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1. INTRODUCTION: 

Electronic commerce, or e-commerce, is the buying and selling of goods and services over the internet. E-

commerce can be conducted on computers, tablets, smartphones, and other smart devices. Nearly every imaginable 

product and service is now available through e-commerce, and it has upended how many companies and entire industries 

do business. E-commerce has helped companies (especially those with a narrow reach, like small, local businesses) gain 

access to a wider market by providing cheaper and more efficient sales and distribution channels for their products or 

services. 

 

2. ADVANTAGES AND DISADVANTAGES OF E-COMMERCE 

Advantages: 
E-commerce offers buyers and sellers a number of advantages: 

• Convenience: E-commerce can happen 24 hours a day, seven days a week. Consumers can buy at their 

convenience, and business owners can make sales while they sleep. 

• Increased selection: Many stores offer a wider array of products online than they could ever carry in their 

brick-and-mortar counterparts. And many stores that solely exist online offer consumers exclusive inventory 

that is unavailable elsewhere. 

• Potentially lower start-up costs: E-commerce companies may require a warehouse or manufacturing site, but 

they usually don't need a physical storefront. The cost to operate digitally is often less expensive than needing 

to pay rent, insurance, building maintenance, and property taxes. 
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Abstract:   The Indian e-commerce industry has witnessed remarkable growth over the last decade due to rapid 

digitalization, increased internet penetration, smartphone usage, and the expansion of digital payment systems 

such as UPI. The sector has transformed traditional buying and selling practices by providing consumers with 

convenience, wider product choices, competitive pricing, and faster delivery services. Major e-commerce 

platforms and the growing participation of small businesses have further accelerated online retail growth in India. 

This study focuses on the emerging opportunities and major challenges of e-commerce in India. The report 

highlights important opportunities such as quick commerce, rural market expansion, artificial intelligence-based 

customer services, social commerce, and the development of the ONDC platform. It also examines major 

challenges including cybersecurity risks, data privacy issues, fake products, logistics and delivery problems, 

intense market competition, and customer trust concerns. The study is mainly based on secondary data collected 

from research journals, industry reports, government publications, RBI reports, IBEF reports, newspapers, and 

official websites of e-commerce companies. Statistical data, percentage analysis, tables, and graphical 

representations are used to understand the growth and trends of the sector.The findings indicate that the Indian 

e-commerce market has strong future potential due to technological advancement, digital payment growth, and 

increasing online consumers from Tier-2 and Tier-3 cities. However, addressing security, infrastructure, and 

regulatory challenges is essential for achieving sustainable and inclusive growth in the e-commerce ecosystem. 

 

Key Words: E-Commerce, UPI Payments, ONDC Platform,  Logistics and Supply Chain, E-Commerce 

Challenges , Tier-2 and Tier-3 Cities. 

 



INTERNATIONAL JOURNAL FOR INNOVATIVE RESEARCH IN MULTIDISCIPLINARY FIELD          
ISSN(O): 2455-0620                                                      [ Impact Factor: 9.47 ]          
Monthly, Peer-Reviewed, Refereed, Indexed Journal with  IC Value : 86.87         
Volume - 12,  Issue - 8,  August -  2026             
 

 

Available online on – WWW.IJIRMF.COM Page 73 

• International sales: As long as an e-commerce store can find a way to ship its products to its customers, it 

can sell to anyone in the world and isn't limited by physical geography. 

• Opportunity to collect valuable data: Willingly or unknowingly, consumers share a lot of information on 

their interests and shopping habits when they buy or even just browse online. Site owners can monetize this 

data in a number of ways, using it themselves and selling it to others. 

 

Disadvantages: 

There are also some drawbacks that come with e-commerce. Those can include: 

• Limited customer service: If you shop online for a computer, you cannot simply ask an employee to 

demonstrate a particular model's features in person. And although some websites let you chat online with a staff 

member, that is not a typical practice. A disadvantage for shoppers, this can also be a money-saver for retailers. 

• Lack of instant gratification: When you buy an item online, you must wait for it to be shipped to your home 

or office. However, e-tailers like Amazon now make the waiting game a little bit less painful by offering same-

day delivery as a premium option for select products. 

• Inability to touch products: Online images do not necessarily convey the whole story about an item, and e-

commerce purchases can be disappointing when the items don't live up to the buyer's expectations. Case in 

point: an item of clothing may be made from shoddier fabric than its online image indicates. 

• Dependence on technology: If a website crashes or must be temporarily taken down for any reason, the business 

is effectively closed until things return to normal. 

