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3-P I WeHh 1 BT URURS GRT a6 TR
YHTG: YRG A ufoust, geg fHeivor sk Suiaan
HTUT T AT

1. 3fad gIed

K| Renecralvlivenany
3=, faorg Rig ufdes Yo 1 HATdd R HeTfaeerd, BT, RHeT (STR TSR

URTRA (Abstract)

fUd U 3@ T YR H 3-H1HY WehIA! &1 did fadR Jexl AR & W1, UfaauieTs agR, Jod
Ry a7 aur SuHiear fdw el # Seora-ig uRddd deR 1T %I Amazon, Flipkart, Meesho, JioMart 3R 3
f&foted wewiar A SuHiadst & HH JIe-and, e Idre-fafqedr, dia featas), TRe=l Teu-gamm sik
mmﬁnﬁaﬁﬁﬁwwaﬂ%@aﬁaﬁ?wﬁw G faRIvd: T, Saaei-a, GRYM
fRAT SUHIT I fashal R S&d GaTd, HIfSH-YHaH, footfall F HHI 3R uﬁwm AT Pt
Rprd 1 IHE B1 39 Y07 BT 2T HRA § 3-PHIY WeHTH IR $T URURS GaX TR TR THE
< g st ufaef, geg e ok Sukiadr w3 e # fawafia wear g | sregga o sheifiies
SRR, Wi SRR, U Giol RIGId qUT SToR-URET-IdgR-UGRM (SCP) UfdHM &1 Tdidd
HRd U TS dAIRG ST [ Ryd o1 T8 g1 USRI U 7 98-9id Scl Ug(a Uaifad &1 s g, forad
T YR 6T & JRUNS YT UASTH! I Fa&01 Se, IATE-TRT HTATs-- e Ted ST, aul
IuiaT Ui drel 3R Wiie TaeR ¥ Yefid Uufie SHeR! Qfffrd g1 favawur 8q difference-in-
differences, panel fixed effects regression, price dispersion measures 3R consumer welfare proxies D[ g foean
T 71 FAeeny Yobd $Rd @ fob S-p 1Y WehiH! 31 IR F 3rcdehrd H B TR 1 $1 3R ga1d usdl
2, geu-fdeT gedr 8, 3k Iuviadrsit &t Iare-fafdudr qur gfyer o1 v fiyedr §; fbg fdera F deep
discounting, platform intermediation, data advantage dT network effects & I YO o SoTR-Tfad Ah-gur
I YU 9¢T Jobd & | TRURSD T TR THIT They g &: fbTT & ¥ hybrid adaptation T & fexaTs
%, STeh saquﬁqH 3R branded apparel Ts &maﬁﬁﬁﬁ“@ééﬁ%l Qﬁﬁfaﬂﬁwﬁf%ﬁ? Wﬁg—aﬁﬂﬁ
DI HAT retail disruption b =T H g, dch Th WRINIED SOR-GATSH DI UlehdT & =0 & U ST
MY T8 SUHIT BTl & fauR R Ufereae S ot FHifaal gl a1y a1 g1 3id: 3fed ifa-ufafesar
| platform neutrality, discount transparency, data governance, grievance redressal, small retailer digitization, d¥T
competition oversight &I Afad T aRgH %I

Pl RTeg: 3PN, URUNS JaxT, Wiaegel, Fea FeRoT, Iuied Hedr, Wk 3riRIRd, YRd

1. g

YR B YT a1 e Y db Bie, o gu, WH iR Jey-3nenikd aamaies gral uR anenfd I8t
2| o g, US-3netia fasha yurel, RIFT Uies Aead, Fae aF-ad, fdaTd WRIY, SUR gfae gt
e feres SR-8 W e g Alsd Fad saTae YT Ta dfed T -3fie e o1 1t e
YUl 3FTRET ] | farg fSforea wifd, TIEw & g TR, T SexAie, ffiied WM SiauRemT, aifviiead
Feadh SR ST WehiH Arsdl 7 39 UEHT &1 TevTs ° UHIfad e g1 URd & S-S 1A WewhiH! &
33T Had ddb-1e! URTd Ta!, Sfch el &F BT ToTR-TRTT, TIER 1R YeH A SIS d5ard &1 diad

