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ABSTRACT 

Purpose: This case study focuses on the journey of Snapdeal from a daily deal company to the 

second largest E-Commerce player in market to again falling down with huge losses, a failed 

merger and other loopholes. The purpose of the study is to analyze the reasons behind fall and 

fail of E-Commerce Giant Snapdeal. This paper reveals the journey of Snapdeal from daily 

deal company daily deal company to the second largest E-Commerce player in market, 

strategies. 

Design/Methodology/Approach: A survey was used by the author to carry out this study. The 

effect of has been the focus of the study. Secondary data are gathered for the study from a 

variety of sources 

Findings/Result: This paper has concentrated on a SWOT investigation of SnapDeal. The 

investigation uncovers that snapdeal has an immense client base in the Indian market.it is very 

famous and around 73% of electric vehicles on Indian streets has a place with Snapdeal is 

India's third-biggest organization by piece of the pie and the market chief in the Online 

business industry. To address its clients' all's issues and furnish them with the best 

administrations the organization intends to send off new items in an assortment of vehicle 

portions utilizing these new items and motor transmissions. 

Originality/Value: This paper studies about how Snapdeal became a market leader in E-

Commerce & reasons behind the fall of gain E-Commerce sector. 

Paper Type: Case Study.  

Keywords: Snapdeal, E-Commerce, Market Leader, Acquisitions. SWOT analysis 

1. INTRODUCTION : 

Businesses have begun looking for a competitive advantage to gain a larger share of the online market 

as the e-commerce industry expands at a rapid rate. Players in successful online businesses have begun 

to realize that electronic service quality (E-Service Quality) will play a major role in determining their 

success in the online marketplace (Chaudhari, S. L., & Sinha, M. (2021) [1]). Success in the online 

marketplace will not simply depend on having a web presence and offering low prices. The Web based 

business market has seen unmatched development since last year, It is normal that E-commerce (Vyas, 

A., & Gupta, S. (2017 [2]), will become $20 million constantly 2018.With expanded utilization of 

shrewd telephones, tablets and web, web based business has become broadly available to both 

metropolitan and country clients. Indian businesses are receiving significant investments from foreign 

companies. 

Indian businesses are attracting the attention of established international players. Internet business is 

developing (Chakraborty, D. (2019) [3]) in provincial regions with the majority of the traffic coming 

from level 2 and level 3 urban areas. Following the announcement that Flipkart had raised $1 billion in 

funding (Pandey, D. K., Vashisht, A., & Sharma, A. (2015). [4]), Amazon made a $2 billion investment 

in India in July 2014. Online business an affect how associations are done by allowing dealers to get to 

overall business places and clients. The concepts of "Online Marketing" and "E Commerce" must be 

thoroughly comprehended by any potential Management Professional (Ayodeji, O. G., Kumar, V., & 
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Kumar, S & Lee et.al [5–6]). Marketing managers must return to school in order to master the new laws 

of online marketing, which are vastly different from conventional marketing, selling, distribution, and 

advertising strategies (Kameswaran, S., & Enigo, V. F. (2020), Saraswathy, B. (2019) &  Sindhani et 

al. (2019). [7-9]). This paper talk about Internet business, History of Online business and purposes for 

disappointment. 

2. OBJECTIVES OF THE STUDY : 

(1) To trace Snapdeal path, including how its new marketing strategies brought it back to third place 

in market share 

(2) How the company promoted its new products by employing marketing strategies like the SWOT 

analysis, marketing mix, and STP analysis 

(3) To learn how Snapdeal produces sells products at a lower cost 

(4) To determine whether Snapdeal will be able to maintain its popularity in the E-commerce 

3. METHODOLGY : 

3.1Database searches:  

The following are a few examples of online and World Wide Web resources that are frequently consulted 

for information and are repositories of various conference publications and journals with peer review: 

 IEEE Explore 

 Google Scholar 

4. REVIEW OF RELATED WORKS : 

This section outlines a summary of the research work available in the literature E-Commerce and 

internet marketing. The related research work is presented in table 1. 

Table 1: Related works on snap deal 

S. 

