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Abstract 

E-commerce involves an online transaction. E-commerce provides multiple benefits to the consumers in form of availability 
of goods at lower cost, wider choice and saves time. Many companies, organizations, and communities are doing business using E-
commerce and also are adopting M-commerce for doing business. Ecommerce is showing tremendous business growth globally. 
Increasing internet users have added to its growth. This paper attempts to highlight the different challenges faced by the E-commerce in 
India, understand the essential growth factors required for E-commerce and E-Commerce sales globally. The study found that, in the 
world of E-commerce, the existence of the wholesalers is at the greatest risk because the producer can easily ignore them and sell their 
products to the retailers and the consumers. The study also found that, E-commerce provides the various types of opportunities to the 
wholesalers, retailers, producers and the People. This paper is outcome of a review of various research studies carried out on Growth 
and Emerging trends in E-Commerce. 
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INTRODUCTION  

Electronic commerce is a one of the main significant elements of the information technology revolution which became 
extensively used in the globe trade in general and Indian economy in particular. E-Commerce stands for electronic Commerce which 
means trade in goods and services through the electronic medium and internet. Now a days there is a remarkable growing rate of 
awareness among businessmen about diverse opportunities accessible by E-commerce business. It is not only connected to urban area 
but also it is extensively connected in villages too. Much of the development for the industry has been triggered by an increase in internet 
and Smartphone incursion. 
 
REVIEW OF LITERATURE  
1.Dr. Anukrati Sharma (2013) in his study focus the recent trends, influences, preferences of customers towards E-commerce and 
online shopping and to give the suggestions for the improvement in online shopping websites. The study found that, most of the people 
who are engaged in making the decision of purchasing are in the age of 21-30 years. While making the websites for online shopping it 
must be designed in a very planned and strategic way. 
2.Dr. Rajasekar, S. and Sweta Agarwal (2016) in their study reveals E-commerce provides multiple benefits to the consumers in form 
of availability of goods at lower cost, wider choice and saves time. Increasing internet users have added to its growth. The paper is 
outcome of a review of various research studies carried out on Impact of E-commerce on Indian Commerce. 
3.Vipin Jain, Bindoo Malviya, Satyendra Arya (2021) in their article focused the theoretical concepts on importance, e-commerce 
facilitators, business types, benefits, challenges faced by e-commerce in India and the recent trends. 
 
METHODOLOGY OF STUDY  

In this paper, both Primary and Secondary Data is used. Primary data has been collected freshly through Statistics. Secondary 
data related to this paper is collected from journals, Books, magazines, research papers and through internet. 
 
OBJECTIVES OF THE STUDY  
1. To study the Theoretical Concepts of E-commerce.  
2. To Study the Growth of E-Commerce Sales. 
2. To examine the Current trends and various challenges faced by E-Commerce.  
 
THEORETICAL CONCEPTS OF E-COMMERCE  
I.TYPES OF E-COMMERCE  
Business to Business (B2B): Business to Business E-commerce refers to the full range of E- commerce that can occur between two 
organizations. B2B E-commerce includes purchasing and procurement, supplier management, inventory management, channel 
management, sales activities, payment management, and service and support.  
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Business to Consumer (B2C): Business to Consumer E-commerce refers to exchanges between Business and Consumer. Direct dealing 
between Business and Consumer has always existed, but with the Ecommerce such transactions have gained further momentum. 
Examples: Amazon.com.   
Consumer to Consumer (C2C): Consumer to Consumers involves transactions among consumers. These exchanges may or may not 
include third party involvement. Ecommerce has made it possible to bring together strangers and providing a platform for them to trade 
on.   
Consumer to Business (C2B): Consumer to Business is relatively a new model of commerce and is a reverse of the traditional 
commerce models. Here, consumers provide services or goods to businesses and create value for the business. Consumers can band 
together to form and present themselves as a buyer group to businesses in a consumer to business relationship.  
Business-to-Administration (B2A): This model enables online dealings between companies and public administration, i.e. the 
Government by enabling the exchange of information through central websites. It provides businesses with a platform to bid on 
government opportunities such as auctions, tenders, application submission, etc.  
Consumer-to-Administration (C2A): The C2A platform is meant for consumers, who may use it for requesting information or posting 
feedbacks concerning public sectors directly to the government authorities/administration. Its areas of applicability include the 
dissemination of information, distance learning, remittance of statutory payments, filing of tax returns, seeking appointments, 
information about illnesses, payment of health services, etc. 
 