• Greater competition: Although the low cost of starting an e-commerce business can be an advantage, it also 

means competitors can just as easily enter the market. 

 

TYPES OF E-COMMERCE: 

E-commerce companies can operate using several different business models. 

1. Business-to-Consumer (B2C) 

B2C e-commerce companies sell directly to the product's end-user instead of distributing goods through an 

intermediary such as another retailer. 

This type of business model may be used to sell products (like your local sporting goods store's website) or services 

(such as a lawn care mobile app to reserve landscaping services). This is the most common business model and the 

concept most people likely think about when they hear the term e-commerce. 

2.  Business-to-Business (B2B) 

Similar to B2C, an e-commerce business can sell goods to another company. B2B transactions often entail larger 

quantities, more detailed specifications, and longer lead times. The buyer can also arrange for recurring orders if the 

purchase is for ongoing manufacturing processes. 

3. Business-to-Government (B2G) 

Some e-commerce businesses serve as government contractors, providing goods or services to government agencies 

and other entities. Often these arrangements require bidding on projects though an established procurement process 

and can involve large quantities of a given item. 

4. Consumer-to-Consumer (C2C) 

Individuals can sell things to other individuals on their individual websites or through e-commerce platforms that 

facilitate the process. Examples of the latter include Craigslist, eBay, Etsy, and many others. 

5. Consumer-to-Business (C2B) 

Some platforms allow individuals to more easily engage with companies and offer their services, especially related to 

short-term contracts, gigs, or freelance opportunities. Upwork is one example. 

6. Consumer-to-Government (C2G) 

Although not an e-commerce relationship in the traditional sense, C2G is a way for individuals to interact with 

government. For example, uploading your federal tax return to the Internal Revenue Service (IRS) website can be 

considered an e-commerce transaction as it involves an exchange of information. Taxpayers can also pay what they 

owe or request a refund for the amount they may have overpaid. 

 
2.Review of Literature 

• Rajeev Kumar(2023) : state that E-commerce in India: Challenges and opportunities the main objectives of the 

study to understand the concept of e-commerce in India, to examine the mobile commerce in the Indian Market, 

to analyze the opportunities available in the Indian e-commerce sector, especially in rural market, identifying 

the major challenges faced by e-commerce businesses such as infrastructure and competition, the data 
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methodology is used in secondary data of Research articles and journals, government reports and publication, 

websites, newspaper, the finding of the study e-commerce is growing rapidly due to digitalization, increasing 

smartphone usage, improved internet access and the rise of the digital payment , however, the sector also faces 

challenges such as poor infrastructure in rural areas, delivery issues, cybersecurity concerns and intense 

competition among major players like amazon and flipkart, despite these difficulties, the future of e-commerce 

in India remains promising, continued improvements in logistics, internet connectivity and digital literacy are 

expected to support further growth and help businesses reach untapped markets across the country. 

• Kumar, N., et al. (2018): state that "Challenges and opportunities of e-commerce in India: Pathway for 

sustainable e-commerce". The main objectives of the study to analyze growth  and current status of e-commerce 

in India, to identify the major opportunities available in the Indian e-commerce sector, to examine the challenges 

faced by e-commerce businesses such as logistics, digital payment security and competition, to suggest 

sustainable pathways for long term growth of e-commerce in India, the data methodology is used in secondary 

data like journals, books, government report, websites, the finding of the study concludes that e-commerce has 

significant potential for economic growth in India. However, sustainable development of the sector requires 

better infrastructure, improved cyber security, efficient delivery systems, customer trust building and supportive 

government policies. 

• Kaur, J. & Jhamb, H. V. (2012): state that E-commerce in India: Opportunities and Challenges the main 

objectives of the study was to examine the growth and development of e-commerce in India and to identify the 

major opportunities and challenges faced by the Indian e-commerce industry. The study also aimed to 

understand how internet penetration, technological advancement, and changing consumer behavior influence 

online business activities in India. the methodology mainly used secondary data sources such as journals, 

research articles, reports, websites, newspapers, and published literature related to e-commerce the finding of 

the study concluded that e-commerce has significant growth potential in India due to increasing internet usage, 

rising awareness of online shopping, and improvements in technology and digital payment systems. However, 

the industry also faces several challenges such as security concerns, lack of trust among consumers, inadequate 

infrastructure, low internet penetration in rural areas, and legal issues. The authors emphasized that overcoming 

these challenges would help India achieve sustainable growth in the e-commerce sector. 

