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Abstract
Over the past few years, online retail has grown from something convenient to use instead of the traditional retail business, to the way we now do business, and will only continue to grow and grow until the point where traditional retail business is no longer used. Since the inception of Amazon, traditional retail business alike have struggle continuously. While all traditional retail business are in danger, small businesses are especially in danger of being put out of business due to the mass increase in online retail. Yet, far too many small business owners neglect how important online marketing is for their business success. Among the reasons this seems to be is time. Another money. And yet another is that they don't care. The reality is, however, customers do care and in order to be relevant in today's crowded marketplace, being online is a must. Ten years ago it may have been a choice to jump on the online bandwagon, but now it's an absolute must to survive and thrive as a small business. This is why it’s so important for these traditional businesses to study online retail thoroughly, and begin the step to transition over to online retail. That, or your company is most likely going to fail.





Over the past few years, online retail has grown from something convenient to use instead of the traditional retail business, to the way we now do business, and will only continue to grow and grow until the point where traditional retail business is no longer used. Since the inception of Amazon, traditional retail business alike have struggle continuously. While all traditional retail business are in danger, small businesses are especially in danger of being put out of business due to the mass increase in online retail. Yet, far too many small business owners neglect how important online marketing is for their business success. Among the reasons this seems to be is time. Another money. And yet another is that they don't care. The reality is, however, customers do care and in order to be relevant in today's crowded marketplace, being online is a must. Ten years ago it may have been a choice to jump on the online bandwagon, but now it's an absolute must to survive and thrive as a small business. This is why it’s so important for these traditional businesses to study online retail thoroughly, and begin the step to transition over to online retail. That, or your company is most likely going to fail.
There are many reasons as to why a multi country study is important. The obvious reason being that it helps us to compare and contrast the pattern of growth in online shopping. While the set up and research is much more difficult than with a single country study, a multi country study proves to be more productive, and you receive and learn more information. It is also quite interesting to see how markets change from one country to another, finding out why, making analysis, understanding the diversity of the individual markets and then comparing them to each other. But what exactly makes a multi country study successful? What can we learn from them, that we can’t learn from single country study? The biggest thing seems to be what the customer wants in each market. How do they want to receive it, and how much are they willing to pay for it? The Indian and U.S. market and their customer bases both have various types of customers that are always going to be changing and shaping the way the markets are. By always knowing what the customers want, e-commerce players can always be one step ahead, and always being one step ahead means moving in the direction of online retail. 
Having a website that's search optimized, being on social media that you actually engage with and incorporating email into your marketing strategy may seem like a hefty load to carry, but the reality is it is almost too easy for small businesses to do nowadays. Automated marketing solutions help make consistent, frequent updates to all these channels nearly turn-key, and the data that's tracked from social media, email marketing and other online strategies offers more than enough of a reason to make it a priority. The key word here is data - something small businesses can really gain from when reviewing it and reacting to it consistently. 

Looking at the statistics, there is no doubt that more and more shoppers are choosing the online retail route rather than the traditional retail route. According to a survey by analytics firm and UPS, both now in their fifth year survey, polled more than 5,000 consumers who make at least two online purchases in a three-month period. According to results, shoppers now make 51% of their purchases online, compared to 48% in 2015 and 47% in 2014. As these numbers continue to rise, so do the use of smartphones. The same survey showed that 44% of smartphone users made buys through their devices, compared to 41% in 2015. Another report by Wall Street Journal, says that roughly 190 million U.S. consumers will shop online in 2017. That’s more than half of the U.S population. This is a massive wakeup call to traditional brick and mortar stores such as Macys, J.C. Penney, and Kohl’s, all of which have reported a slump in sales this past year. The biggest game changer, by far, is Amazon, which is killing these traditional retail rival stores. According to data from eMarketer to fortune, Amazon’s e-commerce revenue rose 15.8% in the last 12 months. The company also posted $82.7 billion in sales, a number that continues to grow larger every day. If these traditional brick and mortar businesses don’t start studying online retail business, and taking after companies such as Amazon, every last one of them is in danger of going completely out of business.

After reviewing the extant literature of online shopping in various countries, I ended up finding a few gaps. The first gap found was through three different articles: gfluence.com, invespcro.com and business.com. Invespcro lists the United Kingdom as the country with the highest retail e-commerce sales, while business lists China as the country with the highest retail e-commerce sales. Gfluence lists the United Kingdom 8th in retail sales by country. These are all articles from 2017 also. Another gap I found was through zdnet.com and newindianexpress.com. According to Zdnet.com, China’s e-commerce market is expected to hit $1.1 trillion by 2020, while India is expected to hit $75 billion around the same time. However, an article from newindianexpress.com says that India has already hit the $1 trillion mark and has surpassed China in retail sales. These are obviously completely different numbers, and it really makes you wonder where this information is coming from. I believe the most important thing we can learn from these gaps in the literature is that you can’t always trust the web, and sometimes, using more traditional methods of finding information, such as through books, is a better way to find information. While using the traditional methods may take longer, and the information may be a little harder to find, you know the information you are getting is accurate and true. Getting information from the articles internet can often be shown to be false, as I’ve shown here, so it is important to know that if you aren’t going to be using the traditional methods, always make sure you check and double check your sources, and make sure the information you are getting is correct.  
In order to further the research on the online retail comparison between the United States and India, the following list of articles has been researched and developed. Yadalam (2015) explains the pieces that India is missing in terms of surpassing the U.S as the second largest e-commerce market. It also explains some of the steps that can be taken in order to become a larger e-commerce market. An important step it lists is Indian increasing its access to mobile Internet. Broadband usage has increased by about three times in the last two years, which clearly shows how important broadband has become to the common people now. This is one of the reasons why the U.S has led India in the e-commerce market; Americans are always connected and have access to e-commerce sites very easily. This is easily the most important contributing factor in the growth of the global e-commerce market in the recent times. The article also goes on to explain how India is big on Cash on Delivery as well as explaining what the future could possibly hold for India and its e-commerce market. 