No. 

Field of 

Research 

Focus Outcome References 

1 E-commerce 

& Marketing 

Assessment of the 

obstacles, with 

particular reference 

to Snapdeal versus 

Flipkart. 

Analyse the challenges faced 

by an E-commerce industry in 

India. 

Vyas, A., & Gupta, 

S. (2017). [10] 

2 E- Marketing Impact of Ambush 

Marketing. 

utilizing a case study of 

Snapdeal's strategy to examine 

the various benefits and 

drawbacks of ambush 

marketing 

Biswas, B., Sanyal, 

M. K., & Mukherjee, 

T. (2021). [11] 

3 Feedback 

Analysis for 

Digital 

Marketing 

 

Empirical Study on 

Feedback Analysis 

for Digital Marketing 

in India E 

 

Feed forward brain networks 

with greatest two secret layers 

and back spread sort of 

administered learning 

calculation. 

Alghizzawi, M. 

(2019). [12] 

4 Impact of 

Flash Sales 

on E-

Commerce 

Industry 

Impact of Flash Sales 

on E-Commerce 

Industry in India 

Flash sales help 

highly competitive e-retail 

platforms to survive in the 

growing online shopping 

industry. 

Novitasari, D. 

(2022). [13] 

5  Sentiment 

Analysis 

Approach 

 

The e-commerce 

sector and how it 

affects the world 

today 

Recommended which 

researchers should conduct 

their studies primarily on 

Covid-19. India's trading 

situation will continue to 

improve as a result. 

Ashlihah, A., & 

Ramadhani, M. S. D. 

(2021). [14] 
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6 Marketing in 

E-Commerce 

Electronic trade in 

Fashion products 

The development of a 

methodical framework that can 

address issues and assist in 

training marketers of the future 

is required. 

Taher, G. (2021). 

[15] 

7 Video 

Marketing in 

E-Commerce 

Video Marketing in 

E-Commerce 

Recordings are becoming an 

increasingly appealing method 

for enhancing the quality of 

offers and increasing a 

company's level of customer 

sensitivity. 

Radhakrishnan, V. 

(2021). [16] 

8 social media 

& E-

Commerce 

E-Commerce and 

Social Media's 

Impact 

The study's analysis and 

findings focused on the 

geographic distribution of 

@Samsung Mobile followers, 

the brand's market outreach, 

and the connection between the 

increase in followers and 

quarterly sales. 

Guercini, S., Bernal, 

P. M., & Prentice, C. 

(2018). [17] 

9 Internet 

marketing 

Internet marketing & 

Customer Loyalty 

Brand awareness is 

significantly affected by 

indicators of internet 

marketing. whereas brand 

awareness is unaffected by 

online, customer relationship, 

and satisfaction variables. 

Menaka, B., & 

Seethal, K. (2018). 

[18] 

10 digital 

marketing 

 

Digital marketing 

development on 

entrepreneurship 

 

To increase digital marketing 

engagement, marketers must 

concentrate on relationship-

based interactions with their 

clients. 

Singh, M., & Singh, 

G. (2018). [19] 

5. ABOUT E-COMMERCE : 

Brand mindfulness is fundamentally impacted by signs of web promoting. Online, customer 

relationship, and satisfaction variables, on the other hand, have no effect on brand awareness (Liu, S., 

Perry, P., & Gadzinski, G. (2019).[20]). E-commerce transactions can be used to buy things like music, 

books, plane tickets, and financial services like stock investing and online banking, Consequently, it is 

regarded as a disruptive technology (Jindal, S., & Jindal, A. (2016) [21]). 

 

5.1 History of E-Commerce: 

The below table 2 shows the development stage of E-commerce from 1969 

Table 2: E-commerce Development Stage. 

YEAR DEVELOPMENT STAGE 

1969 Dr. John R. Goltz and Jeffrey Wilkins go through a dial association with send off 

CompuServe, the main huge online business organization. At this time, eCommerce was 

first introduced. 

1979: Michael Aldrich, also known as the founder or inventor of eCommerce, invented electronic 

shopping. A modified television was connected to a computer that processed transactions 

via telephone. This was done to guarantee the safety of data transmission. 