o
3BT W 3 IuHiadst & e WS-aNTd &8 &1 8, 19l Bt ga- gay §1s §, Id1S fawedt &1
faxaR faran § iR “wal 1, Huft oft Wi &1 Srgva Tua I B | 9, Sade e, SfaaiTd SUMRT A,
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mf:ﬂ, adl, WW 3R 3 quick commerce S UREUT A e qYT G{‘Ef—m JUHIGT IRI &I doil I
U T B 1 SO U SiR Juiadt gfaen SR faden &1 fawar gan g, @ gukt 3R ag uy it diargan g
% o1 URUR® Y1 U rquH ufaegef o1 [T #R T 81 faTa: deep discounting, platform-funded
promotions, exclusive tie-ups, search-result bias, preferred sellers, private labels, data-based targeting 3R cross-
subsidized pricing o HEB[ 3 TR fa, ﬁ'&:[&-[ yfaeef ek ﬁtﬂtlﬁ'q SFT?HU R TR 989 &I o fear g1
e srfrRe 3 URDET B 7 URGd 33 WR) R Heayul 31 W, U8 SRR & gead 31 0
el 2 Tel BRI B12 Rdparel &) g & oo 92 RRed Her 1w o §1 R, 7 geafuko %
Y B Jdeddl %—U‘IE;I RR a%h:l?r QT AlayTg a1 Hfg KL P OITTE real-time pricing, flash sales,
dynamic discounts 3R algorithmic adjustments A E| ?‘Fﬂ'q WW%W%EEW HeTh ﬁIIT‘T
aﬂ?ﬂ% WWWWWWWW a'fclm'_varlety convenience, delivery speed, information
access 3R trust architecture ¥ 3} AT grar 81 Iy, Wuﬁmﬁ%%%uaﬁﬁﬁmmm% Fifp
WeHH JTORI & network effects, scale economies, data accumulation 3R multi-sided interactions & HTRUT
URURG competition metrics Bﬁ'—‘mq—qﬁ q_EET?FT"TI W%Wﬁﬁ%qﬂﬁmWﬁﬂm % e
URUR® FGexT & AR, W-ASTR, WE-S1e=Tet faarur o iR 9 g Hey 3 el &1 siia--3em

ST 8! &mﬁs—dm a7 Fact s T T fes aRa TRARY & Sehfies 1 Gid 21 e §-w e
@ICWIH ST TG &, O ST NI [ ST RT; TR AR 3 SfeuaTea ge-nenid ufraef & Mo 3
WWWWW@MﬁW%@TWﬁ%WWW-WW%ﬁW
YT AP | ZURIY T8 3T fhdl} Uh Uer <31y g1 URURS WY& U&LR VB &
qw%w ferd faweiyor vRgd Sar €, fored arw, g1, fafaeran, fawwmar sik fa-ffgardf o ve Ty ww=n
gl

S XMY-TF BT H41g 3¢9 Tg Slla-l g o URA H 5-PHIAY WehIH [GIR BT TRURS JaT doiR TR F1
TUTd Ul 5, faRiy =0 9 ufaeasl, ge RuiRor Sk Susied s & e 7| 39d il o vga ugl &1
3y fara T §:

> FS-PHIAY QICHIH A URURS Gal IR 8 $iadl IR Uiergeicie gard dgr g2

1 E-HIEE P SURIT T JUUGRTTSHT BT e HH B, Mfeie fached ok sgeR Ffaer fareft &2
HT URARS G fashdTafl Bt faeht, AU, Fewia a1 IdTe-HYr | uiied UuTd UsT 82

-1 R ST TSI BT, Toige i oieR, TR TT T WY S{eT- 1T 22
wWwﬁwwuﬁWﬁwW%@@ﬁﬁW@ﬁ%
ug&ﬁauaww@aﬁwéﬁaﬁrmm%m I8 HRA-biad Ty T S-S SR URUR® Gal
& &Y TR Teh FHIDA fIRAN TR BT &1 G, T Tfaeuel 3R SUHIKT HedIvl Dl T WY T
hdl %, Sdfdb SMYBIR ?l?ﬁﬁ & retailer distress TT consumer benefit P HIfHd W&t € TR, T8 platform
economics 3R industrial organization 1 YR retail transformation ¥ Sgdl HERIEH STJHIsYg TRI&for
%WWWWW%%@ﬂW@TWﬁW%%ﬂ@WWWW%IW
g Hifa- ﬁTﬁUT%ﬂW Hglﬂd HE| AT %ﬁmﬁmnovatlon efficiency, fairness 3R 1nclus10n$§ﬂﬂwq?
ERARRIRICIE

MY B WA 99 UBR 71 g TS § HRd H -H1HH 3R Gl &7 & b1y o1 fageivor fovar a1 g
e TS # urifie e &1 Tt € S 71 9 TS H Saifie Td derie SIEr UNgd 3 S ¢ | fad §
MY IR, UY SR URSBUE &F 718 §1 B8 T ST Tid, AT 3R =RI &1 fqavur 81 urad # Y ugfa 3R
ffirci Aise aftfa |1 emad & ulkomy iR faze o wxgd 81 id & ==, gud § -ifa gaima, iR WRed &
forsep o Higwr &t ez & TS B

2. URd § $-F10d 3R Ge1 &7 31 fawra

YR BT YT &7 3% & T8 73 Y1 I9R A I T ¢, fobq 39! fafRipdr 3ue! TRa-meres guar § ffgd
%—W 3R Wﬁﬂﬂ, S@T%_CL tl_sﬁﬂ-&ﬂ?ﬂﬁ_d retail network; m 3R ol A IHRAT IS d 3R fSforea
retail ecosystem| URUR® U ¥ URANK Gl dWR 6T TIE HNT Bl gbl, RIMN S6RI, Hedh

Y V V
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fagrarstt, TfEat 3R B muTies TAsI gRT =i 361 8 1 98 & Fad axgsit & faf e &1 d 78, afcw
TS R, FUR-SATUTRT T ae, fFdedr, gfaer iR &1 AH-¢7 arTd &1 fHifSd Aisd 3@ 8|