PTI (2016) explains how India will soon overtake the United States as the second largest e-commerce market in the world. The e-commerce market is expected to grow exponentially with emerging markets leading the charge -- particularly India, where the segment is predicted to mature by 28 per cent per year from 2016 to 2020. India will be the world's second largest e-commerce market by 2034, thanks to massive surges in internet penetration, a swelling millennial population and the rising uptake of mobile phones” The article also goes on the explain that much of India's e-commerce growth will be the result of rising internet penetration as roughly 350 million Indian citizens are already online and that number is expected to nearly double to 600 million by 2020.  

Retail Industry in India (2017) introduces the retail market in India. It begins by explaining that the industry accounts for over 10 per cent of the country’s Gross Domestic Product (GDP) and around 8 per cent of the employment and that it is the world’s fifth-largest global destination in the retail space. The article also explains the market size and gives a list of the top retail companies within the country. Retail industry in India is expected to grow to US$ 1.3 trillion by 2020, registering a Compound Annual Growth Rate (CAGR) of 16.7 per cent over 2015-20. The online retail market is also expected to grow from US$ 6 billion to US$ 70 billion during FY15-FY20. The top three retail companies are V-mart, Catabil, and Liberty Shoes, each growing at a consistent rate.

A study written by BI Intelligence (2017) explains just how dominant Amazon is in U.S online retail sales. In fact, 43% of all online retail sales in the US went through Amazon in 2016. In a study of 4 million purchases, Amazon also accounted for the majority (53%) of the growth in US e-commerce sales for the year. To top that, Amazon only accounted for 25% of all U.S online sales in 2012. That’s almost a 30 % increase in just 4 years.  This major increase in sales is due to the electronics, home, and apparel categories. Amazons success has been due to high customer loyalty and brand awareness. A study through the article explained that 20% of all US consumers are Prime members. BI Intelligence, Business Insider's premium research service, forecasts that U.S. consumers will spend $385 billion online in 2016. Moreover, BI Intelligence predicts that number will grow to $632 billion in 2020.

A study done by Netonomy, Fastest Online Retailers Growing in the United States (2015) explains the three fastest growing online retailers. While we all know that Amazon is a powerhouse when it comes to U.S. online retail sales, but what are the three fastest growing online retailers not quite as well known as Amazon? The fastest growing online retailer in the U.S. is Uniqlo, which plans to become the biggest company in its market, by growing at a 20% rate until 2020, when it expects to report $61.2 billion in revenue. The second fastest growing online retailer is therealreal.com, which has over 750000 members, over 1.5 million visits per month, a 2012 Sales: $15.1 million and a 2013 growth in sales: 297%. The third fastest growing online retailer in the U.S. is nomorerack.com, which had a $325 million in 2013 sales and had $78 million sold Nov 1, 2013 through Dec 2, 2013.

In a recent study, Daniels (2017) explains how online grocery sales will increase drastically, claiming 20 percent of the market by 2025. Online grocery shopping could grow five-fold over the next decade, with American consumers spending upwards of $100 billion on food-at-home items by 2025. Stores such as Walmart and Kroger already draw sales from their online efforts, in attempts to compete with Amazon. Studies show that millennial shoppers surveyed were more willing to buy groceries online in the future than other consumer groups. It also points out that roughly 3 in 5 grocery shoppers today are looking for sales or coupons on their mobile devices before entering the store and that just over half will use mobile apps to shop at the store. A major breakthrough that this article explains we may see in the near future within the grocery industry Amazon Go, a grab-and-go store where smartphones are used to shop without any human cashiers.


The model intends to explain the operational options available in the Indian online grocery domain in terms of two dimensions: (a) Inventory location (b) Mode of delivery to the consumer. Inventory location influences business model in terms of location cost, and inventory holding cost. Mode of delivery influences the speed of delivery, cost of delivery and control over delivery mechanism.