•  Saxena (2015): state that "E – Commerce in India: An Analysis of Present Status, Challenges and 

Opportunities" the main objective of the study to analyze the present status and growth of e-commerce in India, 

to identify the major challenges and barriers affecting the growth of e-commerce, to examine the opportunities 

and future prospects of e-commerce in the Indian economy, to study the role of e-commerce in economic 

development and its impact on small enterprises/businesses, the data methodology used in secondary data based 

on published sources, the finding of the study is  e-commerce in India is growing rapidly due to increasing 

internet penetration, smartphone usage, digital payments, and changing consumer behavior, the sector provides 

significant opportunities for businesses, including small enterprises, by expanding market reach and reducing 

operational costs, however, the industry still faces challenges such weak cyber security, inadequate 

infrastructure, low consumer trust, payment security concerns, logistic problems, and lack of legal awareness, 

the paper emphasized that with better infrastructure, stronger legal frameworks, improved technology, and 

customer awareness, e-commerce can contribute greatly to India’s economic development and employment 

generation. 

• Sarode, R. M. (2015):state that "Future of E-Commerce in India Challenges & Opportunities", the main 

objectives of the study to analyze the challenges faced by the Indian e-commerce sector such as cybersecurity, 

payment security, logistics, and consumer trust, to study the increasing role of mobile commerce (m-commerce) 

in the expansion of online business in India, to emphasize the need for stronger cyber laws and better digital 

infrastructure for sustainable growth of e-commerce, the data methodology is used under primary data, the 

finding of the study is concludes that e-commerce has a strong future in India due to increasing internet 

penetration, smartphone usage, digital payments, and changing consumer lifestyles, the rapid growth of m-

commerce is becoming a major driving force in the Indian digital market, despite huge opportunities, the sector 

faces several challenges such as cyber security risks, inadequate legal protection, privacy concerns, poor 

logistics infrastructure, and limited internet access in rural areas, the study emphasizes that improving cyber 

laws, strengthening online security systems, and enhancing digital infrastructure are essential for the sustainable 

growth of e-commerce in India. 
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3. RESEARCH GAP: 

Many studies discuss urban e-commerce growth, but there is insufficient empirical research on the adoption 

behaviour, digital literacy, trust issues, and purchasing patterns of consumers in rural and Tier-2/Tier-3 cities. 

 

4. OBJECTIVES OF THE STUDY 

1. Examine the role of government policies and initiatives in promoting e-commerce in India.  

2.  To evaluate the impact of e-commerce on traditional retail businesses and small retailers.  

3. To analyze the role of emerging technologies such as Artificial Intelligence (AI), digital payments, and data 

analytics in the e-commerce industry.  

4.  To study the opportunities and challenges of rural e-commerce expansion in India. 

 

5. METHODOLOGY: 

The study is mainly based on both primary and secondary data 

Primary data may be collected through: 

• Structured questionnaires  

• Online surveys 

Secondary data may be collected from: 

• Research journals and articles  

• Books and newspapers  

• Government reports  

• Websites of e-commerce companies  

• Reports from organizations such as:  

o Amazon  

o Flipkart  

o NASSCOM  

o Reserve Bank of India  

o Ministry of Commerce and Industry 

Secondary Data Analysis 
E-Commerce in India: Emerging Opportunities and Major Challenges (2026 Report) 
The secondary data for the study is collected from research journals, government reports, industry reports, and 

websites of major e-commerce organizations such as Amazon, Flipkart, NASSCOM, Reserve Bank of India, 

and Ministry of Commerce and Industry. 

According to industry reports, India’s e-commerce market is expected to reach nearly US$ 163 billion by 2026 

with a CAGR of 27%. 
Market Growth of E-Commerce in India (2026) 

 

 

 

 

Source: IBEF & Industry Reports  

6. PERCENTAGE ANALYSIS: 

• The Indian e-commerce industry witnessed remarkable growth from US$ 83 billion in 2022 to US$ 163 

billion in 2026.  

• The sector recorded an overall growth of nearly 96% during the study period.  

• Between 2022 and 2024, the market expanded by 32.5%, showing rapid adoption of online shopping 

platforms.  

• From 2024 to 2025, the market further increased by 22.7%, indicating sustained consumer demand.  

• During 2025–2026, the market grew by 20.7%, reflecting continuous digital transformation in retail. 

 

YEAR MARKET SIZE (US$ BILLION) GROWTH RATE 

2022 83 - 

2024 110 32% 

2025 135 22% 

2026 163 27% 
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Graphical Representation (Bar Diagram) 

 

Interpretation: 

The data clearly indicates that the Indian e-commerce sector is experiencing strong and consistent growth. The 

increasing adoption of digital technologies and cashless payment systems has significantly influenced consumer 

purchasing behavior. Urban as well as rural consumers are increasingly shifting toward online shopping due to 

convenience, product variety, and competitive pricing. The gradual rise in market size also reflects the confidence of 

investors and businesses in the future potential of the Indian digital economy. Although the annual growth percentage 

slightly declines over the years, the market continues to expand steadily, showing maturity and long-term sustainability 

of the sector. 