2.1 URUNSD G bl T
Wﬁ;@h&?retaﬂﬁmﬁrwﬁwﬂnwﬂsﬂwﬁﬁ%l@ﬁﬁgﬁ?ﬁ%%%ﬁﬁﬂﬁ?ﬁ@%%
§ldvfq d:

TED! B YR AU A 8,

R AT & 3 Widh Wil &,

B2 Ul § fasht il €,

afed feefiad) a1 R uga Jar TR €,

e Jaell TR YT HRIGT STl 8 |

S faRIVdTSl o BRI ST YD retail B Jhg P TG URURSD Gl dd 0T I D13, a1 3@
forq I8 Aisd eI, YA, T, Sdet iPHOIRM SR APTI-WRY Heu-wul A Sfueed dfad ATl

2.2 HRd H 3-H1H H1 3T

HRA H 3.1 o1 YR [IRIR [aeh!, goiaei-ay 3R AT gfch 1 oi & & gaiT, fbd 2010 & §1¢ WICHH
PR [, 4G éCQQC, fsforea Y yoTferat (UPIL, wallets, cards), 3R venture capital IBERIE] 3@ AMUdh gl
uRewg &1 %WT &1 fedTI Amazon India, Flipkart, Snapdeal, Myntra, Ajio, BigBasket, Grofers/Blinkit, Meesho,
JioMart 3fTf¢ = fafde business models S{UATU—marketplace, inventory-led, hybrid, social commerce, quick
commerce— TG retail process Call w&lﬂﬁﬁ foar|

3-HY IR & U 9Te® IR

> O HIEEd S

> WICHH ® dedl Ugd

> fefSred Yrmam W wRir

> logistics 3R warehousing T famr

>

>

>

YV V VYV

discount-led customer acquisition
cash-on-delivery ST transitional mechanisms
pandemic & d1% online purchase adoption =i

2.3 3-PTHY b TRV [AwR

YRA H 3-HIAY AP B HIC AR TR i aR07 & T S 9l o:

(@) WRfYS HR1-fwfor =R

Y RO & FUHIIT online purchase DI B YHraRid U1 COD, 3 return policy, replacement guarantee
3R heavy discounts Bl adoption Eal dell

(M) scale 3R category expansion dRU[

d aT | fashion, electronics, books T 3 grocery, personal care, home products, medicines, beauty products 3R
lifestyle categories online _g'_SEI warehousing, data analytics 3R festive sales events o demand & g faraT|

(1) ecosystem integration 3R phantomization dXUl

3§ e-commerce HAA “online shopping” :@T, e search, discovery, payments, logistics, seller services,
advertising, loyalty ecosystem, fintech integration 3R now quick commerce & Ty q:Uf platform economy bl =U

EEcal
2.4 TETART 3R §-PIud

COVID-19 HEMRI 7 e-commerce adoption Bl ool B J catalytic role fAURITI lockdowns, mobility restrictions
3R contactless delivery preferences Bl grocery, essentials, medicines 3R household goods 1 online channel &1
3R HISTI P IUHIET eI T8W online WRIGR! ol I &Y, I 4t digital channel 3TN T platform

dependence a_Gﬁ 3R traditional retail TR dual pressure SIA—Udh 3R demand diversion, §¥|€| 3R digital
adaptation D1 ffTariar|
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2.5 3-DIUH BT IUTG-AUH TR FUTT

S-pIHY 1 UHTT it AT & G 81 @

> Eﬁﬁﬁ?ﬁq high transparency, standardized products, easy price comparison; online competition a9 did
> Fashion/Apparel: assortment advantage, returns ﬁﬁ?ﬂ platform dominance

> Grocery: local immediacy & BRI kirana resilient, UX quick commerce | '_'Eic ﬂzﬁ?ﬁ

> Personal Care/FMCG: branded standardized products & HRU online discounting gYTdt

> Medicines: regulatory 3R trust issues P §[dv]q online pharmacy growth

2.6 ONDC, social commerce 3R quick commerce

YR & retail digitalization T 4l <RUT ONDC, hyperlocal delivery, social commerce 3R quick commerce &
m@ﬁ%’agl mmatform concentratlon%mwwmwwmﬁmmww
HER] Zepto, Blinkit, Swiggy Instamart S quick commerce ared neighborhood retail space 7 78 yfaegef Yt
DY ?% % [ m g 9y % f retail transformation 318 Bdd “online ITH offline” BT Hel 7‘@3[, e multi- channel,
multi-platform 3R data-integrated competition T Y4 gl

2.7 wforeaef ok Framaaa vy

$-PIHY o §¢d UHTT A 31 HIf-Us Il fhU &:

T heavy discounting predatory %‘?

T private labels third-party sellers Gal RCASIE qgﬂ'l?f 87
T platform search ranking dC¥ 27

T marketplace platforms self-preferencing G| %‘?

seller dependence 3R commission structures T THTT FT 87
data ownership 3R access & UY HY ﬂf“l@f?