1982 As a direct consequence of the ongoing advancement of technology, particularly in the field 

of electronics, the initial eCommerce platforms were launched by Boston Computer 

Exchange. 

http://www.supublication.com/
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1992 The online business reached new heights when Charles M. Stack launched Book Stacks 

Unlimited as an online bookstore in the 1990s. At the time, it was one of the first websites 

to offer online shopping. 

1994 Jim Clark and Marc Andreessen developed the Netscape Navigator web browser software. 

On Windows, it was implemented. 

1995 The beginnings of eBay and Amazon marked a turning point in the development of online 

shopping. Pierre Omidyar started eBay, and Jeff Bezos started Amazon. 

1998 PayPal introduced the first eCommerce payment system as a means of sending money. 

1999 With capital of more than $25 million, Alibaba established its online shopping platform in 

1999.It gradually developed into an eCommerce powerhouse. 

2000 As a means of encouraging retailers to use the pay-per-click (PPC) setting, Google released 

the primary online advertising tool known as Google AdWords. 

2005 For an annual fee, Amazon introduced the Amazon Prime membership to provide 

customers with free two-day shipping. 

2011 Google dispatches its installment application for its internet-based wallet: One of 

Facebook's earliest attempts at advertising sponsored stories 

2014 An online payment application called Apply Pay was introduced by Apple. 

2014 Jet.com began as an online shopping portal in 2014. 

2017: Instagram users can sell directly from the social media platform thanks to shoppable tags. 

 

5.2 How Does E-Commerce Works: 

Online business manages comparative guidelines as a genuine store. Customers browse the items in 

your    e-commerce store before making a purchase (Vyas, A., & Gupta, S. (2017) [22]). The principal 

contrast is that they don't need to get up from their sofa to make it happen, and your client base doesn't 

need to be in a specific region (Prashar, S., Vijay, T. S., & Parsad, C. (2015). [23]). Whether you are 

selling running shoes or home goods on an e-commerce website, you must follow the same procedures: 

 Follow the order: The client makes a request at your online business stage or website. The way that 

a buy has been caused will to be unveiled to you (Janani, V., & Krishnamoorthy, K. (2015). [24]). 

 Deal with the request: After that, the payment part of the transaction is taken care of, the sale is 

recorded, and the order is marked as finished. An installment door normally processes installment 

exchanges(Kumar et.al [25]). It very well may be contrasted with the web-based sales register. 

Investigate this article: What exactly is a transporter account (Kumar et.al (2018). [26]). 

 Move the order along: The last phase of web-based business is transporting. You should ensure 

brief conveyance on the off chance that you believe clients should return. Customers typically receive 

their purchases within two days (Kumar et.al (2018). [26]) as a result of Amazon. 

 

5.3 Types of e-commerce business models: 

The following categories generally apply to e-commerce business models: 

o Business - to - Business (B2B): 

A website sells its products to an intermediary buyer, who then sells them to the final customer in 

accordance with the B2B model (Singh, B. (2017) & Hariramani, S. G. (2018). [27-28]). A wholesaler, 

for instance, might place an order on a business's website and, when the shipment arrives, sell the 

finished product to the final customer who comes to one of the business's retail locations to buy it. 

                                            
                                Fig. 1: Business - to - Business (B2B) [28]. 
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o Business - to - Consumer (B2C): 

Under the B2C business model, a website can sell its products directly to customers. Clients can see the 

things on the site. An item can be picked by the client and requested. From that point forward, the site 

will send an email notice to the business, and the business will convey the thing or things to the 

customer(Sharma, P. (2021). [29]). 

                                            
Fig. 2: Business - to - Consumer (B2C) (Sharma, P. (2021). [29]). 

 

o Consumer - to - Consumer (C2C): 

A site in light of the C2C plan of action permits clients to sell their bikes, vehicles, and different 

resources. or, alternatively, post their information on the website to rent a room. The customer may or 

may not be charged for the services provided by the website (Saxena, S., & Kothari, R. (2015). [30]). 

