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Abstract
Internet is changing the customer’s expectations as well as behavior. Growth of online tools
like social media, mobile web, online communities, and customer satisfaction surveys has
transformed the passive recipients of information to active creators. It can be seen that
organizations are slowly moving away from focusing on product technology, production
efficiency as well as cost reduction strategies and getting to understand their product
delivery and services from the E-Customer’s perspective. E-Customer’s perspectives are
forcing the E-Commerce companies to change the value proposition of their business. In this
paper customer expectations are studied in relation to Flipkart.
Keywords: Customer, expectation, satisfaction, technology
INTRODUCTION
Earlier, customers expected basics like quality service and fair pricing — but modern
customers have much higher expectations, such as proactive service, personalized
interactions, and connected experiences across channels. And the expectations that customers
have today were shaped by their previous experiences. If customer’s expectations are not
addressed properly, they will become upset or unsatisfied which in turn will impact the
business negatively. On the other hand, if they are delighted, they will bring repeat business
and also translate to more opportunities via word of mouth. Therefore, companies have no
option but to keep ahead of the game by innovating and using technology and come out with
‘value perception’ schemes.
Founded in October 2007, Flipkart is one of India’s leading e-commerce marketplaces, with
headquarters in Bengaluru. Flipkart was founded by Sachin Bansal and Binny Bansal and the
company initially started as an online book store. Later, as the company’s popularity grew, it
also started selling other items such as music, movies and mobile phones. As the e-commerce
revolution gained momentum in India, Flipkart grew at an accelerated pace and added several
new product ranges in its portfolio. As of now, the company offers more than 80 million
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products spread across more than 80 categories such as mobile phones & accessories,
computers and accessories, laptops, books and e-books, home appliances, electronic goods,
clothes and accessories, sports and fitness, baby care, games and toys, jewelry, footwear, etc.
Flipkart has 175 million registered users and more than 100 thousand sellers on its ecommerce platform. The company has invested in 21 state-of-the-art warehouses to ensure
prompt delivery to its customers. The Flipkart website attracts 10 million page hits every day
and around 8 million shipments are processed every month. Flipkart has also introduced its
mobile app, which has become quite popular, with more than 50 million app users. Flipkart is
a billion-dollar company. It employs more than 33,000 people.
On 4 May 2018, it was reported that the US retail chain Walmart had won a bidding war with
Amazon to acquire a majority stake in Flipkart for US$15 billion. On 9th May
2018, Walmart officially

announced

its

intent

to acquire a

77%

controlling

stake

in Flipkart for US$16 billion, subject to regulatory approval. Following the acquisition, cofounder Sachin Bansal left Flipkart and in Nov, 2018 Binny Bansal resigned from Flipkart.
The current CEO is Kalyan Krishnamurthy. The deal of Walmart & Flipkart would help
Flipkart leverage Walmart’s omni-channel retail expertise and general supply chain
knowledge. Walmart aims to extend their B2B sales across India through this acquisition and
that’s the reason why it spends so much on Flipkart. Walmart has a strong global physical
presence in retail space but lacks in e-commerce. This deal could spur their online presence in
Indian markets and both Flipkart and Walmart shall be able to maintain separate brands and
Operating Structures.
ONLINE MARKETING STRATEGIES ADOPTED BY FLIPKART
1) Google Adwords
Google AdWords is Google’s advertising service that allows businesses to display their ads
on Google’s search result pages. The ads usually appear at the top or bottom of a Google
SERPs (search engine result pages). Google AdWords allows businesses choose the kind of
devices their ads will be displayed on. For the search network, you can choose between
desktops, tablets, and mobile devices.
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PPC Search ad – Category based text ads.



Display – Products offers based ad images.



Gmail – Content / Topic based Text ads.



Keyword Targeted – FLIPKART.