 

Digital Payment Growth in India (UPI Transactions): 

India’s digital payment ecosystem has become one of the strongest drivers of e-commerce growth. UPI processed over 

20.39 billion monthly transactions in January 2026.  

 

 

 

 

Source: RBI, NPCI & IBEF Reports 

Percentage Analysis 

• UPI contributes nearly 81% of retail digital payment transactions in India.  

• Merchant payments account for approximately 62% of UPI transaction volume.  

• Digital payment adoption has significantly reduced dependency on cash-on-delivery methods. 

•  

Graphical Representation (Pie Chart) 

 

INDICATOR 2026 STATISTICS 

Monthly UPI Transactions 20.39 Billion 

Annual Transaction Value Rs. 308 Lakh Crore 

Share of Retail Digital Payments 81% 

UPI Share in Global RTP Transactions 49% 
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Interpretation of Data: 

The data indicates that India has emerged as one of the world’s leading digital payment economies, mainly driven by 

the rapid growth of Unified Payments Interface (UPI) transactions. In January 2026, UPI processed more than 20.39 

billion transactions monthly, reflecting the increasing acceptance of digital payment systems among consumers and 

businesses. The annual transaction value of approximately Rs. 308 lakh crore highlights the massive scale of financial 

activities carried out through digital platforms. UPI alone contributes nearly 81% of total retail digital payments in India, 

showing its dominance over other payment modes such as debit cards, credit cards, mobile wallets, and net banking. 

The study further reveals that merchant payments account for around 62% of UPI transaction volume, indicating that 

both online and offline businesses are rapidly adopting QR-code and mobile-based payment systems. The widespread 

use of smartphones, internet accessibility, and government initiatives promoting cashless transactions have accelerated 

digital payment adoption across urban and rural areas. 

 

Opportunities in Indian E-Commerce: 

EMERGING OPPORTUNITIES IMPACT 

Quick Commerce Faster delivery services 

Rural E-Commerce Expansion in Tier-2 & Tier-3 cities 

AI & Data Analytics Personalized shopping experience 

Social Commerce Growth through Instagram & WhatsApp 

ONDC Platform Support for small businesses 

Reports indicate that Tier-2 and Tier-3 cities contributed nearly 38% of total order volumes during 2025–26 sales 

growth.  

Graphical Representation: 

 

Interpretation of Graph: 

• Metro cities still account for the majority share of e-commerce orders with 62% contribution due to higher 

purchasing power and better logistics infrastructure.  

• Tier-2 and Tier-3 cities contributed 38% of total orders, showing significant expansion of digital commerce in 

smaller cities and rural areas.  

• Increasing digital payment adoption, affordable smartphones, and improved delivery networks are major 

reasons for this growth.  

• The data indicates that future e-commerce expansion in India will largely depend on emerging markets outside 

metro cities. 

 

Major Challenges in Indian E-Commerce: Quick commerce companies are experiencing rapid growth, but experts 

have raised concerns regarding long-term profitability and sustainability. 

 

 

 

 

Conclusion: The growth of UPI, expansion of logistics networks, and rising participation from Tier-2 and Tier-3 cities 

have significantly contributed to the development of online retail in India. The industry has created new business 

MAJOR CHALLENGES EFFECT ON INDUSTRY 

Cybersecurity Risks Data theft and fraud 

Logistics Issues Delayed deliveries 

Fake Products Reduced consumer trust 

High Competition Reduced profit margins 

Rural Infrastructure Problems Limited accessibility 
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opportunities in areas such as quick commerce, social commerce, AI-based personalized shopping, and rural e-

commerce expansion. At the same time, the sector faces several major challenges. Issues such as cybersecurity threats, 

data privacy concerns, fake products, delivery inefficiencies in rural areas, high competition, and customer trust remain 

important obstacles for sustainable growth. Small retailers also face pressure from large e-commerce platforms, while 

regulatory policies and taxation continue to evolve. Despite these challenges, the future of e-commerce in India remains 

highly promising. Government initiatives like Digital India and ONDC, along with technological advancements and 

increasing consumer awareness, are expected to further strengthen the sector. Therefore, Indian e-commerce has strong 

potential to contribute to employment generation, economic growth, digital inclusion, and overall business development 

in the coming years. 
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