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EXECUTIVESUMMARY

Flipkartisanidealcompanyforanalysisbecauseofitsuniqueandinnovative
approachtobusiness.Thebusinessmodelofthecompanyisindeedintheinternet
marketsegmentandanalysesthemarketasFlipkartvariousproductandsellers,it
isahugetasktosetdifferentstrategiesfordifferentsellerduringdifferent
timeperiods.Thestudyisdividedintoseparatepartswiththefirstintroduction
aboutindustryandcompanyandtherestofthepartisconcernedwiththestudy
onoperationprocedureatFlipkartmeansthesupplychainmanagementatFlipkart
&toknowtheoverallinboundprocessofproductsfortheordersofcustomerat
Flipkart,tofindouttheissues&resolvingthatissuesrelatedtoproductin
inbounddepartmentatFlipkart.
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INTRODUCTION:

FlipkartisanIndiane-commercecompany,thecompanyfocusedononlinebooksellingbefore
expandingintootherproductsuchasfashion,consumerelectronic,groceries,homeessentialsand
lifestyleproducts.IthasalsoownsPhonePemobilepaymentsservicebasedonUnifiedPayments
Interface.ItwasfoundedinOctober2007bytwoIITDelhigraduatesSachinBansalandBinny
Bansal,flipkart.comtodayIndia’slargestonlineshoppingwebsite. Tenyearslaterthee-commerce
had 54 million user and 100,000 plus seller and had sold 261 million units.
Started by a team of 2, Flipkart today employs 30,000 people with 46 million registered users
Withtechnologythatenables8millionshipmentseverymonth,10milliondailypagevisitsand
14stateoftheartwarehouses,theyarerankedamongsttop5websitesinIndiabasedonAlexa
ranking.Flipkart is the first billion dollar company in Indian e-commerce.Flipkart
allow payment such as cash on delivery, credit or debit card transaction, net banking, e-
gift voucherandalsocard swipetransaction on delivery.

Flipkart worksonaB2Cbusinessmodel i.e.BusinesstoConsumermodel.Thecompanyinitially
beganwithadirectconsumermodelwhereinitsoldbooksandsomeotherproducts.Today,it
hasbecomeamarketplacewithahugecatalogofproducts—rightfromFMCGtoelectronicsand
books.Flipkartclaimsithas over80categoriesandoveramillionsellers onboardfromall
acrossIndia.

Thecompanystartedauniquefeatureofvalueprepositionbyoffering24x7supporttothe
customer.Flipkartchargesacertainamountorpercentageofcommissionfromthesellers,which
varydependingonthetypeofproductandthekindofsales.Thismayrangefrom5%to20%

excludingthetaxesanddiscounts.

Flipkartannouncedthelaunchof'FlipkartXtra'onSeptember22,2021,whichwillserveasa
newmarketplaceforthecompanythatwillonboardseveralpart-timedeliverypartnersfrom
acrossthecountry.Furthermore,itwillalsohelpinofferingflexibleearningopportunitiesto
individuals,serviceagencies,andtechnicians.Besides,thisnewmarketplaceisalsodesignedto
supportFlipkart'ssupplychaintoensurefasterandseamlessdeliveryofproductstoIndian
customers.

LaunchedinJuly2021,theShopsyappofFlipkarthasonlypassed 100days ofitslaunchbut
claimstohavegarneredover 2.5Lakhsellers and 51Lakhusers andisbaskinginitsown
success,asofOctober9,2021.ThesocialcommerceventureofFlipkarthaswitnessed35x
growthofthepre-festivedailyaverage,inthefestivesalethatisongoing,asper9thOctober
2021'sreports. Shopsywitnessed35xgrowthofthepre-festivedailyaverage.Furthermore,the
companyisalsoseeingarounda 100xweek-on-weekgrowthonitssocialcommercemodel,which
helpsinassistedshopping,andchargescommissionfromadvertisementsandsellersworking
throughitsplatform.Thisiswhythecompanyisstrivingtogetabiggershareinthegrocery
ecosystemintheupcomingmonths. 
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THEJOURNEY:

Withdeliveryofaround 1croreshipments in5daysofBigBillionDaysalehascreateda
lastingmarkonecommerceindustry.Flipkarthasseen 10XgrowthfromthelastfestiveBig
Billionsale.Outofthe1corearound3.5milliondeliverieswereviaKiranaPartners.The
numberof crorepatisellers wentupby1.5times&thenumberoflakhpatisellershada1.7
timesrise.Theplatformhadaround 110ordersplacedpersecond thatvariedacrossvarious
productsincludingelectronics,fashion,books,furnishingetc.,

OnAugust,2018, Walmartacquireda77%stakeinFlipkart whichwasthelargestonlinee-
commerceacquisitionintheworldatthattime.Thedealwasmadefor$16Billion,whichwas
increasedto81.3%lateroninthesameyear.
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SCOPEOFTHESTUDY:

 ToknowwhatisGTL(GoodTransferList)
 TostudyofGRN(GoodsReceivedNotes)

OBJECTIVESOFTHESTUDY:

1.Tostudythewarehousemanagement
2.Tostudyinwardandoutwardprocess
3.Tostudythereverselogistics

METHODOLOGY:

Researchersine-commercehavecomeupwithanumberofwaystoassistmodelingon-line
customerbehaviorusingcustomerprofiling.Weblogfileshavebeenusedinvariouswaysto
assiston-linebusinessesdeterminingcustomerneedsandpreferences.Thissectiondiscussesthe
methodologyusedinthisresearchtoassistcreatingandupdatingcustomerprofilesusingtheon-
linee-commercewebsiteandthedecisionmodelrespectively.Theprocessofpreparingofa
deliveringproductorparcels,iseffectiveatFlipkartwarehouse.
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CHAPTER-2:

-Companyprofile
-Industryanalysis
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COMPANYPROFILE:

Flipkart isanIndian e-commerce company,headquarteredin Bangalore,Karnataka,India,and
incorporatedin Singapore asa privatelimitedcompany.Thecompanyinitiallyfocusedononline
booksalesbeforeexpandingintootherproductcategoriessuchas consumerelectronics,fashion,
homeessentials,groceries,andlifestyleproducts.