By looking at the post or advertisement on the website, another customer might decide to purchase the 

product of the first customer. 

 

 

                                                 
Fig. 3: Consumer - to - Consumer (C2C) (Saxena, S., & Kothari, R. (2015). [30]). 

 

o Consumer - to - Business (C2B): 

A client approaches a site that shows a few organizations in this model that offer a specific help. The 

customer makes an estimate of how much they are willing to pay for a given service (Saxena, S., & 

Kothari, R. (2015). [30]). 

                                        
Fig. 4: Consumer - to - Business (C2B) (Saxena, S., & Kothari, R. (2015). [30]). 

 

o Business - to - Government (B2G): 

A variant of the B2B model is the B2G model. These sites are utilized by state run administrations           

to direct business and offer data with different businesses (Sharma, N. V., & Khattri, V. (2013). [31]). 

Businesses can use these websites to fill out government application forms because they are accredited 

by the government. 
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Fig. 5: Business - to - Government (B2G) (Sharma, N. V., & Khattri, V. (2013). [31]). 

 

o Government - to - Business (G2B): 

As a rule, states speak with residents through G2C model sites. Vehicle, machine, and other item 

auctions can be supported by these websites (Biswas, B., Sanyal, M. K., & Mukherjee, T. (2021). [32]). 

Additionally, this website offers registration services for birth, marriage, and death certificates. The 

primary goal of the G2C websites is to speed up citizen requests for various government services. 

 

 
 

Fig. 6: Government - to - Business (G2B) (Biswas, B., Sanyal, M. K., & Mukherjee, T. (2021). [32]). 

6. HISTORY OF SNAPDEAL : 

Since its origin on February 4, 2010, Snapdeal has developed to incorporate a web-based commercial 

center as well as a stage for everyday arrangements. One of India's largest web-based commercial 

centers, Snapdeal has grown (Biswas, B., Sanyal, M. K., & Mukherjee, T. (2023). [33]). The worth 

online business market, which is multiple times bigger than the marked merchandise market, is 

Snapdeal's essential concentration. Snapdeal sellers offer high-quality local, regional, and seller-

branded goods, providing customers with alternatives that offer value for money comparable to those 

found in city high streets and local markets (Biswas, B., Sanyal, M. K., & Mukherjee, T. (2023). [33]). 

The majority of the products sold by more than 500,000 free merchants on the Snapdeal platform are in 

the design, home, and general product categories. Snapdeal is used by customers from more than 3,700 

towns in India, or 92% of India's 4,000 towns and urban communities. 

 

Table 3: History Timeline 

Year HISOTRY TIMELINE 

2011  

 

Kunal is the co-founder and CEO of Snapdeal. Bahl graduated from the University of 

Pennsylvania with a degree in systems engineering. He also went to The Wharton School, 

where he majored in marketing and operations strategy. Additionally, Bahl participated in 

the Jerome Fischer M&T Program there. Kunal started his professional career as an 

Independent Director at Piraal Enterprises Limited before helping to co-found Snapdeal in 

2010. Bahl additionally contributed to the 2011 founding of Titan Capital. (Chaudhary, V. 

(2019). [34]). 

2012 

 

Snapdeal purchased esportsbuy.com, a Delhi-based online retailer of sporting goods, in 

April 2012(Chaudhary, V. (2019). [34]). 

2014 

 

The business bought Reduce Data, a platform for programmatic display advertising, in 

September 2015. Focusing on Mantra was bought by Snapdeal in May 2016 for an 

undisclosed sum. Additionally, Snapdeal most recent acquisition was GoJavas, which it 

acquired a 49% share in in July 2016. Wishpicker.com was a technological site that offered 

suggestions for gift buying using AI. In December 2014, Snapdeal acquired Wishpicker.com 

for an undisclosed amount (Gupta, S., & Bansal, E. (2016). [35]). 

2015 

 

In April 2015, FreeCharge.com was acquired by Snapdeal (Gupta, S., & Bansal, E. (2016). 

[35]). 