2) Social Media Marketing
On Flipkart’s website as you scroll down you will see an option where they can be connected
on Twitter, Facebook or Google+ thus making the customers aware of their presence. If it’s
an occasion around the corner, Flipkart makes sure how to connect people with their
products. Thus, keeping in mind that Flipkart is running a contest on Twitter, where your
tweets can win you a gift, they have linked it across all their networks. Thus, it increases
awareness, exposure and more interaction.
3) Re-Marketing
Re-Marketing is a way of following customers that didn’t convert the first time they visited
your brands website. So, with this you can target your customers with the ads that are
relevant to the pages or products the customers viewed on your site. This is what Flipkart
does, even if the customer forgets, Flipkart remembers and lures the customer with the
personal touch.
Example: You viewed a certain product/category on Flipkart and left the website for some or
the other reason. The same product or category will be seen on the right sidebar/news feed of
Facebook in a way nudging the Customer to have a look again; hence it creates
inquisitiveness and lures the customer to click on the link.
4) Content Marketing Strategy
A content marketing strategy is a plan for building an audience by publishing, maintaining,
and spreading frequent and consistent content that educates, entertains, or inspires to turn
strangers into fans and fans into customers.
Flipkart is one of those pioneer Indian online brands that adopted TVCs as a primary player
for their content marketing. Be it a new offer or a service announcement, Flipkart always
brings smile on their customers' face with their creativity, messaging and sense of humour.
Most of the ads are shot by child actors, which essentially increase the likability factor.
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5) Mobile Marketing Strategy
A mobile marketing strategy takes advantage of the unique opportunities’ mobile has to offer
— the channels it provides, as well as the in-the-moment, hyper-personalized experiences and
interactions it enables.
Flipkart has now relaunched the same calling it ‘Flipkart Lite’. The new Flipkart Lite site will
make use of the new notifications feature in Chrome. Potential users can also add the Flipkart
Lite page to the home screen on Chrome in order to access it directly without typing in the
name each time.
6) Affiliate Marketing Strategy
Affiliate marketing is the process of earning a commission by promoting another company's
product (or service).
Flipkart has been one of the early adopters of affiliate marketing as a channel in India.
Having developed their technology internally, they have much better control and
understanding of their publisher's requirements. Feeds, reporting widgets are all well
integrated within the affiliate panel.
Earn up to 15 % for each Purchase on the website.
Payment via Gift Voucher and EFT Options.
Referral Pay-out for each month/Category is communicated
Literature Review
The study explores the dimensions of online customer experience (OCE) and their impact on
satisfaction and loyalty in the clothing e-retail context. In order to successfully address the
growing and rapidly changing expectations of online shoppers, recent e-commerce and retail
research have developed a strong customer experience agenda (Pandey & Chawla, 2018). The
results of the researcher’s study indicate that the respondents are becoming more internet
savvy every day. As they become more confident, they are ready to buy high value products
online as well. Businesses venturing into or expanding into the online market need to reduce
the customer perceived risks by making shopping portals easier to navigate, providing secure
payment options as per norms, ensuring speed and quality of delivery to gain and maintain
customer trust, better presentation and categorization to make up for the missing touch and
feel experience etc. Efforts need to be taken to educate the online buyers on the steps that
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need to be undertaken while making an online purchase. Moreover, the feedback of an online
buyer should be captured to identify flaws in service delivery. This can be done through
online communities and blogs that serve as advertising and marketing tools and a source of
feedback for enterprises (Rajeswari, 2015). Customers are now aware about service quality in
every place at they invest their money. In super market, pick and pay, pick and click business
customers’ needs service quality in what they pay. Sometimes customers’ expectation is
higher than the actual perceived. So mostly virtual and physical business need to pay
attention on what they provide to customers. So that customers also get what they actual need
from virtual business (Phiri & Mcwabe, 2013). The researcher examined that online buying
behaviour is affected by various factors like, economic factors, demographic factors,
technical factors, social factors, cultural factors, psychological factors, marketing factors and
legislative factors. Customers choose an online-shop mainly based on references, clarity and
menu navigation, terms of delivery, graphic design and additional services. Complicated
customers read discussions on the Internet before they spend their money online when
customers are unable to find the product quickly and easily, they leave online-shop. (Michl,
2012). Customer expectation is pre-trial beliefs about a product or service. In the absence of
any information, prior expectation of service will be completely diffuse. In reality, however,
customer has many sources of information that lead to expectation about upcoming service
encounters with a particular company. These sources include prior exposure to the service,
word of mouth, expert opinion, publicity, and communication controlled by the company
(e.g., advertising, personal selling, and price), as well as prior exposure to competitive
services (Zeithaml, Berry & Parasuraman, 1993).
OBJECTIVE OF THE STUDY
 To identify expectations of customers from online marketing of Flipkart.
RESEARCH METHODOLOGY
Descriptive research design is used as a method for study. Convenient random sampling was
conducted on the sample size of 50. Location for study was Delhi NCR. Data was collected
through primary and secondary sources through questionnaires. Data was interpreted through
percentage and bar graphs
DATA PRESENTATION & ANALYSIS AND DATA INTERPRETATION
Age
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Table and Figure1: Age of respondents
Data Interpretation: It is necessary to consider the age group of the respondents in order to
understand their expectations from online marketing of Flipkart. According to the above data
analysis, 22 respondents i.e. 44% of the respondents who fall under the age group of 18- 30
show greater interest in online shopping.
Gender

