The project is dedicated to investigation of the business model of SNAPDEAL, the online social shopping company in India, in order to reveal conditions of desirable behavior of the potential consumers and find therefore marketing strategies, providing successful competition in the Indian online retail market.
E-commerce sector in India has experienced rapid grow over the past few years by almost 35% CAGR, and required changes in traditional marketing models and logistic infrastructure have become a relevant issue. Logistic infrastructure in e-retailing sector needs significant improvement in technology and management. It is expected to evolve as a hybrid of owned and partner-led models in order to be responsive to customer demands and expand its geographic boundaries under conditions of limited investments.
Market-placed based e-retailing model will predictably prevail over inventory led model, as foreign direct investment can only be attracted by business-to-business segment. The complex tax structure of India is an additional disadvantage, affecting prices rates and expected warehouses locations.
The presented research is based on Osterwalder‘s business model framework. Qualitative research methods were chosen for the study to preserve social and institutional context of the respondents. The main methodology of research includes case study and interviews. The valid data for the study was derived from interviews with the customers and the key managers of SNAPDEAL as primary sources, as well as from relevant secondary information such as literature sources, international publications and related Internet resources. 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. 
According to the analysis of data collected, most consumers purchasing through online mode have an experience of at least 3-4 years of Internet usage. Furthermore, the survey exposed marketing decisions, which appeared to be efficient in attracting consumers. The majority of respondents agreed that they strongly value following feasibilities of online shopping:

- security certification;


- customer service;


- detailed product information available at e-tail stores;


- large number of options proposed by e-tail store;


- low cost and quickness of delivery;


- the simplicity of buying process;

- the privacy of consumer’s information;


- the option of tracking shopping history;

- the speed and interface of website.


 From the point of view of e-retail companies, a number of problems are still to be solved in online trading. The system of electronic documents and messages should be improved to the level of reliability of paper documents. Electronic documents should obtain integrity, confidentiality and non-repudiation of origin and receipt of electronic document in case of dispute. E-commerce transactions still need to be provided with proper control facilities. Common are the legal problems in trademarks and domain names, as well as the issue of service provider liability. Lastly, the profitability of retailers is heavily dependent on the scale of operations and amount of capital investments.

Regarding the customers’ needs, the consumers need reliable protection of their private information. The customers of online stores will benefit from proper consumer education and less invasive marketers’ approach.