2016 In addition, GoJavas was Snapdeal's most recent acquisition in July 2016, when it bought a 

49% stake in the company (Gupta, S., & Bansal, E. (2016). [35]). 
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2019 Furthermore, the organization turned into an individual from the Worldwide Brand Name 

Connection (INTA) in November 2019 to help with the security of authorized innovation in 

web based shopping centres (Misra, P., Baranwal, S., & Jha, M. (2017). [36]). 

2020 Snapdeal conducted its "Kum Mein Dum Diwali sale" in October 2020 (Misra, P., Baranwal, 

S., & Jha, M. (2017). [36]). 

2021 As refreshed on July 21, 2021, the internet business organization has flipped its plan of 

action and begun to target crowds that are esteem cognizant (Tambe, P., Shingate, K., & 

Rajput, P. (2017). [37]). 

 

6.1 FUNDS RECEIVED: 

In 2015, the company experienced 600% year-over-year growth. At this point, the company began to 

concentrate on increasing scale and speed. As a result, a number of rounds of investments and 

acquisitions took place. Snapdeal has gotten 7 rounds of financing till date: 

Round 1: $12 million was contributed in January 2011 by Nexus Venture Partners and Indo-US Venture 

Partners (Kalyani, P. (2016). [38]). 

Round 2: In July 2011, existing financial backers and Bessemer Adventure Accomplices contributed 

$45 million (Kalyani, P. (2016). [38]). 

Round 3: In the fourth round, eBay provided $50 million: Including Kalaari Capital, Bessemer Venture 

Partners, Nexus Venture Partners, Samaa Capital, and Intel Capital, all of the current institutional 

investors contributed $133 million on February 14, 2014 (Kalyani, P. (2016).  [38]). 

Round 4: $105 million from Blackrock, Premji Invest, Temasek Holdings, and other investors in May 

2014. Snapdeal was worth $1,000,000,000 (Parameswar, N., & Dhir, S. (2022). [39]). 

Round 5: Alibaba, Softbank, and Foxconn contributed $500 million in August 2015, making Softbank 

the biggest financial backer in Snapdeal. In October of 2014, Softbank invested $627 million 

(Parameswar, N., & Dhir, S. (2022). [39]). 

 

6.2 ACQUISITIONS: 

Grabbon.com, a group buying website based in Bangalore, launched in June 2010 and sportsbuy.com, 

an online sports goods retailer based in Delhi, launched in April 2012. 

o In May 2013, Shopo.in, a marketplace for handmade goods online. In April 2014, 

Doozton.com, design items disclosure site. A small stake in Smartprix.com, a product 

comparison website, was acquired in January 2015 from Wishpicker.com in December 2014 

(Monga, N., Pandey, D., & Bhalla, K. (2015). [40]). 

o In February 2015, Exclusively.in, an extravagance style items revelation site.20 percent stake 

in Gojavas.com in March 2015.Unicommerce, an online multi-channel e-commerce order 

fulfillment platform, was purchased in March 2015 for an undisclosed sum (Monga, N., Pandey, 

D., & Bhalla, K. (2015). [40]). 

o Snapdeal purchased Rupee Power, a distribution platform for digital financial products, in 

March 2015.Am-Commerce payments company Free Charge was acquired by Snapdeal in 

April 2015.  MartMobi, a mobile technology startup based in Hyderabad, was acquired by 

Snapdeal in May 2015 (Monga, N., Pandey, D., & Bhalla, K. (2015). [40]). 

7. SALES AND PROFIT ANALYSIS OF SNAPDEAL : 

Financial information received from the business intelligence platform Tofler revealed that e-commerce 

startup Snapdeal's revenue from operations rose by 14% to Rs 539 crore in FY22 from Rs 471 crore in 

FY21. However, losses increased to Rs 510 crore as costs for things like employee benefits and 

promotions rose. As a result of representation advantage costs increasing by 76% to Rs 284 crore from 

Rs 161 crore and advertising and limited time expenses increasing by 82% to Rs 321 crore from Rs 176 

crore, absolute costs increased by 68% to Rs 1,070 crore from Rs 636 crore in FY21 (Meganathan, M., 

& Mageshwari, M. (2018). [41]). 

http://www.supublication.com/


International Journal of Case Studies in Business, IT, and Education 

(IJCSBE), ISSN: 2581-6942, Vol. 7, No. 4, November 2023 
SRINIVAS 

PUBLICATION 

Adlin Jebakumari S., (2023); www.supublication.com PAGE 245 

 

 

 
 

Fig. 7: Revenue analysis of snap deal from 2017-2019 [41]. 