Theservicecompetesprimarilywith Amazon'sIndiansubsidiaryanddomesticrival Snapdeal. As
ofMarch2017,Flipkarthelda39.5%marketshareofIndia'se-commerceindustry.Flipkarthas
adominantpositionintheapparelsegment,bolsteredbyitsacquisitionof Myntra,andwas
describedasbeing"neckandneck"withAmazoninthesaleofelectronicsand mobile
phones.[9] Flipkartalsoowns PhonePe,a mobilepayments servicebasedonthe UPI.

InAugust2018,U.S.-basedretailchain Walmart acquireda77%controllingstakeinFlipkart
for US$16 billion,valuingFlipkartataround$20billion.

FlipkartwasfoundedinOctober2007by SachinBansal and BinnyBansal,alumniofthe IIT,
Delhi andformer Amazon employees.Thecompanyinitiallyfocusedononlinebooksaleswith
country-wideshipping.Flipkartslowlygrewinprominenceandwasreceiving100ordersperday
by2008.In2010,FlipkartacquiredtheBangalore-basedsocialbookdiscoveryserviceWeRead
from Lulu.com.

MISSION:

“Toprovidedelightfulcustomerexperience”

VISION:

“TobecomeAmazonofIndia”
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FINANCIALPERFORMANCE:

Walmart-owned Flipkart reportedrevenueofRs43,357croreforthefinancialyear2020-21
(FY21),a25percentjumpoverFY20,asnetlossnarrowed23percenttoRs2,445crore.
Thee-commercefirm’stotalexpenseswereRs45,801crore,showedregulatorydocuments
sourcedfrombusinessintelligenceplatformTofler.

Thecompanyforayedintotheomnichannelbusinessthroughitsbusiness-to-businessmarketplace,
accordingtothedocuments.

Inanotherfiling, Flipkart InternetPvtLtd,whichoperatesasanonlineshoppingwebsite,said
ithadclockeda28percentYoYjumpinrevenuetoRs8,115croreforFY21. Itsnetloss
widened49percenttoRs2,881crore,accordingtoTofler.Thecompany’stotalexpenseswere
Rs10,996crore.

FlipkartPrivateLimitedreportedaprofitdeclineofabout18percentinfinancial
year2020.FlipkartisoneofIndia'slargestonlineretailersalongwithAmazon
India.In2018,Walmartacquiredthehome-grownretailerfor16billionU.S.
dollarsbecamea77percent-stakeholder.
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SWOTANALYSISOFTHEFLIPKART:

STRENGTH:
 FlipkartisIndia’slargeste-commerce

company,withaGMV(grossmerchandise
value)of$1billion.

 Flipkarthasamarketshareof39.5%.

 Flipkarthas77%stakeinWal-Martaglobal
retailgiant.WhosePriorexperienceintheE
-commerceindustryaidedthefoundersin
strategizinganddifferentiatingtheir
businessinahighlycompetitivemarket.

 TheCompany’sseriesofacquisitions,
includingchakpak.com,weread.com,Letsbuy.co,
Mine360,andMyntra,hasassistedthe
companyinitsexpansionintotheE-commerce
spacebyleveragingthecapabilitiesand
existingresourcesofacquiredcompanies.

WEAKNESS:
 Flipkarthasalimiteddistributionchannel

reach,despitethefactthatitslogisticsarm
haskeptcostslow.Thisisaweaknessfor
thecompany,asithaslimitedreach.Because
oftheuseofoutsourcing,globalgiantssuch
asAmazonandeBayareabletodelivertheir
productstoanylocationinthecountry.
Flipkart,ontheotherhand,isstill
strugglinginthisarea.

  BecauseFlipkartacquiresalargenumberof
customersthroughonlineadvertising,thecost
ofacquisitionishighduetostiffcompetition
inthemarketandlowcustomerretention. 

  Becausethisindustryisfloodedwitha
largenumberofplayers,buyershavealarge
numberofoptionsfromwhichtochoose.
Customerssavemoneyonswitchingcosts
becausetheycaneasilyswitchfromone
onlineretailcompanytoanother. 

OPPORTUNITIES:
 Byfocusingonotheremergingmarkets,a

companycanincreaseitsrevenueswhilealso
benefitingfromeconomiesofscale.

  Increasetheircustomerbasewhile
decreasingthecostofacquisitionand
customerswitch.

 Byoptimisingtheirsupplychain,theycan
competewiththeotherplayersandmanage
thesalesthatarelostasaresultofnot
beingabletomaketheproductavailabledue
todeliveryconstraints.

 SimilartoAmazon,Flipkartcangradually
begintoexpanditsoperationsoutsideof
Indiaandestablishoperationsinother
countriesaswell,whichwillaidinthe
growthofitsrevenues.

THREATS:
 Thereisfiercecompetitionfromglobal

playerssuchasAmazonandeBay,aswellas
localplayerssuchasSnapdeal,Tolexo,and
Shopclues,whoareconstantlyattemptingto
takemarketshareawayfromoneanother.

  Thegovernment’sregulationsonissuessuch
asforeigndirectinvestment(FDI)inmulti-
brandretailhaveposedasignificantbarrier
tothegrowthoftheE-commerceindustryin
India.
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MARKETINGMIXOFFLIPKART:

Theconceptof“marketingmix”isatoolusedbybusinessestopromoteandmarkettheir
product.Itiscentredaroundtheelements-product,price,place,andpromotion.Itthus
holisticallycoversthemajormarketingstrategiessurroundingabusinessunderthe7P’si.e;
Product,Place,Price,Promotion,People,ProcessesandPhysicalEvidence.