Table and Figure 2: Gender of Respondents
Data Interpretation: From the above data, it is evident that the response of the female gender
is more as compared to the male gender. 58% of the females show interest in online shopping.
Comparatively, only 42% of the respondents are males. Low participation of males could be
because men are destination drivers. They go in stores to touch and feel. Therefore, online
platforms need to consider such aspects.
Flipkart online advertisements are delivered on different mediums. Which one attracts
you/influences your purchase decision?
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Table and Figure 3: Online advertisement mediums
Data Interpretation: The above data analysis shows that majority of the respondents i.e. 36%
got influenced by means of advertisement done on search engine-google.
What are your expectations from Flipkart

Table and figure 4: Expectations from Flipkart
Data Interpretation: From the above data analysis, it is clear that majority of the respondents
i.e. 40% expects to have a touch and feel experience for better online shopping.
What is your view regarding these aspects provided by Flipkart

Table 5: Aspects of Flipkart

JISHA GEORGE* KULBIR KAUR BHATTI**

75

Periyar Journal of Research in Business and Development Studies, 5(1), Jan-June 2020, ISSN 2456-0987(O)
Bi-annual e-Journal published by Periyar Management and Computer College, New Delhi

Data Interpretation: According to the above data, most of the aspects provided by flipkart are
considered fair as well as good but what draws attention is its product return policy which is
considered poor by 40% respondents. Flipkart needs to focus on its three options availableexchange, replace & refund and strengthen them in order to have more pleased customers.
On a scale of 1 to 4, how do you rate follow up services offered by Flipkart? (4-excellent,
3- good, 2- fair, 1- poor).

Table 6: Services offered by Flipkart

RATING FOLLOW-UP
SERVICES
E-Mail
24%
20%
12%

Telephone
Mobile Message
56%
20%
50%
30%
0
38%
30%
20%

E XC E LLE NT G O O D

FA I R

PO O R

Figure 5: Rating Follow up Service
Data Interpretation: From the above data, majority of the respondents consider follow up
services as good except for email which they consider as fair. Flipkart should send E-mails with
not just showing discounts & offers but show life behind scenes, tell stories, etc.). Customers
should not be considered as a number; they want a positive response when they run into
problems or have serious questions. Therefore, flipkart should maintain a cordial relationship
with its customers.
Does Flipkart meet your expectations?
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Table 7 and Figure 6: Expectations met by Flipkart
Data Interpretation: From the above data, it is clear that majority of the respondents i.e. 56%
respondents agree that Flipkart somewhat meets their expectations. Knowing and
understanding customer expectations at the outset, helps such online platform to work with the
customer to set the expectations at an optimum level. Therefore, Flipkart has to focus more on
customer needs and expectations to stand out in a crowd.
On what areas do you think Flipkart should focus more on for improvement?

Table 8 and Figure 7: Improvement areas of Flipkart
Data Interpretation: From the above data, it is clear that that majority of the respondents i.e.
40% suggest Flipkart to improve on its customer service and loyalty so as to gain new
customers and retain the existing ones. Good customer service is the prime driver of customer
loyalty. Not only will it bring repeat business, but also translate to more opportunities via word
of mouth.
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CONCLUSION
Flipkart uses various effective and efficient marketing techniques. The use of these marketing
techniques by Flipkart has made the online- shopping process very simple and has attracted
many new customers. The young age group shows greater interest in online shopping.
Moreover, number of female shoppers is more as compared to men. Flipkart’s online
advertisements, the follow-up services such as email, telephone, text messages, etc., showing
the ratings by different users of the product, providing various offers and discounts, YouTube
demonstrations of electronic products, best sellers information of the product, etc., all have
made the customers to have multiple options of purchasing through flipkart. Further, most of
the customers’ expectation lies mostly on touch and feel experience. The area on which flipkart
should focus more on for improvement is on customer service and loyalty. As good customer
service is the prime driver of customer loyalty.
SCOPE OF THE STUDY


Similar analysis can be performed for other online marketers.



Strategies can be designed to meet customers’ experience.



Consumer behavior can be studied in respect to online and offline marketing.

SUGGESTIONS AND RECOMMENDATIONS
Based on the analysis, Flipkart should consider the following steps: 

Build a strong customer-centric relationship.



Enhance M-Commerce capabilities.



Increase market reach. Connect with the young generation through a robust social
media presence.



Information displayed should be clear and just i.e. have a better catalogue.



Provide with more personalization, touch and feel experience.



Understand the customers need and expectations and respond accordingly.
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