YR o Competition Commission of India, DPIIT guidelines, consumer protection e-commerce rules, FDI norms,

3R digital commerce governance UX ¢l KRS ELl Uit & TfiRar &1 gt % I

2.8 TRUNS QYT F1 3K IUHIferar
B'IT‘IT% narrative ;W e-commerce 1 JRUND Gx] ol m JdTdl % GIESIBE] &m\_ﬂﬁagl 3D
URUR® retailers

WhatsApp ordering,
digital payments,

home delivery,
aggregator tie-ups,
omni-channel presence,
inventory digitization

SRt RorRfoRT SruATS § | 3 iy BT Ue Heedqut Uy U8 i § fF UHTE displacement T € AT transformation
cal

111 g aftan

S-PIA SR YRR GexT o Tt TR WG TGS & 3R H broadly TR URTST H SleT S Hebell B: (1)
Igl?-nwaﬂ QB 3R IR I3, (2) Hd fRyfRor Gthrlce dispersion, (3) URUN® YT YR UHId, 3R 4)
3U DU |

3.1 f$forea wiew T 3R aeIR |@eamT

Platform economics T Hliged SaTdl % % multi-sided markets & platform intermediaries’ buyers 3R sellers BT
\_Sh?)?f gU transaction costs PH R | Rochet 3R Tirole S S{&TTA platform markets  cross-side network
effects & Hed P YWGifed foear %I Armstrong | price structure 3R multi-sided competition & fawayor A

VVVVVYVY

VVVYVYVYYVY
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u‘s'atgﬁ aRTe faar| 39 gl 9 WY gidl e fp platform efficiency gains 3R market power risks HATY-HIY
SUA g 9B 5|

g-aﬁﬂﬁ WehiH & QTQW-T H network effects, data accumulation, scale economies, switching costs 3R seller
dependence dTGIIR BEEAEDl del Jhd § | “winner-takes-most” dynamics IR 37 ToIRI H 31 yaa gid
% GB}[’ discovery, trust, payments 3R logistics Ud integrated ecosystem [ Y o d %I BT literature digital
gatekeepers P @W, search bias, self-preferencing 3R access control TR diad %I

3.2 3-HTAY 3R Yo fAefRor

HU YR W e & ufcrae s U pdl gl UgdI, online markets search costs HH HId %, o
price transparency Sadl 8 3R seller margins ged gl Brynjolfsson 3R Smith S &I DS SfOrA o online
PGl B HH BH 3R price dispersion & gc & JHIl feu| &YX, online markets T aft price dispersion HHITI
:lngfh?ﬁ; brand trust, delivery speed, seller ratings, bundling, algorithmic pricing 3R personalized search & BRI
dispersion d-[ ¥g Hhdl gl Digital pricing UX =41 e 39 a1d &1 3R Hobd Bl g fe algorithmic pricing
price coordination, dynamic discrimination 3R temporal volatility DI S ¢ Johdl %I g URUN® gfeeaei &
Tz & Sifed sAaT B | Deep discounting UX MY I <RI § fh SIUBINID consumer surplus §¢ Hdhdl %,
ﬁ?ﬂ sustained below-cost pricing competitors P exit Pl YR B qohal! %I

3.3 TRUNS YT TR THG

W retail X e-commerce UHTT Taeht GT%W mixed evidence Ugld ddl %I P AT &b SIAR
standardized products I &S electronics, books, consumer durables—H physical stores UX Gdld 3fedh
gsdl %I CH experiential products, perishables, local immediacy 3R relationship-based consumption CINEEIR
offline resilience 3T TS T8 2| forr ure T &) =il proximity, low inventory cost, trust, credit access
3R immediate fulfillment HLATT 197 H S empirical studies  footfall reduction, showrooming behavior
3R offline sales compression & Hobd faU %, el 3= 37T H online presence & PR total market

expansion, omni-channel integration 3R retailer adaptation & HRIHD LISQ;]\‘J-TT ot %I Y I8 ddbd Hadn %

fo “displacement hypothesis” e T8 B

3.4 SUHIEHIT HedTor

Consumer welfare UX literature T YHY % T8 8 fP e-commerce SUMERTTST &I fFEfafad @y ¢ Tobdr &
S BIAd

3 variety

convenience
better information

reviews 3R ratings
home delivery
time saving

BRG] PS 31 = g8 W fo@ma § foh consumer welfare FT 36T Had observed prices g fopar o
HohdT| Search cost reduction, product discovery, matching efficiency, temporal convenience, returns flexibility 3R
assortment faXR welfare gains Ca| EIE'I?[ %I m &nT, dark patterns, biased rankings, fake reviews, misleading
discounts 3R data-based manipulation consumer welfare D! el ghd %I

3.5 faera=iia o= # s-wray

famraeia 3 & e A literature 3M0eTHd ST B, fhd $© HETYD! S IHH 31T §:
internet access inequality digital market participation Eal Pl %

logistics infrastructure online expansion DI gHIfad Bt %

trust deficit 3R COD adoption patterns W%

informal retail structures e-commerce effects I modify A %

VVVVYVYYY

el o
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5. digital payments adoption Udh critical mediating variable %

YR O G/ H e-commerce & THTA BT TABRId <= o SIHd T I 78T T o Iahay, Fifdh TgT SRS
WW_&%@WWW% WWW‘HW% 3R 3MTUEIR institutional retail 34T 1t faaR=ha
STAR|T

3.6 HIRAIg uiueq & areay+
uﬂ—cﬁnﬂaﬁﬁmw%asﬁ?ﬁqﬁm Ay Ry R FRT - E:

digital commerce growth trends
kirana digitization

e-commerce policy regulation
competition concerns
category-specific market shifts