II.EVOLUTION OF E-COMMERCE  

The evolution of e-commerce has been rapid, growing at an almost mind-boggling pace. Over even just the last decade, online 
marketplaces have blossomed, as has the sheer volume of products and services being offered to support sales. 

Year Evolution 
1969 The first major U.S. e-commerce company CompuServ is founded 
1979 Electronic shopping is invented 
1982 Boston Computer Exchange launchesone of the first e-commerce platforms 
1990 The first web browser WorldWideWeb launches 
1995 Amazon and eBay launch 
1997 Netflix launches subscription video on demand service 
1998 PayPal launches online payment system 
2012 Instacart launches online food ordering and delivery 
2014 Apple Pay introduced as a mobile payment method. 
2015 Pinterest enters the e-commerce scene by adding Buyable Pins, a feature that allows users 

to sell their pins to other users. 
2017 Amazon acquires whole foods 
2018 Flipkart is acquired by Walmart. 

 Source: https://www.the-future-of-commerce.com › 2020/01/30 
 
GROWTH OF E-COMMERCE 

Electronic commerce has now been on the scene for around three decades, and in that period, it has transformed the processes 
of buying and selling goods. Its continued increase is changing the nature, timing, and technology of both business-to-business (B2B) 
and business-to-consumer (B2C) commerce, influencing pricing, product availability, inventory holding, transportation patterns, and 
consumer behavior in developed economies worldwide.  

 
Business-to-business electronic commerce accounts for the vast majority of total e-commerce sales and plays a leading role in 

global supply chain networks. Its rise over the past 20 years has been rapid. As technology, e-commerce, and globalization become more 
intertwined, buyers and sellers are increasing their connectivity and the speed with which they conduct sales transactions.  
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Source: https://www.statista.com › 
 
Internet access among Emerging Consumer Survey respondents is now around 80 percent or more in all countries. The e-

commerce sector has registered a growth of 36% year over year in the last quarter of 2020. Massive changes across the e-commerce 
industry have seen large retailers continue to push online sales, and even small, local operations increasingly turning to digital methods 
to drive business. The rapid adoption of smartphones and subsequent access to the internet has allowed emerging market consumers to 
be a major global force across a range of online activities.  
 
TRENDS IN E-COMMERCE 
1. Increased prevalence of voice search. 

Voice assistants on your phone, home smart hub and even your TV remote control have come a long way. Voice search is 
growing in popularity, which directly influences search results and shopping outcomes.  
2. AI-assisted upselling and cross-selling. 

Artificial intelligence (AI) and machine learning do a good job of predicting shopping habits based on browsing and shopping 
history.  
3. Additional payment options. 

If your business accepts payment only via check or credit or debit card, it’s time to consider new options.  
4. Augmented reality to visualize purchases. 

Customers don’t want to guess what a new couch would look like in their living rooms. With augmented reality (AR), they 
won’t have to.  
5. Smarter mobile shopping tools. 

Brick-and-mortar retailers may not like seeing people looking at their phone screens, as it could indicate that the customer is 
price shopping or using the brick-and-mortar store as a showroom for a later online purchase somewhere else. 
6. Growth in subscription models. 

When you sell a subscription, it’s a lot more likely the customer will return again and again. Subscription models have proven 
successful online, and many savvy businesses are finding new ways to turn products and services that keep customers loyal for months 
and years to come.  
7. Renewed focus on sustainability. 

“Renewable” and “sustainable” are not just buzzwords. Consumers and governments are making major shifts to renewable 
energy, sustainable environmental practices and long-term sustainable thinking.  
8. Multichannel customer support. 