1.Productstrategy:
 Aimsmostsegmentexceptgroceriesandautomobiles.
 Variousproductsinallthecategorieshavegivenchancetoallotherbrandsto

competewitheachotherfortherebrandandcustomerattraction.

2.Placestrategy:
 Inventoryat4majorcenters-Mumbai,Delhi,Kolkata,Banglore.
 Deliveryservicesthroughe-kartandpostalservices.
 Coversalltier-Icitiesandmajortier-IIandtier-IIIcities.

3.Pricestrategy:
 Muchlesspricethanothere-commercewebsites.
 AvailabilityofEwalletsandEgifts.
 EMIoptionforspecificproducts.
 Freeshippingfacility
 Specialdiscountandpromotionalcodesforloyalcustomers.

4.Promotionstrategy:

  Itoperatesmostlythroughmouth advertising.
 FlipkartPlus isamembershipprogramthatoffersaccesstospecialprivileges

likemorepointswhenyoushoponFlipkartaswellasfasterdelivery,extra
discounts,earlyaccesstosales,superiorcustomersupportamongothers. 

 Flipkartalsousesbrandedpackagingtogainvisibility.Insideitswarehouses,
merchandiseispackedinFlipkart’sbrandedpackagingbeforebeingdeliveredto
thecustomers.

5.People:
 Asof2016,Flipkartemployed30,000people.Thecompanyhascontinuedto

expanditsbusinessfastoverrecentyears. 
 ThecompanycallsitsemployeesFLIPSTERS.
 Thecompanyinvestsinitsemployees’trainingandgrowth.Apartfromthat,it

hascreatedhumanresourcepoliciesthathelpmaximizesatisfactionforits
workersandhelpthemachieveabetterbalancebetweentheircareerandpersonal

lives.
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6.Processes:
 ThecompanyhadmanagedtoachieveastrongpositionintheIndiane-commerce

marketpriortoitsacquisitionbyWalmart. 

  Thecompanygenerateda revenueofaround$6.1billion in2019whichwas

around42%higherthanthepreviousyear. 
 Thecompanyhasbeeninvestingintechnologyandexpansionofitsphysical

infrastructuretoachievesuperiorfinancialgrowth. 

7.PhysicalEvidence:
 Itisthepackagingusedbythecompanyandthebrandingonitthatisthe

physicalevidenceoftheservicesprovidedbyFlipkart.
 ThepackagesusedtowrapproductstobedeliveredhavetheFlipkartlogoon

them.
 Inthedigitalera,therearealargenumberofservicesthatwillnotpresenta

lotofphysicalevidencebuttheirbrandingmaterialandphysicalinfrastructure
offerthephysicalevidenceoftheirbusinessoperations.
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INDUSTRYANALYSIS:

Flipkart worksonaB2Cbusinessmodel i.e.BusinesstoConsumermodel.Thecompanyinitially
beganwithadirectconsumermodelwhereinitsoldbooksandsomeotherproducts.Today,it
hasbecomeamarketplacewithahugecatalogofproducts—rightfromFMCGtoelectronicsand
books.Flipkartclaimsithas over80categoriesandoveramillionsellers onboardfromall
acrossIndia.

Thecompany earnsalmostallofitsoperatingrevenues from thesaleofgoods.

Theweek-longonlinefestivesalesaw23percentyear-on-year(YoY)growthwith$4.6billion
worthofgoodssolddrivenbycategorieslikemobile,appliances,andfashion,according toa
reportbyconsultancyfirmRedseer.

Accordingtothereport,FlipkartGroupemergedastheleaderduringthefestivesaleswithan
impressive64%marketshare. The companyalongwithrivalAmazonstarteditsfestivesaleon
October3.

Redseer hadforecastasaleof$4.8billioninthefirstweekofthefestivesale.
Theoverallonlineshopperbasegrewby20percentcomparedtolastyearwithTier
II contributingtoaround61percentofallshoppers.Also,theoverall grossmerchandise
value pershopperhasgrownby1.04x,indicatinganinherentaspirationintheshopper.

Mobilephonesremainedastrongcategorywitharound Rs68croreofmobilespurchasedevery
hourduringtheperiod.

Onlinefestivesalessawa23%jumpinGMV,clocking$9.2Bnin2021
Flipkartledtheracewith50.5Mndownloadsin2021,whileAmazonsaw43.6Mndownloads
AmazonIndiafaredbetterinreturnandrefundduringthefestivesalesof2021.

5FORCESOFCOMPETITION-PORTERSMODELANALYSIS:
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PorterFive(5)ForcesModelwasproposedbyMichaelE.Porterin1979.
Thepurposewastoassessandevaluatethecompetitivepositioningandstrengthsofbusiness
organisations.
Themodelhasthreehorizontalcompetitiveforces(ThreatofSubstituteProductsorservices,
thethreatofnewentrantsandrivalryamongexistingfirms)andtwoverticalforces
(Bargainingpowerofbuyersandbargainingpowerofsuppliers).
Theseforcesshapethecompetitionwithinanyindustry.Theoverallindustrycompetitiveness
declineswhentheseforcesreduceprofitability.
PorterfoundSWOTanalysislackinginrigour.
ManynewcompaniesusethePorterFive(5)ForcesModeltodecidewhetheritisprofitable
toenterinaparticularindustry.
HereisthepictorialpresentationofthePorterFive(5)ForcesModel:

1.Threatsofnewentrants:
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Threatofnewentrantsreflectshownewmarketplayersimposethreatstotheexisting
marketplayers.Iftheindustrywillbeprofitableandbarrierstoentertheindustrywill
below,itwillattractmoreplayersandhence,thethreatofnewentrants.willbehigh.

FACTORSTHATREDUCETHETHREATSOFFLIPKART:

 Entryintheindustryrequiressubstantialcapitalandresourceinvestment.Thisforce
alsolosesthestrengthifproductdifferentiationishighandcustomersplacehigh
importancetotheuniqueexperience.