E'Ifﬁﬁ'?, FBR econometric causal evidence T Jiftrd %, foRyar ﬁ@f studies SI:
1. online-offline prices @1 systematic R D,

2. retailer-level outcomes TTY

3. consumer welfare @I multi-dimensional &4 H @f,

4. category-wise heterogeneity I fa=cor H1 |

VVYVYYYVY

3.7 MY SR

JURTard THIET I UHY research gaps IHRA &

1. YRJ & 3B 3R URUR® Y] & S &Y TR A empirical analysis BT 3HTT

2. vfoegef, Jeg 3R welfare— 3 A1 ST} Y U 1Y SIS aTel 7eqg=l ot HHt

3. platform-driven market power concerns 3R short-run consumer gains & g Tqda D T S BT 3T

4. Agifad Td aafve wavaEn

g 3T e rfRRa SR fefoed WewiH iiRRd & &3 SaURUNSH & Udihd odl ¢ SH]
IERT HAd Ig G g [ e-commerce “3B1” § T “TR1, Tfewh T8 YA ¢ [ b1 oAl & HIeqw ¥ T8
SR -TR=I, fadhdl TagR, Yoo YU 3R SUHIGT HedTul ! THIFAd HRal g |

4.1 Structure-Conduct-Performance (SCP) PIGEIE]

SCP UfcH™ & AR TER-AAT (a'\ﬁ concentration, entry barriers, product differentiation) firms & HdER
(pricing, advertising, innovation, exclusionary conduct) P! THTfdd Bt %, forgeet ufvom veRi= (efficiency,
profits, welfare) U USdl % | 29 AT H e-commerce &I U structural shock &g H aET Rigal| % -

> entry conditions SGeldl %,

> g fowHar gera §,

> price comparison 3T Tl %,

> 3R DS Tl & market concentration del dahdl gl

4.2 IUMIFIT G Rigia (Consumer Search Theory)

TRORATA STOIRI T SUHERITST DI SET-3HTT GHhIHI ] BIFd oI H THY 3R T G B3 USd & | Online
platforms search costs ®H A %, reviews 3R recommendations & HTEIH ¥ information access aa?r %, 3R
price comparison Hdgul F1d 8 | fRgiaa: T

> yfoyf sg-t a1,

> 3Id B S T AR,

> price dispersion Ycl Bl

qfp afe WewrH rankings [BRIEGERGI] %, sponsored listings aarg personalized visibility STdl %, dl search
neutrality gHIfad B.T bt % |

IJLRP22012099 Volume 3, Issue 1, January 2022 6



https://www.ijlrp.com/

@ International Journal of Leading Research Publication (IJLRP)
IJLRP

E-ISSN: 2582-8010 e Website: www.ijlrp.com e Email: editor@ijlrp.com

4.3 WCHTH A=
E-commerce platforms multi-sided markets % GET buyers, sellers, advertisers, logistics partners, payment systems

3R data analytics U ecosystem CEIG % |2 ORI Bt ﬁ‘\ﬁw %

cross-side network effects,
scale economies,

data feedback loops,
switching costs,

lock-in tendencies |
gl HRUT % & platform competition T gfomg -4 short-run price competition 3R long-run concentration
HI Bl gl 5|

4.4 Dynamic Competition 3R Predation Debate

Deep discounting HI ABR &l DDHI §:

1. Efficiency view: scale, supply chain efficiency, better procurement, lower overheads ¥ BRI HH S THI &
2. Predation view: investor-funded below-cost selling, loss-leading 3R strategic discounting rivals P exit BT HRUT
T IHAE

g ST 3 G AHTTTSN BT SFTHISHT U § TR &1 T el g |

4.5 IAIR® AlsA

< MY B 1%11? 99 causal chain UETIAd %

> _sf HITY fIR — search cost & HHI + price transparency | q@ + variety expansion — SUHTFATST T
online shift /Vofﬂlne price pressure — URUR® Y&l margins 3{R sales OR WHT — consumer welfare gain

> %—Wﬁﬁﬂ — network effects + data concentration + seller dependence + algorithmic visibility control
— platform market power — long-run competition risk

4.6 TR1&(01 1Y b

Y framework I ﬁ'ﬁ Qﬁ&‘I'UT g A9y Rpdd %

> e-commerce exposure 3R offline prices & T THRIHD daY
e-commerce exposure 3R offline retailer margins & I THRIAD daY

e-commerce use 3 perceived consumer welfare & dId IHRIAD ey
category-specific heterogeneity
high platform concentration categories | long-run competitive concern

5. XMY IR, UY 3R URSeaATe

5.1 TNY ITRT
> YR H 5-PIAY WcHhiH! o AR BT URURS G&xT SR 1 Wiaegef IR THTd &7 a9 dxT|

> Sy o IUTRUF BT avgail & Yoo MR 3R price dispersion TR THTG &1 fa=e 0T 7|
> SUHIG Sl R 5-HIHY o THIG BT TG STHa BT

> ol Sare- i) ok wes Rl ® uuTa & 3R BT TRiEur SRl

> SIBITD market power concerns 3R :ﬁﬁjﬁﬁ%ﬂ?ﬁﬁwml

5.2 YUY

> HEDHE Wk & TR ¥ URURS ger1 SR} A eyt fia gg 2

> T online platforms CARRSIEIIGE ofﬂinewwiﬁw 3ﬂ§ %?