For online sale of grocery, inventory may be held at three possible locations:
(a) Pure play retailers of grocery do not hold stock and service customers through a network of independent (3rd party) conventional retailers. Development and management cost of the website or app is the only relevant cost but this comes by compromising on control over the network
(b) Pure play with brick retailers of grocery set up their own warehouses near each geographic market, and maintain inventory of all the items displayed on their website. This option needs investments in warehouse, inventory and warehouse operations, in addition to the development and management of website/app. However the costs are somewhat compensated by a higher degree of control and certainty.
(c) Click and mortar retailers come into existence when a brick and mortar retailer opens an online front. In this case, the additional costs would be that of development and management of website/app. Warehousing, inventory and warehouse operations cost would be practically nil as these are already borne by the brick and mortar store.
For delivery mechanism, the online grocers again have three options:
(a) The online grocer may maintain of fleet of delivery persons. This option gives the retailer higher control over the delivery process but also carries a higher cost (salary + supervision).
(b) The other option for delivery is to outsource it to a third party. This 3rd party could be a pure logistics firm or a partner retailer. Delivery services may be availed on an exclusive or shared basis. This option significantly reduces the supervision cost but the control is also diluted.
(c) Third option is to let consumer pick up the product from the designated location with the understanding the consumer be given a discount for making this extra effort. This model reduces delivery cost provided the discount offered to customer is less than the average cost of delivering products at the customer’s doorstep. Online grocer has least control on delivery in this case as it purely the prerogative of the customer. 

Based on three options for both the dimensions, Indian online grocery market can work on the following nine business models:
1. Pure play with brick grocer delivering grocery from its own warehouse: In this model the grocer owns/leases warehouses in all the served markets. The warehouses stock inventory of all the products. Grocer also maintains a team of delivery men at each location and maintains a fleet of delivery vehicles for enabling delivery. E.g. Big Basket, India’s largest online grocery retailer is following this model. The company was founded in the year 2011, is operating is 7 cities in India and delivers more than a million order per month as in the year 2015.
Advantages: 
This model gives the grocer complete control on the retail operations. Because all the operations are handles on its own, there is no information gap or lag in this model.
Disadvantages: 
The biggest disadvantage is that it is a high cost model. In addition to the cost of owning the warehouse and inventory, the grocer should be able to gain consumer insights, forecast demand for products and SKUs the way a retailer does, put the entire supply chain in place, maintain an HR department for recruitment and training for employees at all levels, meet regulatory obligations relating to storage, commercial transactions, and employment. If the grocer intends to operate Pan-India, the organization is likely to have multiple hierarchical levels, bringing along all the inefficiencies of a tall organization structure. 
2. Pure play with brick grocer using 3rd party delivery from the warehouse: In this model the online grocer establishes and operates a warehouse as was the case in option 1. However the task of delivery is left to a third party. E.g. Amazon started a pilot project in Bengaluru in 2015 for grocery retailing under the name ‘KiranaNow’. Under this model, grocery was delivered to customers by Amazon, Kirana stores and third party logistics firms. Some of the third party logistics firms operating in India are Delhivery, Gojovas, Dotzot, Holisol, and Ecom Express.
Advantages:
Outsourcing the delivery mechanism brings some clear-cut advantages like specialized service, lesser cost, better efficiency and releasing key resources to focus on marketing, consumer studies, supply chain and warehousing. This model also enables the grocer to have a lesser number of, or remote and low-cost warehouses from where the third parry can pick-up the products from delivery. The third party deliverer can do it on a dedicated basis by deploying the required number of delivery persons for the client grocer, carrying the identity of the client grocer. It can also be done on a shared basis wherein the delivery persons deliver products of multiple grocers during a single trip to a particular locality. In such cases, the delivery person is likely to carry the third party company’s identity. The shared outsourcing is expected to cost lesser. 

Disadvantages:
This model dilutes the online grocer’s control on delivery process. However it can be somewhat compensated by way of stricter service level agreements and real-time monitoring of delivery using technological means. Shared third party logistics services in which the delivery party carries the identity of Logistics Company may dilute the image of online grocer. A smart logistics company may even enter the grocery-retailing field, the way Grofers is doing.

3. Pure play with brick grocer using customer pick-up: In this model the grocer establishes and maintains a warehouse. All the activities like location planning and selection, merchandise planning, demand forecasting, procurement and inventory management, warehousing operations are handled by the grocer. It also maintains a website/apps, timely updates it and markets it aggressively to the target customers. The customers are expected to select the product and put them in a virtual cart. The website/app generates a unique order/cart identification number. Warehouse people arrange assortment in the form a consignment and send a digital confirmation of the same to the customer. The customer picks-up the consignment on her own. Though no grocer is using this model in India at present, Amazon is using a modification of this. The company makes the consignment available at select Kirana stores from where the customer can pick it up. 

Advantages:
This model saves the grocer from the obligation of maintain a fleet of delivery persons or coordinating the delivery with a third party Delivery Company. 

Disadvantages:
This model can work only if the customer is incentivized for making the extra effort of picking up the products from the warehouse. The discount offered to the customer should be comparable with the saving in delivery cost. Success of this model depends on careful selection of location of the warehouse. The grocer should either have a larger number of warehouses from where individual customers can conveniently pick-up products during any point in time; or the location should be so strategic that customers can pick-up the products while commuting/travelling to their home. The second scenario requires the company to look at its catchment from an entirely different perspective. The catchment area in this case would be much larger, but such strategic locations could cost more and handling customer traffic during peak pick-up hours could be an issue. Another issue would be partnering with the right Kirana stores and compensating them for the effort, if deliveries are to be picked up from partner kirana stores, as is the case with Amazon.