 

A worldwide IT stock crash and macroeconomic challenges have delayed its plan for a public market 

listing, which has hampered revenue growth. Snapdeal reportedly sought to raise $152 million at a 

valuation of around $1 billion. The startup was a Walmart-supported competitor to Amazon and Flipkart 

when it was founded in 2010 by Kunal Bahl and Rohit Bansal. Snapdeal was valued at $6.5 billion in 

2016, but as competition grew, it suffered. According to information released by ET on January 3, 

Meesho's income increased by more than four times to Rs 3,232 crore in FY22 from Rs 792 crore in 

FY21, even as losses increased by 7.5 times to Rs 3,247 crore. However, Flipkart Internet, the 

marketplace division of Flipkart, saw an increase in operating revenue of 33% during the fiscal year. 

 

 
Fig. 8: Loss analysis of snap deal from 2017-2019 (Meganathan, M., & Mageshwari, M. (2018). 

[41]). 

 

2022. In spite of inflationary tension, India's web-based business industry kept a 36.8% year-on-year 

development in 2022 albeit more customers got back to the actual stores as Coronavirus fears subsided, 

as needs be. 
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8. REASONS BEHIND FALL OF SNAPDEAL : 

A number of the common internal issues which we heard from those that worked with Snapdeal or was 

related to them were: 

 

8.1 No unique identity:  

The business never managed to establish its own distinct identity. It was started in 2010 by Rohit Bansal 

and Kunal Behl. In the past, it was a popular platform for daily deals; however, in 2011, it was 

transformed into an e-commerce website. It lost its originality when it began performing the same tasks 

as Flipkart and Amazon (Agarwal, A., Subudhi, R. N., & Mohapatro, S. M. (2021). [42]). Jack Ma, the 

well-known billionaire and Alibaba Group founder, once stated, "You should learn from your 

competitors but never copy them." If you copy, you die. Snapdeal had no Extraordinary Selling 

Recommendation or USP, not at all like Flipkart which zeroed in on style and hardware and Amazon 

which zeroed in on prime and storage room. Amazon and Flipkart did a selective organization with cell 

phone venders like Xiaomi and One or more (Agarwal, A., Subudhi, R. N., & Mohapatro, S. M. (2021). 

[42]). Snapdeal never managed to form partnerships of this magnitude. Snapdeal Gold which comprised 

of free administrations like home conveyance and returns the hour of 14 days couldn't raise the deals. 

On the other hand, many people were interested in Amazon Prime's paid service because customers 

wanted fast delivery and good customer service. Snapdeal did not succeed in distinguishing itself from 

its rivals (Agarwal, A., Subudhi, R. N., & Mohapatro, S. M. (2021). [42]). 

 

8.2 Lack of vision:  

The second factor that contributed to Snapdeal's demise was a lack of foresight. Initially, Snapdeal was 

intended to be an e-commerce platform for apps similar to Facebook. Facebook became the largest 

social media company by acquiring WhatsApp and Instagram. They began purchasing businesses when 

their owners decided to transform it into an ecosystem rather than an e-commerce business (Ayodeji, 

O. G., Kumar, V., & Kumar, S. (2020). [43]). Snapdeal failed to integrate Jabong and Myntra as planned 

when Flipkart purchased them. After Paytm's meteoric rise to prominence and the demonetization of its 

currency, Snapdeal was unable to operate with Freecharge after purchasing it for $400 million. After 

Snapdeal bought Exclusively, a luxury fashion company, it couldn't run it right, so it had to close as 

well. Snapdeal acquired numerous businesses, including Shapo, Wishpicker, ESportsbuy, and Grabbon, 

but failed to properly integrate them all. Since Snapdeal was unable to make a profit on its own, it never 

had any control over other businesses. It zeroed in on everything except client experience (Ayodeji, O. 