> FIT e-commerce SUHIFAT HITU DI HH H1Ad, 3D fddhed ﬁ?ﬁﬁwmm%‘?
>

>

YV VVYVYY

YV VV YV

FIT URYRS YT TR UHTF category-specific 82
T platform concentration e & ufawel B HHSIR B ghd! 82
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5.3 URS TS

> H1: 3™ e-commerce penetration Irdl §TSIRT H A SdATG] BT offline P 3T &Thd vH Sl %I

g H2: 3-H1AY & fOdR T URURe Qa1 fagharaft & profit margins 3R footfall TR TGRS THTG TSl
I

> H3: ém”m&f JYGNT BT IYHIGAT Bl W—ﬁm, ﬁﬁ?ﬂ, perceived savings—UR YDRIHD

THTd BT 3|

> H4.3a?ETVﬁT:R:[3ﬁTbranded apparel Qﬁm‘rﬁummmﬁqamﬁ W?ﬂﬁ%l

> H5: 3™ platform concentration qrelt Aot | long-run competition concern 3feeh Eﬁ?ﬂ %I

6. ST |, THAT 3R TR

e A & 1%112 T mixed-method, multi-source dataset &1 GRB T Bl 11‘5‘ % GG pricing, retailer outcomes
3R consumer welfare—cil=Il STITH Y b gl oIl P |
6.1 ST |l
(@) TTYfHe Sal
1. URUR® GexT HA&uT
> UER: oo, 4us, TS, SR, S8R, Uedl
> O fohr, EaEETﬁ?H URYM, personal care

> BSEE CIECY W mﬁm turnover, margin, customer footfall, online competition perception, digital
adoption

2. I &
- age, income, digital literacy, online RCRI[AR] G‘HQﬁT

- price sensitivity, convenience value, delivery preference, product category behavior
3. SUG-EKRIT Yo Heher

- online listed prices d-TH offline observed prices
- MRP, discount price, final paid price, delivery fee, bundle effects
9) fadia® sal
industry reports (IBEF, RedSeer, Bain, Statista)
CCl reports
government digital economy statistics
internet penetration data
payment adoption indicators
city-level socioeconomic controls

A~

VVVVYVYVYVY

6.2 TTHAT I

3T o QY stratified sampling \?rqu'lg ST &l ]
TR THAT:

6 RMeR

ufd Q>eX 50 retailers = 300 retailers

ufa R[eX 75 consumers = 450 consumers
100 standardized products across categories

12 T BT monthly price panel

YV VV VY

6.3 YUY X

YA =R

Offline Price

Retailer Sales Growth
Retailer Margin
Customer Footfall

YVVVY
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> Consumer Welfare Index
T W

E-commerce Penetration
Online Availability
Platform Discount Intensity
Digital Payment Adoption
City Internet Penetration
[BEELIEN

household income

city fixed effects

product category

festive season dummy
wholesale cost index
brand fixed effects

YVVVYVYY

VVVYYY

6.4 STHISHIT HeT0T

Th composite index IATIT ST Hehdl % forgs gnfe Epf
perceived price saving

variety satisfaction

convenience score

delivery satisfaction

trust in platform

VVVYYVY

Yg AYY descriptive statistics, comparative pricing analysis, panel regression 3R quasi-experimental inference
approaches B! G BT B
7.2 Difference-in-Differences
!T% DS mﬁ/ éﬂ?ﬁ T e-commerce adoption oo GhT PS o ¢fiem %, @ treatment-control design T ST b dl %l
. Yie = a+ B(HighEcom; X Post;) + yXi: + W + Ar + €;¢

S8l Y;; offline price, margin, sales I footfall Bl gl %I
7.3 Fixed Effects Panel Model

Pricec, = a+ B EcomPenetration. + 6 Productp + U + T + €yt
g city-product-time panel UR e-commerce expansion & price effect Pl capture hdl %I
7.4 Retailer Outcome Model

Margmrt = o + B Discountintensity. + 0 DigitalAdoption, + yZ,+ + 1y + T4 + €¢
g model STl % b retailer digital adaptation competition pressure & HH B % a1 '_'|_6& |
7.5 Consumer Welfare Model
Welfare; = a+ 3 OnlineUsage; + vy Income; + § DigitalLiteracy; + ¢ CategoryMix; + €;

7.6 Heterogeneity Analysis
> o oW goeea
> metro §-TH tier-2

> high-income &-TH middle-income consumers

> digitally adapted retailers d-TH non-adapted retailers
7.7 Robustness Checks

alternative price definitions

excluding festive sale months

platform fixed effects

median vs mean price comparison

category-specific trend controls

VVVYY
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avﬁm faecy o O Yosd firerdn %ﬁ? ERIEG ‘\TIB@[ T e-commerce adoption ey 3w sﬁ?ﬁﬁaﬂ 3R apparel

mﬁ% S foh=T=T & H online penetration aﬁ&mm%?ﬂawﬁ@raﬁﬁﬁ@ﬁé‘cﬁ%l JuMTar

ﬂ%&I'UT & SR 68-74 IR mﬂTGﬁ G ﬁl@ﬁ GG Ilﬁ'_'h o $H-I-HH Udh dIR online retail purchase ﬁ