4. Pure play grocer providing home delivery with the help of partner retailers: In this model the grocer does not hold any inventory. It develops a network of local retailers (conventional retailers) in each locality of its geographic target market. The online grocer is responsible for developing and managing the website and marketing it to the customers in its target market. It also maintains a fleet of delivery persons. The product portfolio displayed on the website is an aggregation of products held by all its partner retailers. Customer are supposed to log on to the website and place an order to the online grocer. Once the order is completed the deliverymen collect it from the partner retailer closest to the customer, and deliver it to the customer. Another option is the light asset variant of this model in which the pure play grocer passes on the order to the partner retailer who is nearest to the customer. The partner retailer, in turn, delivers the products to the customer using his own deliver person. E.g. Hyperlocal grocers like Grofers and Delyvery take online orders, collect it from the partner retailers and deliver it to the customer. There is no established grocer using the light asset variant of this model.

Advantages:
In this model the grocer’s commitment is confined only to the delivery team. The light asset version requires least commitment as it does not need delivery team. The partner retailer needs to update the product portfolio on real-time basis to reflect available inventory. 

Disadvantages:
This model could lead to serious issues with customer service. Because the partners (conventional retailers) plan their merchandise independently, some of the orders need to be covered by visiting more than one retailers, or by making more than one deliveries to the customer. This would lead to inefficient use of delivery team and also delayed deliver reflecting poor customer service. The light asset version in which the partner retailers make delivery shall also face similar issues. 

5. Pure play grocer delivering products through partner retailers: This model is an improvement of the earlier model. Like the previous model, the online grocer develops a website. It also develops a network of partners (local retailers). Each partner is represented independently on its website/mobile application so that the customer can actually select a retailer after logging on to the website/application.  Partners are expected to update the inventory position on the website/application. Customers can place the order and make payment through the payment gateway established by the pure play grocer and the delivery is made by the partner retailer. E.g. Aramshop is using a mobile application to deliver grocery to customers in Delhi NCR using the same model. 

Advantages:
This model is suitable for partners who are unable to develop individual websites and to market the websites. The pure play grocer does it on their behalf. It markets its website aggressively and encourages people to register and log on to it. In addition to generating orders, the pure play grocer may also analyze consumer purchase data and suggest merchandise as well as promotional strategies to the local retailers. This model expects the online grocer to be the information processing and knowledge hub for its network of local retailers. 

Disadvantages:
This model is limited to only those retailers who are willing to update the inventory and price information on real-time basis. Other issue could be the commitment of partner in fulfilling the order once it is received.    

6. Pure play grocer offering customer pick-up from the partner’s store: This model is a variant of the model previously discussed. Here the grocer develops the website/application in which each partner retailer appears individually. Once the customers clicks a partner’s name, she is taken to the inventory/merchandise of that retailer. Once the order is generated, the customer is given a confirmation and time slot for picking up the consignment from that partner’s store. Payment may be made online or collected at the time of pick up. 

Advantages: 
This model is convenient for the partner as it does not exert pressure on him to deliver at customer’s home. This model may be used in tandem with the earlier model where customers are incentivized if they pick up on their own. Customer pick up may be the only option available during peak business hours or festive seasons when resources are overstretched. If planned carefully, customer pickup can significantly increase the effective catchment area of the partner store.
Disadvantages:
The partner should be willing to incentivize the customer for the pickup option. Otherwise there is no incentive for the customer to put in that extra effort. Customer service could be another issue in some cases as the pure play grocer has limited control on the delivery process. 

7. Click and mortar retailer providing home delivery: This model is a mode of augmenting the business of existing organizing retailers using brick and mortar format. Business of these retailers is constrained by two factors: limitation of the geographic catchment area and inability to serve convenience seeking, tech-savvy customers. To fill-in the gap between the catchment area of two neighboring stores and to serve the new-age, tech-savvy consumers, these retailers develop a website, displaying the entire product portfolio.  The website is linked to the central server of the store to reflect the real-time status of inventory. Customer log in and select the merchandise they wish to buy.  Once order is created is received, it is delivered by the store at the customer’s door-step. Consignments may be delivered at the customer’s chosen time or at retailer’s suggested (lean) time at a reasonable discount. E.g. Reliance retail uses online retail portal named ‘reliancefreshdirect.com’ to do it in Mumbai region. India’s largest retail company, Future Group uses a similar model for online sales of its hypermarket format Big Bazar. The initiative is called ‘Bigbazardirect’. In this model the company appoints franchises in each locality. The franchise has a laptop devise with all the updated information about Big Bazar merchandise (including grocery). The franchise motivates and facilitates online orders using her devise, and collects payment. Order is generated online and is delivered by Big Bazar at a committed date.

Advantages:
This model is a win-win for organized retailers because it leads to increased turnover at the store using the surplus resources during the lean hours. It also generates useful customer data that can be used for targeting those customers for different promotional schemes of the store, and also induce them to visit the store on special occasions or during certain hours of the day. 

Disadvantages:
There are no apparent disadvantages of this model except for the fact that it goes contrary to the retailer’s effort in bringing customers to the store and make them spend maximum time in shopping. It may be used to add customers who are not a part of the primary catchment area of the store. However, if the residents of primary catchment area hook on to it, it would akin to cannibalization of brick and mortar retail by click and mortar variant. 