 Flipkartcomwillfacethelowthreatofnewentrantsifexistingregulatoryframework
imposescertainchallengestothenewfirmsinterestedtoenterinthemarket.Inthis
case,newplayerswillberequiredtofulfilstrict,timeconsumingregulatory
requirements,whichmaydiscouragesomeplayersfromenteringthemarket.

 Thethreatwillbelowifpsychologicalswitchingcostforconsumersishighandexisting
brandshaveestablishedaloyalcustomerbase.

 Newentrantswillbediscouragedifaccesstothedistributionchannelsisrestricted

FACTORSTHATFACINGHIGHNEW ENTRANTTHREAT:

 Existingregulationssupporttheentryofnewplayers.
 Consumerscaneasilyswitchthebrandsduetoweak/nobrandloyalty.
 Initialcapitalinvestmentishigh.
 Buildingadistributionnetworkiseasyfornewplayers.
 Retaliationfromtheexistingmarketplayersisnotadiscouragingfactor.

2.Threatsofsubstitutes:

THREATSOFSUBSTITUTESINCREASE:

 Acheapersubstituteproduct/serviceisavailablefromanotherindustry
 Thepsychologicalswitchingcostsofmovingfromindustrytosubstituteproductsarelow.
 Substituteproductoffersthesameorevensuperiorqualityandperformanceasoffered

byFlipkartcom’sproduct.

THREATSOFSUBSTITUESDECREASE:

 Theswitchingcostofusingthesubstituteproductishigh
 Customerscannotderivethesameutility(intermsofqualityandperformance)from

substituteproductastheyderivefromtheFlipkartcom’sproduct.

3.CompetitiveRivalry:
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TheRivalryamongexistingfirmswillbelow:
 Thereareonlyalimitednumberofplayersinthemarket
 Theindustryisgrowingatafastrate
 Thereisaclearmarketleader
 Theproductsarehighlydifferentiated,andeachmarketplayertargetsdifferentsub-

segments
 Theeconomic/psychologicalswitchingcostsforconsumersarehigh.
 Theexitbarriersarelow,whichmeansfirmscaneasilyleavetheindustrywithout

incurringhugelosses.

TherearesomefactorsthatincreasetheRivalry:
 ThecompanywillfaceintenseRivalryamongexistingfirmsifmarketplayersare

strategicallydiverseandtargetthesamemarket.
 Therivalrywillalsobeintenseifcustomersarenotloyalwithexistingbrandsanditis

easiertoattractothers’customersduetolowswitchingcosts.
 Competitorswithequalsizeandofferingundifferentiatedproductswithslowindustry

growthtendtoadoptaggressivestrategiesagainsteachother.
 TheseallfactorsmaketheRivalryamongexistingfirmsamajorstrategicconcernfor

Flipkartcom

4.Bargainingpowerofsuppliers:

Bargainingpowerofsupplierswillbehigh:
 Suppliershaveconcentratedintoaspecificregion,andtheirconcentrationishigherthan

theirbuyers.
 Thisforceisparticularlystrongwhenthecosttoswitchfromonesuppliertootheris

highforbuyers.
 Whensuppliersarefewanddemandfortheirofferedproductishigh,itstrengthens

thesuppliers’positionagainstFlipkartcom
 Suppliers’forwardintegrationweakenstheFlipkartcom’spositionastheyalsobecome

thecompetitorsinthatarea.
I

Bargainingpowerofsupplierswillbelow:
 Suppliersarenotconcentrated
 Switchingcostsarelow
 Productlacksdifferentiation
 Substituteproductsareavailable
 Flipkartcomishighlypricesensitiveandhasadequatemarketknowledge
 Thereisnothreatofforwardintegrationbysuppliers.

5.Bargainingpowerofbuyers:
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Bargainingpowerofbuyersindicatesthepressurethatcustomersexertonthebusiness
organisationstogethighqualityproductsataffordablepriceswithexcellentcustomerservice.
ThisforcedirectlyinfluencestheFlipkartcom’sabilitytoaccomplishthebusinessobjectives.
Strongbargainingpowerlowersprofitabilityandmakestheindustrymorecompetitive.Whereas,
whenbuyerpowerisweak,itmakestheindustrylesscompetitiveandincreasetheprofitability
andgrowthopportunitiesforFlipkartcom

Factorsthatincreasethebargainingpowerofbuyers:

 AmoreconcentratedcustomerbaseincreasestheirbargainingpoweragainstFlipkart
 Buyerpowerwillalsobehighiftherearefewinnumberwhereasanumberofsellers

(businessorganisations)aretoomany.
 Lowswitchingcosts(economicandpsychological)alsoincreasethebuyers’bargaining

power.
 Incaseofcorporatecustomers,theirabilitytodobackwardintegrationstrengthentheir

positioninthemarket.Backwardintegrationshowsthebuyers'abilitytoproducethe
productsthemselvesinsteadofpurchasingthemfromFlipkart

 Consumers’pricesensitivity,highmarketknowledgeandpurchasingstandardised
productsinlargevolumesalsoincreasethebuyers'bargainingpower.

Factorsthatdecreasethebargainingpowerofbuyers:

 Lowercustomerconcentration(meansthecustomerbaseisgeographicallydispersed)
 Customers’inabilitytointegratebackwards,lowpricesensitivity
 Lowermarketknowledge,highswitchingcosts
 Purchasingcustomisedproductsinsmallvolumes.
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RATEOFGROWTH:

TwokeyunitsofWalmart-ownedFlipkart’sIndiabusiness—FlipkartIndia
and Flipkart Internet—reportedgrowthof25%and32%inrevenuefromoperationsinFY21,
respectively,accordingtoregulatoryfilingssourcedfrombusinessintelligenceplatformTofler.
Thefirstisthewholesaleunitandthesecondisthemarketplacearm.