G., Kumar, V., & Kumar, S. (2020). [43]). 

 

8.3 Lack of execution:  

The goal of Snapdeal was always altered by its owners. They never carried out anything correctly. They 

continued to attempt new things like clockwork. Sometimes they wanted to be India's biggest market, 

other times they wanted to be the biggest seller, and eventually they wanted to be the biggest catalog; 

their objectives were rarely set (Yadav, N., & Sagar, M. (2018). [44]). They made a major error by 

failing to implement previous actions whenever they tried something new. They never focused on the 

company's profits. It appeared as though they were unaware of what they were actually doing. The two 

owners made all of the company's decisions without the help of any senior employees. Many Snapdeal 

employees who had been there for a long time left their jobs (Saumya, S., Singh, J. P., & Dwivedi, Y. 

K. (2020). [45]). 

 

8.4 Running the startup like a company:  

The pioneers behind this organization began to run this startup like an organization. The owners of the 

business decided to hire employees from IIT and IIM rather than focus on making the business 

profitable when it was relocated to Gurugram and received investment (Chakraborty, D. (2019). [46]). 

This expanded the compensation financial plan for the organization. They set lofty goals, but they never 

held anyone accountable. This prompted a decrease in the efficiency and proficiency of the 

organization. In addition, the compensation of the two organizers was in excess of 45 crores, amazing 

right? This unavoidably spearheaded the gradual erosion of the company's trust (Chakraborty, D. 

(2019). [46]). 
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8.5 Slowly the funding stopped:  

When Nikesh Arora left Softbank, it was the biggest shock for Snapdeal. Snapdeal was the choice made 

by Nikesh Arora for Softbank's investment. This company had always received funding from Softbank, 

and the cash flow had never ceased; consequently, they never enlisted another financial backer 

(Chakraborty, D. (2019). [47]). As of July 2016, the organization had $500 million, however subsequent 

to doing a rebranding of 2000 crore and spending to a great extent on Diwali 2016, it began getting low 

on reserves and Softbank denied doing greater speculation. They believed Snapdeal would never be 

able to become a market leader, so they wanted to sell it to Flipkart or Paytm. As a result, they were 

prepared to sell Snapdeal for less than one billion dollars. However, the idea was not well received by 

Snapdeal's other investors, Kalaari and Nexus, as it would have resulted in significant losses for them 

(Sharma, A., & Jhamb, D. (2020). [48]). 

 

8.6 Lack of innovation: 

The business consistently adopted successful business models. The strategy calls for selecting a model 

that is extremely successful on the international market and attempting to replicate it in India (Sharma, 

A., & Jhamb, D. (2020).[48]). 

9. SWOT ANALYSIS : 

Snapdeal SWOT analysis explains how the company takes advantage of its opportunities to grow and 

expand. It might also demonstrate how the business uses its advantages to strengthen its position in the 

market while also working to overcome its weaknesses. The expansion strategy of Snapdeal is also 

highlighted in the company's SWOT analysis 

 

Strengths: 

 Numerous years of experience with seasoned investors (Chakraborty, U., & Bhat, S. (2018). [49]). 

 Have a laid out brand name in Indian Online business Industry (Chakraborty, U., & Bhat, S. (2018) 

[49]). 

 Various honors and acknowledgment as quite possibly of the best startup, internet business, and 

so on. 

 Consistent progression and incredible checking 

 Colossal association of retailers the nation over 

 Fantastic help through advantageous cycles (Bhansali, G., & Bhattacharyya, S. (2015). [50]). 

 Extensive variety of arrangements and exchanges to look over 

 

Weakness: 

 The shortcomings of a brand are sure parts of its business which are it can improve to build its 

position further (Bhansali, G., & Bhattacharyya, S. (2015). [50]). 

 Certain shortcomings can be characterized as characteristics which the organization is missing or 

in which the contenders are better.  

 Administrations not accessible in all urban communities (Bhansali, G., & Bhattacharyya, S. 