8. Click and mortar retailer delivering products with the help of a 3rd party: This model is an improvement of the previous model on lines of model 2. In cases where the organized retailer is not in a position to deliver the order on its own due to reasons like unavailability of manpower during customer’s chosen time of delivery or financial unviability of deliver, it may outsource the delivery to an independent 3rd party logistics/delivery company.  The delivery company may deliver the consignment dedicatedly for the retailers or do it simultaneously for more than one clients. Issue of identity borne by the delivery order can also be decided while negotiating terms of service agreement.  There is no known example of this model. However the possibility of companies like Delhivery, Gojovas, Dotzot, Holisol, and Ecom Express already doing it for some organized retailers cannot be ruled out.

Advantages:
In addition to increasing the size of catchment area, this model keeps the cost of operation lower and allows the retailer to focus on its core activity i.e. retailing.

Disadvantages:
Outsourced delivery means a possible time lag, and issues in coordination in addition to lack of control of delivery activity.
9. Click and mortar retailer providing customer pick-up: This model is an improvement of models 7 and 8. In this model the customer can place the order online, and collect the products from the store at a specific time. Payment may be made online or at the time of customer pickup. This may be the exclusive option or an addition to models 7 and 8. 

Advantages:
This model benefits customers because it replaces the unpleasant and time-consuming components of traditional shopping process with an efficient and seamless online interface. Activities like product search, information search, product and price comparison, physical movement, billing and payment are transferred to the online portal. After having done this the customer needs to make a visit (not so crowded part of) the store and pick up the store. Grocer benefits from the fact that it does not need to allocate scarce resources for home delivery.

Disadvantages:
This model works only when the customers are compensated for their cooperation by way of a slight discount. Quantum of discount may be increased during the peak hour to divert some of the customers to the online portal. Additional costs incurred by the retailer include development and management of website and deployment of personnel at the take-away point. Another risk is lack of control over customers who may decide to abandon the placed order in case of cash-on-delivery option.  

Now that we have discussed some statistics regarding the online retail market in India, developed a literature review and a model explaining the operational options available in the Indian online grocery domain, we can start looking at the U.S side of retail in comparison to India. Here we will develop a similar model explaining the operational options available as we did with India, as well as look at the advantages and disadvantages of each operational option. After we have developed models for each market, as well as the online statistics, we will begin comparing the two to see just how similar or different they are.           

 
The following model intends to explain the operational options available in the U.S. online grocery domain in terms mode of delivery to the consumer as well as the inventory location. While mode of delivery influences how fast the items get delivered, as well as the price, inventory location influences both inventory holding cost, as well as location cost. 

These e-grocery business models all have one thing in common: the start online. The very first thing that needs to happen is that the customer needs to find you online. Once they have, they need to make a decision from who and which products they want to shop online. Before you can begin to attract customers to your site and influence them to make a purchase, it is important to understand the online decision making process first. (Karimi, Holland & Papamichail, 2013)

Step 1: The online decision making process always starts with the recognition of a need or want. The customer is triggered by some sort of need and recognizes he or she wants to online grocery shop.
Step 2: Here the customer begins to formulate the decision problem. What are they looking for and at what criteria? Customers often have little knowledge about the different criteria and need help in this stage.
Step 3: In this step, the customer begins to come up with a decision. They will begin to do research on the alternatives, evaluate them and then come up with a choice. The customer can skip steps in this process, decide to postpone the search and decision-making or reformulate its decision problem.
Step 4: The customer develops an appraisal; by reviewing the process the customer will creating a feeling of certainty and control.
Step 5: The final step in the decision making process, here the customer purchases the groceries. Though this is the final step, this can often be a tricky step simply because the customer can still decide to postpone their purchase or decide to complete this stage through an offline channel.

E-grocery is a slow but sure up and coming market. Although growing slow, the Millennium generation can completely change the landscape. Because of this, it is important that grocery-chains stay preparing for these changes, starting with a multi-channel approach.  Much research has been conducted on the digitalization of the in-store environment and the distribution channels, though much research, especially the online environment, can be done in preparation for what’s to come with the e-grocery market.


For online sale of products, inventory may be held at these locations:


a) In Store Pickup Points- These allow customers to pick up pre-packed groceries from traditional retailer outlets. This approach is easy for traditional grocery retailers to adopt within their existing structures. But customers often see little difference between online and offline channels and, ultimately, may prove unwilling to pay a premium for the service. When moving into the online business, traditional food retailers often choose to offer both click-and-collect and home delivery from their stores.

b) Stand Alone Pickup Points- These run a very similar process as in store pickup points, however, instead of picking up items at the store you purchased the item at, when you ship to a pick-up point, you have the option to select whether you'd like to pick up the items in a self-service locker, or a 24 hour kiosk. Amazon as well as Wal-Mart are both in the process of developing stand alone buildings and kiosks for easy and convenient pickup.


  For delivery mechanism, online shoppers have these options:


a) Home Delivery by 3rd Party- traditional retailers entering the online business often take advantage of their retail outlets and pick customers' products for delivery from their existing stores. Here people unaffiliated with the company are hired to deliver items to the buyer’s door. Due to delivery inefficiency, costs, and availability, in store pickup is becoming less popular, along room for growth in home delivery by 3rd parties.

b) Home Delivery by Air- While still in testing stages, home delivery by air has the potential to change the way delivery works. While increasing the overall safety and efficiency of the transportation system, packages can go from the warehouse to your door in a half hour. 

c) Home Delivery by Farm- This allows for direct connections between farmers and customers, without the use of a middleman, such as a grocery store.


d) Home Delivery by Warehouse-home delivery managed from a central distribution center, or warehouse, is frequently used by pure online retailers that do not have traditional retail stores. This is very common in the United States, as most traditional retailers that offer home delivery, are opening centralized warehouses to benefit from more efficient picking and delivery.