SIefd I M1 3R gaT FUHISRT T &Hat_r; 3R 3R T

Wwﬁ%&h%ﬁmﬁ?ﬂqw I &

(1) branded electronics 3fR fashion retailers 7 online discounting CARRIRICE a:ﬂ gfaeids ﬂ:ﬁ?ﬂ [SNIKIR

() fr W:ﬁ q price competition P T delivery speed, customer familiarity 3R credit Eﬁ‘éﬂ Eal \3'|'q:ﬁ

drehd o =Y H e fobar,

%@:ﬁ W:ﬁ q digital payments, WhatsApp ordering Ul hyperlocal delivery TS, I51H HH W-w Gl
I

8.2 Jed ga-T faxawor

JAG-XRIT price comparison Y Ig <@ 741 fdh standardized branded goods—ﬁﬁw electronics accessories,
packaged FMCG, cosmetics 3R apparel—ff online effective prices 3T offline HIHA! J HH %, AR sale
periods T % i HHd oI AT H delivery charges, minimum order thresholds, time-based surge pricing 3R
seller-specific variations DI AT TRA W PS Afor o g8 SfaR e ST g |

Price dispersion analysis  UdT T4 & f online marketplaces T listed price dispersion PH o, dfch category-
specific gl flagship products URX aggressive discounting %, &b niche items UR price variation I Xgdl gl EREd
31 T8 B fh e-commerce price transparency Y&l hdl %, UX uniform low pricing PRI 6! ol

8.3 DiD URUITH: offline prices UX YHId

Difference-in-Differences estimates Hobd ®d %ﬁ? 3™l e-commerce exposure aﬁr&m‘rﬁ post-expansion period
& GRM standardized products P offline HIA H statistically significant Ul G'I'I_St | gg UYHId C

personal care oy 7 sifde oy %I IERIGII o g YUHId FHHGR %, ﬁmﬁ W foreran % fo perishability,
immediacy 3R local convenience price competition IR IRE RS ﬂﬂ%‘lﬁ G| %I

gdg ﬁmﬂf H1 T W?-h hdl % P e-commerce expansion offline prices UX D Bt 3R &dId STddl %I ?‘f?-lTﬁ,
Tt afora o g UHId JHTH :lﬁ %, S| heterogeneity hypothesis G| a_(ﬂ % |

8.4 Retailer margins 3R footfall

Retailer-level regressions feard % o S8l platform discount intensity 3HfedH %, HBT offline retailers & gross
margins o HH g TI_scl Footfall decline &1 JHIT faRTER electronics 3R apparel stores T 3ffd® et | forrr
@Tﬂ:ﬁ T footfall H§ ATCHIT HHT T8l ﬁl?ﬁ, ﬁﬁ basket composition 3R high-value branded packaged items Gl
forspt ® aRacH sra=a dam |

f&fored siped ud II_Ev'a'CLUf mitigating factor & %0 H HTH 3TT| d retailers org1A:

> UPI payments,
> digital catalog,
> local delivery,
> WhatsApp ordering

ST, GTEﬁef margin decline A a_ﬁ:'?ﬁ ST I absorb T EREAN Tdohd % & e-commerce effect ThdyhT
ﬁ@ﬂ'q:f '_'|€f, e adaptation-contingent transformation o Eﬁ g dl %

8.5 Consumer welfare

Consumer welfare index UX regression results R LA % fd online purchasing frequency Pl perceived consumer
welfare § FHRIAD ot g | SUHIST A faRy w0 J Fafafed v gam:

> price comparison G| ﬁﬁ?ﬂ,
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wider assortment,
doorstep delivery,
festival offers,

product reviews ¥ informed purchase.
fake discounts,

delayed delivery,

return hassles,

quality mismatch,

excessive packaging,
platform-dependent trust issues.

Eﬂ@ oy % & welfare gains CIESIEER %, W T frictionless :|_Eﬁ % | Welfare T @TH faRIy =0 9 educated, urban,
digitally literate consumers &1 31 fIGTdT 8l digital divide ®1 3R Tobd Rl g

YV VVV

VVVYVYYYVY

8.6 Category heterogeneity

: Online advantage &Y 3fH | Price competition did | Offline retailers product demonstration 3R
1mmed1ate service & BN e % UX margins cdld T
Apparel: Online assortment 3R returns policy dST dIH | Offline stores DI fit, feel 3R instant possession advantage
gl Mid-range branded stores UX IRy gama|
ORI Traditional resilience &I E‘sc, UX quick commerce 3R online grocery premium segments DI gHTId B
w el Repeat daily-use items | hybrid models 3HX wel

Personal Care / FMCG: Standardized branded goods T online discounting Uﬂ-ﬂ_qpf, local shops impulsive buying 3R
small-pack sales & TR fed B

8.7 Market power concerns
B'IT‘IT% observed short-run results consumer-friendly % DS Tbd long-run concerns & Y firea %

UHY platforms UX seller dependence
visibility control

advertising placement costs
commission burden

private label competition
deep-discount financed acquisition

gfe competition PO WCHhIE! dop AfHd g My, @ URIYD consumer surplus T Tdh HIT &l H reduced choice
T seller squeezing b TU H AT 8 JbdT g