FlipkartInternet’soperationalrevenuewasRs7,840crore,whileitslossesincreasedby49%to
Rs2,881crore. FlipkartIndia sawanincreaseof25%inrevenuefromoperationsatRs42,941
crore,whilelossesreduced22%toRs2,445crore,thefilingsshowed.

Ecommerce majorFlipkart’sparentcompanyisregisteredinSingaporeanditoperatesinIndia
throughanumberofunits. FlipkartInternet generatesrevenuethroughvariousfeessuchas
marketplace,paymentgateway,shippingandotherservices.Flipkartalsohasotherunitsfor
paymentsandlogisticsinIndia.

Revenuefromoperationsincludestherevenuegeneratedthroughthecompany’scorebusinessof
sellinggoodsandserviceswhiletotalrevenuealsoincludescomponentslikeinterestincomefrom

fixeddepositsandotherinvestments.

Themarketplace’stotalexpensesrosetoRs10,996.3crorecroreinFY21fromRs8,254.3crore
ayearago.Amongitsmajorexpenses,employeebenefitsstoodatRs3,163.4crorecompared
withRs2,602.7croreintheyearearlier.ItspentRs1,073.4croreonadvertisingand
promotionsinFY21comparedwithRs1,114.6croreinFY20–adropofaround4%.

ForFlipkartIndia,ofitstotaloperationalrevenue,Rs42,939.8crorecamefromthesaleof
productswhileitspentRs47,629.9croreonpurchaseofstocks(goods)duringFY21compared
withRs37,636.7croreinFY20,thefilingsshowed.

ThelatestfinancialsofFlipkartcomeatatimewhenitsSingaporeparentismullinga
potentialIPObycalendaryear2022orFY23,asreportedbyETinSeptemberlastyear.
FlipkartGroupCEOKalyanKrishnamurthytoldaboutthecompany’splanstoscaleupverticals
likegroceryandhyperlocaldeliveriesalongwithitsvalue-focusedplatformShopsyinan
interviewtoETonTuesday.
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CHAPTER-3:

-CompetitorAnalysis
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FLIPKARTVSAMAZON:

WiththedigitalrevolutioninIndiacamethee-commercesector,completelytransformingthe
wayconsumerspurchaseitemsacrossallsegments.Thissectorsawitsfairshareofupsand
downsin thepastdecade,withlowestpointsintheformofpolicychangesregardingdeep
discountsandvendormonopoly,andthehighestpeakintheformofthegovernmentallowing
FDIinvestmentsupto100%.Whiletheindustry’sgrowthslowedaroundthemiddleoflast
year,iteventuallyregaineditsfootingandgrewintoTierIIandIIIcities. Flipkartand
Amazon haveemergedasthegiantsleadingthepack.Havingacloserlookintotheircantellus
alotabouttheindustryasawhole.

Thetwocompaniescontinuedtogohead-to-headlastyearintheirquesttograbadominant
pieceofthemarketshare.WithAmazonFreshenteringthefoodandgroceriesdeliveryspace,
Flipkartannounceditsnewprogram,FarmerMarttogiveAmazonarunforitsmoney.Whilethe
programisyettobelaunched,it’salreadyalargethreattoexistinge-commerceentitiesthat
operatewithinthesamespace,suchasLisciousandFreshToHomeasitplanstosellmeat
productsaswell.Itisclearthatwiththeseofferings,thetwobrandsintendtoenterthehyper
-localmarketthat’sbeingcapturedbythelikesofSwiggy,Grofers,andBigbasketatthe
moment,inordertocapitaliseonthehithertountappedTier–IIandTier–IIImarketplace
evenfurther.
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FLIPKARTVSSNAPDEAL:

FlipkartandSnapdealaretwoofthebiggestonlineretailcompaniesinIndiaandbothmakea
majorityoftheirprofitsfromsellingelectronicssuchasmobilephones,tablets,laptop,etc.Both
thecompanieswereincompetitionforthebigsalesduringDiwali2014.Flipkartreceivedalot
ofbacklashfromthecustomersbecauseofthepricechanges(priceswerehikedpriortothesale
andthendroppedduringthesale),technicalityissuesonthedayofthesaleandshortageof
goods.However,thecompanyisstilltoutedasoneofthebestecommercecompany.
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CHAPTER-4:

-CustomerAnalysis

CUSTOMERINVOLVEMENT:

Customersareacompany’smostimportantresource.Astrongandloyalcustomerbasemeans
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increasedsalesandbetteroutput.Buildingcustomerrelationshipsisveryimportantforbusiness
growth.Forthis,youneedtoknowandunderstandyourcustomer’sneedsandbuyingbehaviour.
Thisisatthecoreofeverysuccessfulbusiness.

1.Theyshopduringlunchhours.

2.CODstillholdssway.

3.It’sallaboutdiscount.

4.Customerismostlikelywomen.

Flipkarthasbeensellingover30millionproductsfrommorethan50,000sellersin70+
categoriesaswellashas30exclusivebrandassociationswithin-a-dayguaranteein50cities
andsame-dayguaranteein13cities.Flipkartwas33,000peoplestrongandhadover50million
registereduserswithover10milliondailyvisitsand8millionshipmentspermonth.Flipkart
hasbeenputtinginmucheffortandemphasisontheuseofAnalyticsineveryaspectof
decisionmaking.

CustomerchurnisamajorconcernforFlipkartsinceithasdirectimpactonCustomerLifetime
Value(CLV).CLVisanimportantmeasuretodifferentiatecustomers,whichcanfurtherhelp
theorganizationtomanagethemeffectively.Themainchallengeincalculatingthelifetime
valueofcustomersofe-commercecompaniessuchasFlipkartisthattheexactlifeofthe
customerisunknownowingtodatatruncation,thatis,theactualpointintimeofcustomerchurn,
whichmaynotbeidentifiedine-commerce,sincetherewouldbenopriorcommunicationfromthe
customeraboutthechurn.Hence,traditionalmodelsofCLVcalculationmaynotbeappropriate
fore-commercecompaniessuchasFlipkart.

