 3 
years, no Taxes on Profits for 3 years. 

¶ Tailor made Bankruptcy and Insolvency codes that ensure a 90-days Exit Window 
in case the startup fails. 

¶ Wiping out Red-Tapism. 
 
This new step from the government towards the betterment of young entrepreneurs can 
boost the spirits of those who wish to start on their own. If the entire environment around 
such startups becomes supportive and business friendly with large opportunities to 
compete, these new businesses including those online can do a lot more than just 
surviving and this can also bring about growth in the supplementary ecommerce 
businesses. These include, but are not limited to logistics, packaging, warehousing, 
content marketing and more. In this way, not only the mainstream industry players like 
online retail stores and marketplaces but also the supplementary and complementary E-
commerce industry players can start flourishing. 
 

Digital India  
 
This initiative will directly affect E -commerce players as it is obvious with the name of the 
initiative itself. Online businesses are built over digital platforms and making d igital 
platforms prevalent and widespread for providing a variety of solutions is what the 
government aims to achieve by this initiative. The idea here is simple and straightforward 
and that of increasing the number of people on the internet. The increase in number of 
people will directly affect the E-commerce business and now more number of people will 
be exposed to their services. 
The main purpose of the Digital India initiative  is to empower a mobile user with large 
scale capabilities by providing him easy access to internet.  Currently the internet user 
penetration in India stands at 34.8 % which proves there is huge scope for growth. Once 
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