9. 7t

Wm%ﬁ;'J-Wﬁe—commerceWWWWUWW—meqﬁgl WWWUT
“online §TH offline” & TA a?f q 3 d@dX market structure, product characteristics, consumer heterogeneity
3R retailer adaptability & T T BT MITS %I

UYH, Jg WY & % e-commerce A price discovery 3R price competition Cal deldl AR standardlzed g

3R quality uncertainty ®H % GET online channel 3[ offline margins UX Eflﬂ?ﬁ cdld STl %’I $HH
IR o1 g8 YR g Bt © fob Gar-aud ol B Sivd i ufaraufers g it §

@T‘ﬂﬁ, JUHIGdT HTT & W'l-f H online retail 7 II%EN;Uf Yy %Q %—mw variety, convenience 3R search
efficiency | g et Ry 3R di gital intermediation literature I Ad W8l % 1 ATHl &1 faaRor 3R %;
S SUHIGHT digitally enabled §, 9 31fe AU 81 & | Jaitd, URUR® WGaT &1 Hiaw guf fawim= 78, afew
reconfiguration gaiid giar %I faRIwe fohvmT & 3 I8 Rig fan % f& 1ocal trust, proximity 3R immediacy 3{d
Wt gegar sifdes ufrr 81 afe 8 digital tools & TTY ST STE, @6 hybrid competitive model faHRIT &

VVVYVYY
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Hohdl %I ag%f, platform competition P hdd consumer price lens W T &1 T JHA ST %I Ifg short-run
low prices investor-funded T cross-subsidized a, ar long-run market structure UX 3-hT YHId IR usaq;ﬂf 63[
g dl %I Competition policy P! therefore HAA current prices To!, dfcth data access, search neutrality, seller
dependence 3R entry barriers B!} ST g U9H, HYIRd I policy challenge unique %I T® 3R innovation,
convenience 3R digital commerce growth @ ST '_'l_Eﬂ BT AR, GO 3R Rl Bic Gal fadvarsil ol
livelihood, fair competition 3R inclusive transition ﬁﬁ'@ﬁ HRAT 4t 3T 31 3 SENE] o fa T either over-
regulation or laissez- falre—a:ﬁ éT RS EIPR| Eﬁﬁ I

10. -ifa gama
Y ST & YR W 9 7 Hifd ea U o 9 &

10.1 discount transparency framework
Platforms P! I8 WY HAT ANeU b discounts fThTd GRT funded %—platform, seller, manufacturer T bank
partner | ERSh predatory pricing ! UM 3R consumer transparency a% il

10.2 platform neutrality 3T search fairness
Search ranking, preferred seller treatment, sponsored listings 3R self- preferencing & ﬁ“I'Q disclosure norms
TS B I platform gatekeeping power dfa grft

10.3 small retailer digitization support

PR, industry bodies 3R fintech firms fIA®HR small retailers & forg:
inventory digitization,

digital payments,

low-cost catalog tools,

local delivery integration,

credit access

gfaumt sgrd|

X1. fred 3 ufdsg &% fe=m
g ALY E'Qﬁ?ﬂ % f URA T e-commerce platform expansion &I dWIX & ﬁ*l'q Uh g IRIATHD tlﬁil?h
%, S simultaneously efficiency gains, consumer benefits, retailer stress 3R regulatory challenges 3 hdl gl
SIS 3R TR fa=ewor ¥ o el Fepd IURd § | U8, e-commerce 7 3 A0 & g uferegef
B! g fHaT 8 3R offline prices TR =12 1 3R 19 STAT &1 T8 UG ISR standardized goods H SHfIH
WE gl G, ITHIT S0 & HTATH—HH Wiol-anTd, 31w [dwed, gfaer, ik T9a-9ad—H online
platforms = Agqqul @ faU &1 gTaifes & v Tt Iuiadrsfl § IaM U 3 faaikd =&l €| dRT, IRuike
YT U YHIG heterogenous %I PS afor | Oy qdld % Sefe 3= o adaptation GﬁT hybridization G| &HdT
ﬁ@ﬁ <dr %I 3141%111 retail HIdST &Y “winner vs loser” & binary model H :iﬁ HHLT Sl HohdT| i Q-ﬁ E&Wﬂ
T market power concentration, seller dependence, search manipulation, private labels 3R data asymmetry ot
ﬂtﬁﬁtﬁﬂ‘m? %l afq competition policy $Hdd short-run low prices UX digd ?%Tﬁ, dr platform dominance & Tl%i'
SIUTH B¥c TghHd %l WI%TQ YR & 1%112 Udh balanced digital commerce governance framework AHTdRYdh %, S|
innovation @1 BnT\qT%ﬁ ﬁ, consumers &1 @TH %, 3R small retailers P ﬁ“l'q fair transition gﬁf@ﬁ |

yfgw & fezm

Hfasy & My [y vl R Hied 81 god 8
1. quick commerce SFTH faRT=T Ufaegef

2. ONDC &1 IRdfdep Ufaeaieds UHTa

3. algorithmic pricing 3R consumer surplus

O O O O O

4. women-led retail enterprises UX e-commerce T UHId
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5. tier-3 3R rural retail digitalization
6. seller-side dependence 3R platform governance
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