E-commercegiant Flipkart hascrossedanewmilestoneinits‘Flipkart Plus’programme,
whichisareward-basedloyaltyprogramme.Withover20millionusers, Flipkart Plushas
becomeoneofthemostsuccessfulloyaltyprogrammesinIndiatoday.Around30percentof
monthlyactivecustomersonFlipkartarenowPlusmembers.Theloyaltyprogrammehas
achievedmorethan100percentyear-on-yeargrowth.

CRMOFFLIPKART:
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CustomerRelationshipManagementisthecornerstoneoftheFlikartbusiness
model.Inamarketwithseveralsellerssellinggenericproducts,thebusinesses
havetobeextremelydifferentiated.Flipkarthasnowadoptedamarketplace
modelwhereitfulfilstheorderbutgetsthebestoffersfromseveralsuppliers.
Thus,ithasalreadymadeitselfpricecompetitive.ButwhatFlipkartusedtoits
advantageveryearlyoninthebusinesswasestablishastrongcultureofputting
thecustomerfirstandmakingdelightingthecustomeritsmotto.
Inascenariolikesthis,becauseoftherespectandintentFlipkartshowsits
customer,peopleareoftenwillingtopaymorejusttogettheirorderson
promisedtimeintheconditionpromised.
AllarticlesandinterviewsthatcoverFlipkart,commenditscustomerservice
approachmakingittheposterboyofIndiane-commerce.

CUSTOMERSEGMENTATION:
 Uppermiddleclass
 Technologysavvy
 16-35years
 Welleducated,relativelyhigherdisposalincome
 Comfortablewiththemedium,highpercentageuseplasticmoney.

TheprimarycustomersfortheFlipkart.comareurbanmiddleclasswho
arewellversedinusingthetechnology,arewelleducatedandare
comfortableshoppingonline.Flipkartstartedastheonlinesellerofbooks
hasnowdiversifieditselfintoproductcategorieslikemusic,video,games,
computers,electronics,mobilephones,healthcareandpersonalproductcategories.WhatFlipkart
isdoingistosellmoreproductstosamepeoplebyaddingmoreproductcategories.

SERVICEOFFERINGTOCUSTOMER:

1.Allowscustomerstochoosefromalargenumberofproductsfrom161.Allowscustomerstochoosefromalargenumberofproductsfrom9categories.Sinceit
followsamarketplacemodel,itallowscustomerstomakeinformedpurchasedecisionby
choosingthemostcompetitivesupplier.Itdoessouseaclean,user
friendlyinterface.

2.Straightforwardreturnandexchangepolicies:
Flipkartallowsitsuserstoreturnproductsifunsatisfiedwithin30dayperiod



37

withfullrefundofmoneyorexchangeforanotherproduct.Thisallows
customerstoshoponlinewithoutworryingabouttherisksinvolved.Itusesthe
Walletfeaturetodebittherefundmoneythatcanbeusedtomakeapurchase
fromthewebsite.

3.Paymentmethods:
 Cash-on-delivery:Paymentmethodthatallowsconsumerstopurchaseproducts

andmakepaymentafterdelivery.
 EMI:Easymonthlyinstalmentstohelpconsumerspurchaseexpensivegoods

spreadoveraperiod.
 Electronicwallet:Allowesuserstosavemoneyasprepaidbalanceandlater

appraiseforpurchasingproducts.

4.Customerservice:
Highlyresponsive24/7customerserviceteamisoneofthecorestrengthofflipkart.
Theytackleallkindsofqueriesandprocessesallrequestwithin5businessdays.

UpperMiddleClassTechnologySavvy16-35yearsWelleducated,relativelyhigherdisposableincomeComfortablewiththemedium,highpercentageuseplasticmone
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CHAPTER-5:

-Actualworkdone
-Findings
-Analysis

WAREHOUSEMANAGEMENTSYSTEM:
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WarehouseManagementSystem(WMS)isdesignedtoimproveeveryaspectofaccompany's
warehouseoperations,providinganorganizedapproachtomanagingefficiency.Barcodedata
collectionmethodsaremorepowerfulforwarehousemanagementsystem,itistheautomatic
identificationsystemthatconnectstheshopfloortotheenterprisesoftware.Thewarehouse
managementsystemcontrolsproductreceipt,putwayandstorage.Whenitcomestimetopickup
theitem,thesystemdirectswarehouseworkerstotheappropriatelocationsusinghand-
held toolstotakethemostefficient route.

ProcessofFlipkartwarehousemanagement:

A.InwardProcessing/InboundReceiving:

INVOICESANITYCHECK

Itisthefirstprocessinflipkartitis a part of quality control(QC)check.The

seller’s vehiclewhichreporttotheDistributionCenter(DC)dockasperitsprojection.

Here as a part of theprocesswehaveto check the invoice vendor name,

address with the help of "flo website",invoicedate,POnumberanddate,invoice

number,buyername,FSNnumber,VendorCode,Description,HSNcode,Quantity,amount

alsocheck theamountshould bewritteninword isexactmatchwithnumber.Also

checkinvoicewithauthorizedsignaturewithseller'sseal.Ifanyinformationismissing

fromtheinvoicethenwehavetorejecttheinvoice.Allthisareimportantbecauseonthe

basisofinvoicewearegoingtoreceive the productinourwarehouse and amountpay

toseller.
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IRNCREATION

Itisthesecond process after invoice check forthis wehave tologinin“flo

website”afterthatwe willclickonprocurement,whichmeansinwardofgoodsthenwe

willgotoconsignmenttabinconsignmenttab click on consignment handover, after

this you will get tab where you have totypePOnumberthenclickonsearch

after click onsearch we get Create IRN page now fillallthedetailinIRN

creationpage with the help of invoice,the detailsare like,Invoice number&

date,deliverytypeinthis we have to select vendordelivery,Invoice line items

in this we have tofilltotalserialno.,invoiceamount,totalinvoicequantity,invoice

boxes,Gstinvoice,modeofdeliveryafterthiswe have totype POandsearchonce

wehave checkthe vendorname the click onsupplier.Afterthisallprocesswehave

tochoose PO number whichwas given ininvoice thenclickonCreateIRNbutton,

andthenwegetIRNIDlikeFIMD0l912516.