Based on these options for both dimensions, the U.S. online retail market can work on the following twelve business models:


1. Driver to Home- The standard of today’s delivery, this is the most known and trusted way of getting packages delivered, unless you chose third party delivery. Here a customer buys the product online, and the company delivers the product from the warehouse to the customer’s front door.
	
	Advantages: Whether a third party driver is delivering the package, or a 	company driver is delivering it, a big advantage to driver to home delivery is 	that that person gets to keep their job. As drones continue to develop, the more  	in danger these drivers are of losing their jobs. Another big advantage is the buyer 	doesn’t have to leave their home to receive their package.
	
	Disadvantages: A major disadvantage of driver to home deliveries, with 	third 	parties especially, is the fact that you don’t know who exactly is delivering 	your package. While UPS and FedEx trucks require cameras in their trucks, a 	third party driver does not. This means that they can mess with your package, 	and you wouldn’t even know



2. Drone to Home- Amazon is currently the only company in development of drone delivery. Here the goal of Amazon's Prime Air drone service is to deliver a five-pound package within 30 minutes or less of the customer’s order at airspeeds of up to 50 mph.
	
	Advantages: One of the biggest positives with drone delivery is the fact of 	how fast you are able to receive your items, which is roughly a half hour. Also, 	with drone delivery systems, fewer transportation carriers will be traveling on 	roads and polluting the atmosphere. Therefore, with this system, Amazon may 	attract individuals who prescribe to brands that perform in a manner that does 	not harm the environment.
	
	Disadvantages: As revolutionary as this delivery process seems, there just 	are as many disadvantages as there are advantages to drone deliveries, the biggest 	one being how easily your package can get lost. Whether someone shooting the 	drone down, or weather taking it down, your package can be easily be lost 	forever. Flying over private property and in federal air space will create many 	complications for this delivery service as it continues to develop.


3. Vendor to Home- With vendor to home delivery, it eliminates the need for middleman. Companies such as Amazon are developing ways for third party sellers to ship directly to buyers without using Amazon to ship the items. Though a risky venture, if it can prove to be successful, it can become another major step for Amazon.
	
	Advantages: Allowing vendors to ship directly helps to take some cost out of 	the process since the items won't have to be sent to Amazon
	
	Disadvantages: By taking itself out of the loop but still using the Prime banner 	on sales, the online retail giant leaves itself exposed to any shipping problems its 	partner may have. This could create a customer service nightmare where 	Amazon would be held responsible for shipping problems out of its control. 	Ultimately, giving up that direct control could cost the company Prime 	members. 


4. Farm to Home- With farm to home delivery, the goal of this is to deliver the freshest possible produce as quickly as possible to your front door. Farm to home delivery skips the middleman in the grocery store, ensuring all of your produce is delivered to you as quickly a possible.
	
	Advantages: A big advantage with farm to home delivery is the fact that your 	fruits and vegetables are much fresher as the time they are sitting on shelves 	is lessened. By skipping the middleman, who would be the grocery store, your 	fruits and vegetables are also in the hands of less people, and in contact with 	fewer germs, making them much safer to eat.
	
	Disadvantages: While there aren’t many disadvantages to farm to home 	delivery, one major disadvantage would be shipping costs. You are also able 	to pick and choose what fruits and vegetables you want, whereas with farm 	to home, you don’t get the choice.


5. Locker Pickup- This is a self-service delivery location to pick up and return your packages. Lockers are currently available in a variety of locations throughout the U.S. Here, instead of delivering a package to your home or business address, you can select a locker location and pick up your package at a time that's convenient for you. Once your package is delivered to the locker, you'll receive an e-mail notification with a unique pickup code that includes the address and opening times for your selected locker location.
	
	Advantages: In some spots these lockers are available to access 24 hours a 	day, giving incredible flexibility to the consumer. This is especially useful for 	people who are usually not around during working hours to collect their items. 	There are also no shipping fees to worry about with locker pickups.
	
	Disadvantages: There are very few disadvantages to locker pickups, other 	than the fact that you have to drive to pick up your items. One possible 	disadvantage could be someone breaking into your locker to steal your items, 	though this is very unlikely as these lockers are built like safes and are not 	easy 	break into.


6. Drive Through Service- Much like a 24-hour kiosk, a drive through service allows you to pick out and purchase your items online, and pick them up at a service station, like you would at a fast food restaurant. The only difference here between this and the 24 hour kiosk is these are run by people rather than a machine
	
	Advantages: An advantage here, especially over the 24 hour kiosks would be 	if anything were to go wrong, there would be an actual person there to fix the 	issues. There is also a smaller chance of getting your orders wrong with a 	person 	packing your items.
	
	Disadvantages: A major disadvantage here would be because these service 	centers aren’t run by machines they would most likely close after business 	hours, 	leaving those who work during business hours, unable to receive their items.


