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Industry growth momentum resumed in 2017 as it witnessed 23% Y-o-Y 

growth reaching ~18 Bn

GMV Performance
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Indian E-Tailing Market- Category Share of Gross GMV

(Y-o-Y )

Category Performance

Key takeaways

• Market share for mobile category has continuously seen an increase, half of the E-tailing business is being driven by 

the category as of 2017

• Among smaller categories- share of Home and FMCG category increased in 2017

2015 2016 2017

Mobiles continues to be the highest selling category; Share of fashion 

category has been consistently decreasing 
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Flipkart group was the biggest winner of 2017 with ~47% market share, 

500bps improvement from 2016

Indian E-Tailing Market-Share of Gross GMV

(Y-o-Y )
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Industry growth would be driven by bigger horizontals in 2018 as witnessed 

in 2017

Industry Growth

Source: RedSeer analysis

GMV growth, %
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Bigger horizontals

are expected to lead

the growth in 2018

as well and further

consolidate market

share

Smaller horizontals

are expected to grow

faster compared to

2017. Shopclues

would lead the growth

with Snapdeal being

relatively stable

Bigger verticals like

Myntra and Jabong

would continue to

grow faster than

others, however

smaller verticals might

witness limited growth

Insights

Note: Small horizontals are players with <5% market share
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Indian e-tailing market is sale driven like China as ~30% of Industry 

GMV was contributed by 10% of the days (Sale Days) in 2017

Sale vs Non-Sale GMV performance

Source: RedSeer analysis
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 Flipkart witnessed higher jump in sales (3-4X) compared to Amazon(2-3X) during all sale events in 2017 

owing to its efficient marketing and attractive prices during sale events
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Tier-II+ would be the mainstay of growth in 2018 with a total of 50 Mn+ 

online shoppers from these smaller cities

City-Tier wise customer growth

Source: RedSeer analysis

Yearly Unique shoppers
(Y-o-Y trends, MN)
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• Slower growth in compared 
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• Added 3 Mn shoppers in 

2017, expected to add 5 

Mn more in 2018

 Tier-I : 

• Second fastest growing 

market 

• Added 3 Mn shoppers in 

2017, expected to add 6 

Mn more in 2018

 Tier-II+ : 

• Fastest growing market

• Industry added 10 Mn 

shoppers in 2017, 

expected to add 19 Mn 

more in 2018
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Industry growth in 2017 was driven largely by Mobiles; FMCG was the 

fastest growing category

Category wise growth rate

Source: RedSeer analysis

GMV Share of 
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Growth is driven by bigger players like Amazon. With

Amazon’s aggressive push on Pantry and new investments

in this category by other player is expected to maintain high

growth

Growth is driven by Flipkart and Amazon. New internet

users, reducing replacement cycles and supply side push

through more and more exclusives are most likely to drive

further high pace growth in 2018

Growth is driven by Flipkart and Amazon. Increasing

adoption of high value categories like Large Appliances,

Camera etc. combined with enhanced affordability due to

No-cost EMI schemes etc. would drive further growth

Growth is driven mainly by Amazon, Flipkart and vertical

player. Large selection, increased reach, customer made

products etc. are likely to further drive growth of the category

in 2018

Growth driven by Flipkart group, Amazon and Shopclues.

Smaller verticals are struggling to grow. Growth potential is

huge in 2018 with fashion as one of the preferred category

for new shoppers.
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Amazon has a higher share of customers in high income groups; while 

Flipkart leads among Tier-1 and Tier-2 customers with lower income 

Income vs City tier breakup - GMV

Source: RedSeer analysis
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