Past and prospective customers may want to contact your company for customer service. Adding chatbot tools can lighten your 
customer service workload, improve the customer experience and be part of a well-rounded customer experience. 
9. Enhanced distribution and fulfillment planning. 

Customers want purchases in their hands as quickly as possible. If your delivery estimates are too slow, they may go elsewhere. 
Multilayer distribution models, hyperoptimized supply chains, and software-assisted fulfillment are already leading to big changes and 
big profits.  
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10. Seamless online purchases. 
Customers may not buy directly from your website. There are now many channels for ecommerce, including selling directly 

through social media. Popular apps like Instagram enable purchases without ever leaving the app. That makes social a smart place for 
consumer companies to send their advertising dollars. 
11. New marketplaces and faster distribution channels. 

Big marketplaces from retail giants like Amazon and Walmart are both a blessing and a curse for smaller ecommerce stores.  
 
CHALLENGES ASSOCIATED WITH E-COMMERCE 

Like other technologies, electronic commerce (E-commerce) also facing many challenges. These challenges mainly faced by 
the buyer as well as sellers who use internet as a medium for the business.  
 
Some of these challenges are discussed as follows 
 The electronic commerce market is not rising along with private and public enterprises. Private and public collaboration is needed 

to increase the electronic commerce industry. Joint efforts offer people the credibility they need to succeed on electronic 
commerce.   

 There is no system protection, reliability, special requirements and some communication protocols. The customer loses his 
money, if the e-commerce website is hacked. For e-commerce Web sites, cyber security is the most common problem.   

 Financial institutions and intermediates: So far, financial institutions and banks are reluctant to play an active role in supporting 
the e-commerce market in developed countries. But retailers need the participation of banks in expanding e-scope commerce and 
popularity and in mitigating theft and possible losses related to credit card fraud. However, banks and other financial service 
intermediaries are threatened outside their payment card strategy, in areas with no ordinary credit card creation alternative 
approaches to safe and efficient online purchases.  

 There is a culture of purchasing goods in developed countries by bargaining deals with suppliers, which is challenging for e-
commerce in developing nations due to the absence of facilities in the networks.  

 One of the biggest challenges is the reduction of internet prices. The regulators are trying to be modest in bandwidth costs. 
However, the internet does not remain low due to high network delivery and servicing costs.   

 The most critical factor is trust in electronic settlements. A standard paper on Baseline Laws and Rules may provide for the 
accuracy and legitimacy of e-commerce transactions. The trust in the developed world is based on modern legislation and 
impartiality in electronic transactions. Although the legislation and the judicial system which does not establish e-commerce-
based transactions are not covered, whether real or perceived, they are adverse. In many developed nations, cash delivery is still 
today the most well-known process, with checks and credit cards not being readily accepted.   

 For modern transaction procedures, new instruments and new service providers the legal description, consent and authorization 
are needed. For example, it is important to define an electronic signature and the status of a handwritten signature. The new 
legislative definitions and permits as the legal term of a bank and the notion of a domestic border can also be reviewed. 
 
Besides the above challenges, the emerging economy of some developing countries also faced many other challenges such as 

Lacking in education, Diverse Cultural and tradition, Poor framework related to online marketing, Less marketing and promotion, 
Political issues, High cost of services and products as compared to traditional market, Less coverage of internet,  Communication is 
disorganized across the country, Less number of trustable business as well as enterprise and Direct meeting with seller and buyer is 
missing. 

 
CONCLUSION 
  In summary, in the years to come, the industry of electronic commerce will be a one of the leading sectors in the field of 
electronic business. The revolution in electronic commerce has huge positive impact on the transaction industry by fast offering new 
markets and crossing edges. It greatly affected the conventional market system in the world and made it possible to improve the lives of 
people. Although it provides customers and sellers rewards, e-commerce poses conventional businesses with obstacles to a sustainable 
place. Developing countries pose a range of challenges to the effective conduct of e-commerce when contrasting it with developing 
countries. When Internet prices are minimal, e-commerce flourishes quickly and many companies are typically drained.  
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