7. Warehouse Pickup- Also called click and collect, here the customer purchases the items online, and drives directly to the warehouse to pick up their items. If the customer wanted to, they could leave that day to go pick up their items, as long as the warehouse has finished sorting the order.
	
	Advantages: The biggest advantage to warehouse pickup is how much floor 	space they have, allowing for large orders to be held. 
	
	Disadvantages: While warehouses are large and can hold many items, this 	makes it much easier for items to get lost. Warehouse workers can often be	in a hurry, making the handling of your packages unsafe.


8. 24 Hour Kiosk Pickup- Stores such as Wal-Mart are in development of a 24-hour kiosk. In fact, one in Oklahoma already exists. It is essentially a 20-by-80-foot kiosk that can hold up to 30,000 products, including frozen and refrigerated items. To order from the kiosk, called “24-Hour Pickup,” customers must choose the “self-service” option when placing an online order with the nearby store. They then receive a confirmation code that they enter at the kiosk, and within 60 seconds will receive their order.
	
	Advantages: Similar to locker pickups, your items can be picked up at any 	time of the day allowing convenience for those busy during delivery hours.
	
	Disadvantages: It is possible for the kiosk your items are being held in to be 	stolen. Kiosks are also small, so they can be filled fast. 


9. Warehouse to Home- Here the customer purchases the items online, and the warehouse delivers the items directly from the warehouse to the customers home.
	
	Advantages: Using a centralized warehouse would decrease the cost of 	shipping and transportation because of the ability to bank larger inventories. 	The need to dispatch trucks to replenish the inventory will be less than a 	decentralized warehouse system. This in turn would protect retailers from 	having 	the constant concern of high chipping fees.
	
	Disadvantages: Everyone makes mistakes, even inventory control 	managers. 	However, those mistakes could potentially have a grave impact on 	a centralized 	warehouse system. If there were a miscalculation in how much product is needed 	or how long it should last, then the retailer would have to pay additional fees for 	rush deliveries to compensate for that mistake. If these mistakes happen regularly, 	then the money saved from opting to use a centralized warehouse will balance 	out.


10. Air Fulfillment- While this is somewhat similar to the drones Amazon is currently developing, it isn’t exactly the same thing. Called an airborne fulfillment center, essentially it is an airship or blimp that would float at an altitude of around 45,000. The airship will be stocked with lots of products. When a customer places an order, a drone or unmanned aerial vehicles will fly down and deliver the package.
	
	Advantages: You would be able to receive your package within minutes if 	these centers were to be successful. These would also eliminate the need to 	drive, which would help to keep people safe by keeping them off the roads.
	
	Disadvantages: Weather factors would play a huge role in the disadvantages 	of these air fulfillment centers, as a good storm could easily take these down. 	That means every single product on that fulfillment center would be most likely 	lost or broken.



11. Pure Player Delivery- Very similar to warehouse to home, pure player focuses on once specific type of item, such as groceries, and delivers it to the customer’s home. Being a pure player company can allow itself to establish in one specific area, which can help to attract customers and investors.
	
	Advantages: The biggest advantage to pure play delivery is the convenience 	factor. Everything can be purchased online and will be delivered to your door. 	Pure-players succeed in the ‘nuts and bolts’ of e-commerce: account services, 	search and the presentation of information. Shoppers often give retailers high 	marks for site search, account management, ease of finding 	information, and 	service and support.
	
	Disadvantages: With pure player delivery, wait times for items are longer, 	as well as shipping costs will be higher. 


12. Self Driving Trucks- Amazon is currently in development of a mobile app for finding available trucks and matching them with available shipments. With this Uber-like app, the company can bring some added efficiency to the shipping market and help deal with that growing driver deficit. To push it a step further, not only do they want to go in the route of Uber, but also they are pushing towards complete self-driving vehicles in the near future.
	
	Advantages: Much like drones, these are still very well in development stages, 	however, they also have the potential to change the way delivery works. The 	biggest advantage to self driving trucks is that once the truck hits the interstate, 	it is entirely capable of the job at hand, letting the human deal with paperwork, 	use their phone, or even sleep. While its technology works 	only on the highway, 	where it doesn't have to deal with tricky variables like jaywalking pedestrians, 	four-way stops, or kids on bicycles, it maintains a safe following distance, 	and 	changes lanes only when absolutely necessary. 
	
	Disadvantages: Though said to create safer roads, mistakes do happen, both 	machine and human. As this technology is still very much in the testing stages, 	it is possible for these trucks to crash at some point or another.

While not as large as the United States, the Indian retail industry has come of age over the past few years and has emerged as one of the most dynamic industries in the world. According to Indiaretail.com, India accounts for over 10 per cent of the country’s Gross Domestic Product and approximately 8 per cent of the employment, and it is expected to nearly double to US $1 trillion by 2020 from US $600 billion in 2015. These numbers show that the Indian retail market is set to make a massive jump within the next few years. India’s arising middle class, changing demographic profile, urbanization, and shifts in the consumer spending pattern, all indicate its potential to be the real growth engine of the country’s economy. Some of the countries long-term plans include expanding business across verticals, cities and formats, thanks to a major spurt in online retail activity over the past few years. Consumer goods in India including electronics, food, grocery, apparels, home appliances are available online and the range of products is expected to grow further. A unique trend to observe in India is online fashion, which is emerging as the fastest growing category in India’s growing e-commerce market. Though apparel has always been a popular segment in retail. Indian customers today have an abundance of choice of products with low rates. E-commerce is creating a major disruption in the retail industry and this trend seems to only be increasing as time goes on. 