IRNReceiving

ThisisthethirdprocessafterIRNcreation.ForIRN receiving we have to select

the warehousewhichisMumbailarge,click on IRN tab because it is receiving

part hence we willselectReceiveIRN,nowfillallthedetailIRNID&FSNthen

clickonsearchwewillgettheproductdescriptionwiththeirimage.Whenmaterial

handleraregettingproducttheyhavetocheck theattributeslikebrand,modelno,color,

&MRPitisknownasqualitycheck.Ifanyoftheissueinattributesormismatch the

we have to select the reason like specification mismatch / damage etc.ifall

theattributematchtheclick on No issue and proceed with quantity the result

we got theprintWIDandstickonproduct it will help them to relocate the

productorassigntheproducttothespecificlocationmapped.

IRNSubmission

Inthisstepwehavetocheckwhetherthephysicalquantitymatcheswiththeinvoice

quantityornotwhichwascapturedintheIRNprocess.Inprocurement tab click on

IRN and thenfind IRN,nowwehavetoselect date and your warehouse after
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this click onsearch button we willget alltheinformationwhatyoutypeatthe

timeofIRN creation here we have to click onIRN numberthenwegetIRN

detail.InthisfirstlywehavetoprintIRNbarcodeandpasteonInvoiceanduploadthe

Invoice.Afteruploadinvoiceseeisanydiscrepanciesor not if there have any

discrepanciesmentionthatwhichproduct not accepted and number of product

afterthisallclickonsavebuttonandthensubmit.

PutlistCreation

Thisisthelastprocess of inward.Here first select warehouse,then click on

adminbuttoninadminclickonsearchinventoryinwardbulkareaand selectthedate

Select a day before and adayafterthenclickonviewinventorystatusbuttonhere

wegetproductFSN,SKU,Package Id,WID,Product,StorageZone,Quantityinputlist,

QuantityforPutway,Bulkarea, Updated by, Updatedat,allthishelpforPutlist

creation.NowwehavetocopytheWIDandclickontheinventorybuttonandselectthe

createputlistscreen,hereweget putlist page in this page we willselectthe

device,therearetwooptionsi.e.mobileandmanualinthiswe use manuallet'sselect

becausecurrentlymyprocessondesktopthennext we select bulk type which was

inward bulkafterthisselectputlisttypei.e.normalputlist.Finallywehavecopypaste

theWIDintheWIDsectionandclickonAdd Quantity thenclick onCreatePutlist

button.After successfully creationofputlistwegetputlistIdandnowwewillprint

themovement we print we see the detailofproducts.Nowprintinventorywillbe

giventotheteam,itistheirresponsibilitytogoandputway.
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B.OUTWARDPROCESS

Picklistgeneration

Togeneratethepicklistweneedtolog in tothe Flow system and then select

ourwarehouse.Nowwewillclickoninventorybuttonandselectcreate store picklist,

here we gettoknowhowmuchorderwehavetoprocessandthisarethecutofftime

withinwhich theproducthastobepickedandSBShastobedone.Nowcreatethe

picklistandwrite the pickeridonthepicklistand givethemprinttoselectthe

productandcompletetheprocesstilldispatch.

InScan

AfterdispatchwehavetoscantheproductthisshouldbedonebyDEO.Forin-scanwe

have toselectthewarehouseandstationthenclickonsubmitbutton.Afterthisclick

on shipment in thatselectreceiveshipment.NowscantheproducttrackingId and

click on In-Scan button. Thisprocesshelpstoknowtheproductstatusandthe

location.Ifthe shipment typeshow“Forward” thenwehavetoprocessitmeans

productnotcancel,if shipmenttype show “RTO” itmeansordershouldbecancel

so,thatproductgivetoreturndepartment.

GateIn

Getinprocess is done whenloadingorunloadingofproductswe have to.Sofor

gateinwehavetoselectfacilityandvehicleno.thenclickonsubmitbutton.Now,we

getthevehicle'sGateInchecklist.Hereselecttheconditionto beacceptableor

unacceptable.Afteraccepting alltheconditionGate-Insuccessfullydone.

GateOut

NowwewillseeGate-Outprocess,thisprocessisdoneaftertheloadingorGate-In

process.TheGate-OutprocessessameasGate-Inprocess.Firstlywehaveto select

facility(Warehouse Code)thentype vehicle number,Sealnumber,odometer and

click on submit button.After submit wegetsevendigitconsignmentnumber,copy

that consignment number and paste in consignment idandthenonclickingsearch
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wegetprintpdffileinwhichonecopyfor driver and otherforus asproof

generallyoccurs.ThePDFcontainsallthe information of the product mentioning

theirquantity,brand,loadtype,weightetc.herewedonewithGateOutsuccessfully.

C.RETURNPROCESS

ReverseLogistic

Flipkarthas30daysreturnpolicy.Theobjectiveofthispolicyistobuild customer

trust. Flipkartreturnstheproducttothesupplierandtakes the replacement

provided to the customer.Nowwewillseecompleteprocess of reverse logistic.

Unloadingisthe firstprocessofreturn.Thisvehiclecomesfromthelastmilehub.

WhenthevehiclehasarrivedatthedockintheReturnsDepartmentdrivergivethe

twopapersi.e.Gatepass&Manifesttothe SecurityOrDeotheDeowillcheckthe

manifest&Gatepassandthenunloadingstart.

GateIn

Soforgateinwehavetoselectfacilityi.e.(WarehouseCode)and vehicleno.

thenclickonsubmitbutton.HereGateinsuccessfullydone.

