NSF permission to conduct commercial activities on the Internet resulted in growth of e-commerce which implied trade through the Internet using secure protocols and electronic payment services. In India, the number of active Internet users increased by 28% in year 2011 as compared to year 2010, thus introducing new potential customers to online markets. The focus of this study is to examine the business model run by FLIPKART, the online social shopping company in India, and evaluate its performance.
Distinctive features of online market are dynamism, resulting in higher risk of failure and spectacular success possibility, and information intensiveness. Online transaction places collect and process a vast amount of information about consumers, formulating the strategies either for profiting or implementing personal approach to customers. Convenient access to online stores, generous return policies, detailed information on products and comparison services are advantages of Internet shopping. The problems of online purchasing include expensive delivery, comparatively high risk of fraud (partly solved by Secure Sockets Layer encryption) and private information insecurity.
In India, e-commerce sector has a great potential to develop, although it is damped by comparatively low availability of personal computers, low share of credit and debit cards holders and taxation system adversity. The main trends of Indian online shopping are tickets, electronic gadgets, jewellery.
The research is based on the e-business model ontology, proposed by Osterwalder. Appliance of the e-business model allows to identify the relevant elements of a domain and the relationships between them, represent formalized information and conduct risk-free simulation of e-business. The e-Business model ontology is founded on four pillars, which are product innovation, customer relationship, infrastructure management and financial aspects. 
Product innovation implies a combination of the value proposition a company offers to its target audience and the relevant capabilities a company obtains. Customer relationship includes the information strategy of the firm, the search of new channels of approach to target customer and the concept of trust and loyalty. Infrastructure management describes such configuration of value system, which is critical to deliver the value proposition. Financial aspects consist of the revenue model of the firm and its cost structure. Lastly, the empirical research framework is adapted to Osterwalder‘s business logic triangle.
The qualitative method is chosen for the research due to limited quantity of investigated objects. The main research methods are case study and interviews with the FLIPKART customers. The survey was conducted in Punjab region of India with the help of a structured questionnaire concerning the demographic context of the respondents and their consumer behavior while online shopping.
The study has clearly demonstrated that most of FLIPKART online purchasers belong to age group of 18-25 years. To convert the potential customers into active customers, marketing strategies should include after sales services, providing more secured payment options and timely delivery of the goods with better packaging. The market segments like toys, flowers and house wares must be targeted on through e-tail penetration, while the market for other products and services must be expanded through more awareness among the customers.