After reviewing both the United States and Indian online retail market, there are both similarities and differences alike between the two. While the Indian retail market is showing promise of a massive jump within the next few years, it is still several behind the United States and its retail market. As the United States is already established as a major online retail market, the Indian market still has some growing to do, and it seems like the issues the country is dealing with in its attempt to grow, are much different from the issues the United States had in growing to its current established market. A major issue India has is its infrastructure as well as its low Internet penetration. The United States had one of the best infrastructures available and a much better Internet penetration, allowing online shopping to become a major trend. The Indian retail market is also still immature in the usage of credit cards as a payment option. Instead of cash on delivery, retailers in India could move towards accepting cards on delivery. One major issue that both markets are dealing with is reverse logistics cost as they are cutting into profits of both countries. While this is an issue in the United States, it is a much bigger issue in India, simply because the market is less advanced. India’s e-commerce logistics is also largely concentrated around major cities and dependent on third parties. Although the business from smaller cities is rising yet the concentration of warehouses remains in big cities. The United States, on the other hand, has established deep penetration in rural areas, opting to open smaller scale facilities to offer same day delivery services. 

In conclusion, I have discussed why a multi county study is important, as well as provided statistics on growth in online retailing. I have also discussed the online retail strategy in both the United States and India and compared the two countries together. While the United States has a well-established online retail market, India is a smaller, less established retail market, yet still shows a very bright future in the retail market. Though the future is bright, modern retailing still has miles to go in India. The growth of modern retail has been much slower in India as compared to the United States and the development of this sector is restricted by the presence of regulatory and structural constraints. Based on this study, we can conclude that over the next ten years India’s retail market has extremely high growth potential. Firms operating in this area should keep an eye for these developments in order to be ready for what’s to come for the market in India. Furthermore, the present study has been successful to the extent of revealing the key areas where the retailers have to concentrate in order to remain ahead of the competitors. 




Table 1: Prevailing Business Models of Online Retailing in India


	
	Home Delivery by Retailer
	Home Delivery by 3rd Party Retailer
	Customer Pickup

	Delivered from Wholesaler
	Grocers deliver products from warehouses directly to online shoppers’ homes
	Grocers outsources the delivery activity to a specialist (3rd party logistics firm)
	Grocers let shoppers pick up products
from a warehouse

	Delivered from a partner retailer’s Store
	Grocers supplies the products stocked by a partner retailer based out of the locality
	Partner retailer deliver products after the customer places online order through the grocer’s website/mobile application
	Grocers let customers to pick up products from the partner retailer’s store

	Delivered from Retailer’s Store
	Grocers deliver directly from their store to online customers’ homes
	Grocers outsources the delivery task to a specialist (3rd party logistics firm)
	Online customers pick up products from the retail store





	
	Home Delivery by 3rd Party Driver
	Home Delivery by Drone
	Home Delivery by Independent Marketplace Vendor
	Home Delivery by Farm

	




In Store          Pickup 
	FdddddH    Driver to Home-

Efdfsdfds     a delivery service where people         people are enlisted to deliver 
                   packages on the way to their
             D   destination, companies would
                   enlist brick and mortar retailers r   retailers in urban areas to 
                   store packages
                   
       



v
	Drone to Home- 

a delivery system from Amazon designed to safely get packages to customers in 30 minutes or less using unmanned drones



	Vendor to Home-

marketplace vendors will be allowed to ship directly to Prime members, cutting costs out of the process as the items won't have to be sent to Amazon
	Farm to Home-

Produce would be shipped directly from farm to homes. For companies that do direct e-commerce, this would cut out the middleman and help to provide better margins to farmers

	


Stand Alone Pickup Points 

	Locker Pickup-

Allows companies such as Amazon and UPS to deliver items to secure lockers where they can picked up at any time by customers
	Drive Through/3rd Party Collaboration-

Allows for an online user with a warehouse or that have a collaboration with other parties. Customers can do online grocery shopping and pick their groceries up from a drive-through at the warehouse or the 3rd party. 
	Warehouse Pickup-

Packages are picked by customers at warehouse to avoid delivery fees as well as wait time
	24 Hour Kiosk Pickup-

Sends customer’s order to a local store, where employees will package their items into ready-to-pickup bags. When a customer pulls up to the kiosk, enters a five-digit pickup code and the machine will retrieve the grocery bags for them, similar to a vending machine.

	


Warehouse 
Delivery
	Warehouse to Home-

Online startups as well as brick and mortar deliver products from warehouse to home
	Air Fulfillment Delivery-

Similar to drones, these AFCs would hover over areas where demand is expected to increase for certain products at a certain time and upon receiving an online order, smaller drones aboard the AFC would fly down to locations and deploy goods
	Pure Player Delivery- 

This business model is for a pure online player. Customers can do online grocery shopping and get their groceries home delivered. 
	Self Driving Trucks-

Owned by Uber, products would be delivered from warehouse to home through the use of self-driving trucks, promising faster, cheaper and safer deliveries. 


Table 2: Prevailing Business Models of Online Retailing in the US
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