(2015). [50]). 

 Reliance on web as it were (Bhansali, G., & Bhattacharyya, S. (2015). [50]). 

 Associations with greater corporate houses for mass selling. 

 

Opportunities: 

 Negative wellbeing influences on clients of electronic gadgets 

 Innovation thoughts get effectively obsolete because of patterns on the lookout (Khosla, M., & 

Kumar, H. (2017). [51]). 

 Absence of up close and personal collaboration between humans,Increased digital assaults Lack 

of privacy for human data on internet (Marathe, D. A., & Gawade, G. (2020). [52]). 

 Recharges public activity and increments web enslavement 

 New Public guidelines that influence online business (Marathe, D. A., & Gawade, G. (2020). 
[52]). 
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 Absence of information on regulations and consistence strategies 

 

Threats: 

The threats in the SWOT Analysis of Snapdeal are as mentioned: 

 Can be exposed to cheats (Marathe, D. A., & Gawade, G. (2020). [52]). 

 Chance of being involved into selling of unlawful elements. 

 Recently arising serious internet shopping entryway (Marathe, D. A., & Gawade, G. (2020). 
[52]). 

10. FINDINGS : 

 SNAPDEAL piece of Snapdeal in voyager vehicles region is little when diverged from principal 

competitors Amazon, Flipkart, Myntra the past being the market boss. This could possibly different 

features  

 The portion of Snapdeal in traveler vehicles area is little when contrasted with fundamental 

contenders Amazon, Flipkart, Myntra the previous being the market chief. This might be able to 

various highlights:  

(a) Enhanced items and offices by contenders. 

(b) Superior advertising techniques of contenders 

(c) Better estimating of items by other two 

(d)  More number of items choices 

(e) Snapdeal have set number of items 

 The Snapdeal has had the option to develop consistently on the scenery sending off new items in 

the most, with these the organization is likewise on way of sending off new items in various 

portions with various plans to every one of the requirements of the clients and furnish them with 

best items. 

11. RECOMMENDATIONS : 

Different suggestions from the review led through examination of numerous papers are referenced 

beneath which stand-apart from every one of the focuses that feature the significance of computerized 

advertising in the startup's exhibitions 

 New businesses should add-on 360-degree perspective on the entirety of their items with top 

notch aspects. This component would draw in watchers and spread verbal exchange suggestion 

from one individual to another. Via virtual entertainment stages and internet business 

commercial centers, new companies should label base area o the startup firm to showcase and 

make a feeling of belongingness among the clients. This would too expand the interest for items 

with a bit of homegrown made item. 

 New companies should perform challenges between clients through computerized advertising 

to make rivalry and gift appealing awards to the champs. Clients and exceptionally children 

would partake in these challenges and they could end up being steadfast clients for the brands. 

 Alongside different procedures, new companies must too, adjust better advancements with high 

velocity web offices. The fast speed in exchange and exchanges lessens additional endeavors 

and time utilization from clients. 

 Business visionaries should send off special thoughts with imaginative techniques without 

annoying a lot of about future interest, this will support certainty among clients to attempt to 

give survey to new items. This is among the top most ways of fostering a brand and consistently 

work on the highlights according to client's decision and inclinations. 

 Promoting in the advanced structure is the forthcoming future, jobless people should be urged 

to think exceptional and carry out their business thoughts. This would give work to huge 

segment of the general public. 

 Appropriate information should be moved to individuals new to working electronic gadgets. 

This empowers them to utilize net financial offices and use UPI installments without really 

including in real money exchanges. 
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12. CONCLUSION : 

In the current situation, the organizations have figured out various ways of contacting many quantities 

of individuals. Innovations can't work without a nice plan of action. Sources guarantee that Alibaba 

would enter the scene by combining Snapdeal and Paytm's web based business entryway. The following 

pattern of new businesses has now started. In the setting of high valuations and absence of progress 

shown by numerous players in the web based business area will assume a lower priority now and many 

financial speculator will begin to zero in on information driven new companies. Speculation choices 

will be made on a plan of action, tech, and vision. 
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