Returnreceived

The firstisGate-In & Unloading,now we willcontinue with second process

i.e.receiving.Firstlywehavetochoosewarehouseandthenwewillclickonshippingon

shipping tab click onreceivereturnshipmentandfillthe tracking id orshipment

id afterthatclickonreceivebutton.Herewesuccessfullyreceivedtheproduct.

DetailedProductVerification

Thisisthethirdprocessofreverselogistics. In this we verify the product

because it comes fromlastmilehub.Forthisweclick onreturn center tab and
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selectPVforReceived Shipment and fill thatproducttrackingidandclickon

searchthenwegetproductdescription.Thiswillhelp ustoknowisproductlabel

matchwith thisdescription ornot.Afterthistype productWID and clickon

printWSNandthenclickonsubmitbutton.Ifany oftheissuewastherethen

mentionthatandproceed.

PutlistCreation

Thisprocessisdonetobringtheproductbacktotheinventory. For this process

select ourwarehouseandthenclickon inventory button and the create putlist

screen.Attime ofdetailPVthereturnproducttransfertoExternalliquidationNon

DamageBulk soinselectinbulk typeExternalliquidationNonDamageBulkthen

typeproduct WSN and click oncreate putlist button andgivetheprintto

inventorydepartmenttokeepthatproductattheirlocation.

PutlistConformation

Aftersuccessfullycreationofputlistwewilldoputlistcreation.When we create

putlistwe getaputlistidcopythatid and paste in putlistid and click on

find then give the location of theproductwhereinventorydepartmentkeepthat

product.Herewedidcompleteprocessofreturn.
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ACTUALWORKDONE:

IhavedoneanInternshipinFlipkartfor45daysforSupplyChainManagementatHaringhata
warehouse.
Inwarehousethereare3departmentsi.e,Inbound,Outbound,ReturnCentre.
MydepartmentwasInboundandafter1monthIhaveshiftedtoReturncentre.

ProcessofInboundreceiving:

1.Firsttheproductswillarriveatdock,allthedockmembercheckalltheproducts
whetherthevendorhadgivenalltheproductsornotasperthecondidtion.

2.Thenaftersanitychecktheproductswillcometoreceivinglane,wherewecheckthat
products.

3.Forqualitycheckoftheproductsthereare6steps:
 Segregation
 Legalcheck
 Qualitycheck
 Receiving
 WID
 Putlistcreation

4.Thereisawebsitewherewecheckthatproductcalled“FLO-LITE”andthewebsite
is“10.24.1.71/flo-lite”.

5.ThenwehadourcasperIdandpasswordthroughwhichwecanlogintothatwebsitefor
furtherprocess,afterloginattheleftsidethere3lineswehavetoclickonthatthen
clickonInboundthenwewillfindatabwhereitswrittenFSN.

6.ThenwehavetoscantheFSNafterscanningwegetallthedetailsregardingthat
product.

7.ThenwehavetomatchthephysicalproducttothatlookupproductbyusingMISCAT
process.

8.Whilematchingtheproductwithlookupproductwehavetocheckmrp,color,sizeand
itisknownasqualitycheck.

9.Ifanyoftheissueintheattributesormismatchthenwehavetoselectthereasonlike
specificationmismatch/damageetc.iftheboxisdamagewehaveselectboxdamage
andselectqualitycheckfail.

10.Ifalltheattributematchedclickonnoissueandenterthequalityandthenselect
createputlist.

11.Afterputlistisdone,selectprintWIDandpasteitintheproductandsendtoputlist.
12.AspethequantitytherewillthatmuchofWID.
13.Andtocheckwhethertheputlistiscreatedornotthereisawebsitethroughwhichwe

cancheckandthewebsiteis“10.24.1.208”.
14.Therearesomeproductswhichisdamagedforthattherewillbe2ticketsoneisWID

andQCticketindamagedproductswehavetopasteboththetickets.
15.Itsdonebecauseitwillbeeasierforthemtoknowwhichisdamagedandwhichisnot.
16.Afterthatwedo5S-Sort,Setinorder,Shine,Standardize,Sustain.

ISSUESANDRECOMMENDATIONS:
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1.Alotofmanuallaborisusedforput-listingandpick-listinginwarehouses.Thiscanbe
addressedthrough highlevelRFIDuse

 
2.WarehouselayoutneedsattentionsothattherecanbeincreasedSKUcomplexity

handledwell.
 

3.TheyneedtoimprovetheirITsystembecauseattimeofinwardandoutwardthereis
lotsofissueface..

 
4.Incorporatingseasonalityintotheforecastingprocesswillhelpmeetcustomer

expectations manage inventory costsbetterduringpeakand shorterperiods
 

5.Therewasadisparitybetweenthepickerorloaderandsupervisor,themanagershould
fixsuchbehavior,giveequalrespecttoeveryone-justlikeeveryonegetsequal
respect, be itmanager orloader.
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CONCLUSION:

Inconclusion,throughInternshipandthroughsurveyquestionnaire,itwasevidentthatFlipkart
isalearningorganization.Theirworkprocesslikeloading,unloadingqualitycheck,inwardand
outwardprocessaregood.Theemployeesaregiventheir100%totheirwork.
Theyusemultiplesystemtoprocessthecustomer’sorderontime.Themanagementoftimeis
verywell.
DuringsurveyIalsotargetedsomeofcustomertheyhavesomeissueregardingdelivery
Flipkart pvtltd arefail todelivered their producttotheir customer ontime.Attimeof
internshipIhavenoticedthatthefailureofITsystemwouldbedelayinwork.
Everytimetherewasanissueonwebsiteordisconnectionofinternet,thisisthebiggestreason
ofdelayin delivery of order.

BIBLIOGRAPHY:



48

https://www.scribd.com/document/523618353/C09
https://fdocuments.in/document/project-on-flipkart.html
https://theorg.com/org/flipkart/org-chart
https://startuptalky.com/flipkart-success-story/
https://www.case48.com/porter-case/17697-Flipkart-com


