
Abstract

The Indian e-commerce market is highly competitive, 
with Amazon and Flipkart leading the way. This report 
compares the marketing strategies of these two giants 
to understand how they attract and retain customers 
in India. Amazon brings global expertise and adapts 
it to local needs with strategies like dynamic pricing, 
a wide product range and its popular Amazon 
Prime membership. Flipkart focuses on aggressive 
discounts, major sales events like the Big Billion Days 
and customised solutions for Indian consumers. To 
explore consumer preferences, an online survey of 
108 participants was conducted. The survey looked 
at what customers value most, such as deals, product 
variety and platform recommendations. The analysis, 
supported by a Z-test, showed a clear preference 
for Amazon, especially for its personalised shopping 
experience and loyalty programmes. However, Flipkart 
remains strong in price-sensitive markets, thanks to 
its discount-driven approach and focus on regional 
audiences. This report highlights how both companies 
excel in different ways and emphasises the importance 
of understanding customer needs in India’s diverse 
market. It provides insights that can help businesses 
refine their strategies in this fast-growing sector.
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Introduction 
The Indian e-commerce market is highly competitive, 
with Amazon and Flipkart leading the charge. This article 
aims to provide a comprehensive analysis of the marketing 
strategies employed by these two giants, supported by 
data from an online customer survey conducted as part of 
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this research. The survey results will provide a real-world 
perspective on how these strategies resonate with Indian 
consumers.

Objective of the Study

The primary aim of this study is to explore and compare 
the marketing strategies of Amazon and Flipkart in 
the Indian e-commerce market. Both companies are 
leading players in the industry, each employing distinct 
approaches to attract and retain customers. This research 
seeks to achieve the following objectives:

●● Understand Consumer Preferences: To investigate 
how Indian consumers perceive and respond to the 
marketing strategies of Amazon and Flipkart, focus-
ing on aspects like discounts, product variety and 
customer service.

●● Evaluate Marketing Effectiveness: To assess the ef-
fectiveness of key marketing initiatives, including 
Amazon’s Prime Day and Flipkart’s Big Billion 
Days, in driving consumer engagement and loyalty.

●● Identify Competitive Advantages: To identify the 
strengths and weaknesses of each platform’s ap-
proach, including pricing strategies, promotional 
campaigns and customer engagement techniques.

●● Measure Consumer Recommendations: To anal-
yse consumer loyalty and preference by examining 
which platform they are more likely to recommend 
to friends and family.

●● Contribute to E-Commerce Insights: To provide ac-
tionable insights into the competitive dynamics of 
the Indian e-commerce sector, helping businesses 
understand the importance of tailored marketing 
strategies in a highly diverse and price-sensitive 
market.
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Research Methodology

The research methodology provided a structured 
approach to assess consumer preferences and examine the 
marketing strategies of Amazon and Flipkart in the Indian 
e-commerce market. Key aspects are outlined below:

Research Design

●● A descriptive research design was adopted to capture 
consumer views.

●● Mixed methods combined qualitative insights with 
quantitative data analysis.

Data Collection

●● Primary Data: An online survey of 108 participants 
explored consumer opinions on promotional offers, 
product availability, recommendations and service 
quality.

●● Secondary Data: Industry reports, market studies 
and scholarly articles provided context on historical 
performance and trends.

Sampling Strategy

●● A convenience sampling method, which is non-
probabilistic, was employed.

●● Efforts were made to include diverse demographics, 
covering urban and rural areas, age groups and in-
come levels.

Data Analysis

●● Descriptive Analysis: Survey results were tabulated, 
visualised using charts and highlighted trends such 
as Amazon’s lead in deals (37%) and product variety 
(57.4%) over Flipkart.

●● Inferential Analysis: A Z-test confirmed a significant 
preference for Amazon, with 51.9% recommending 
it compared to Flipkart’s 16.7%.

●● Comparative Analysis: Strategies like Amazon’s 
dynamic pricing and Flipkart’s flash sales were 
compared for their impact on customer engagement.

Z-Test Process

●● Hypotheses were formulated to test differences in 
consumer preferences.

●● The effective sample size was refined to 74 after 
excluding neutral responses.

●● Statistical metrics confirmed Amazon’s preference 
with a Z-score of 6.247 and a p-value less than 0.05.

Tools Used

●● Spreadsheet software for data entry and calculations.
●● Statistical tools for hypothesis testing.
●● Visualisation tools for graphically presenting survey 

results.

Limitations

●● A sample size of 108 may not fully represent India’s 
vast consumer base.

●● Online surveys may exclude non-digital consumers, 
especially in rural areas.

●● The study focused on promotional campaigns, omit-
ting factors like loyalty programmes and after-sales 
support.

Ethical Considerations

●● Ethical research practices ensured participant confi-
dentiality and voluntary participation.

●● Respondents were informed about the study’s pur-
pose, and data was anonymised during analysis.

Background of Amazon and Flipkart in 
India

Amazon

Amazon’s entry into the Indian market in June 2013 
marked a significant turning point in the country’s 
e-commerce sector. Prior to Amazon’s arrival, the online 
retail space in India was primarily dominated by domestic 
companies, with Flipkart being the frontrunner. Amazon’s 
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entrance introduced a level of global expertise, operational 
precision and advanced technological capabilities that 
dramatically heightened the competitive landscape.

Amazon’s strategy in India has involved blending its 
proven global practices with adaptations suited to the 
unique challenges and opportunities of the Indian market. 
One of its initial strategies was to launch a marketplace 
model, which allowed third-party sellers to list their 
products on the platform. This approach enabled Amazon 
to offer a wide range of products without the need to 
maintain its own inventory, facilitating rapid expansion 
across the country.

Understanding the importance of catering to local 
preferences, Amazon has made substantial investments 
in customising its offerings to meet the diverse needs of 
Indian consumers. This includes providing services in 
various regional languages, integrating local payment 
methods such as cash-on-delivery and UPI (Unified 
Payments Interface), and curating product selections that 
resonate with Indian buyers. Additionally, Amazon has 
strategically enhanced its logistics and delivery networks, 
ensuring its reach extends even to India’s most remote 
areas.

Amazon’s dedication to innovation in the Indian market 
is evident through its continuous introduction of new 
services and features, such as Amazon Prime, which was 
launched in India in 2016. Since then, Prime has become 
a key element of Amazon’s strategy, offering perks like 
free and fast delivery, exclusive access to special deals 
and a vast library of digital content, all of which have 
been instrumental in fostering customer loyalty and 
encouraging repeat purchases.

Flipkart

Established  in October 2007 by Sachin Bansal and 
Binny Bansal, both of whom already worked at Amazon, 
Flipkart  at first  propelled  as an online bookshop. It 
quickly expanded its product offerings, evolving into 
India’s leading e-commerce platform. The company’s 
early success can be attributed to its keen understanding 
of the Indian market, particularly the unique challenges 
associated with logistics, payment options and establishing 
consumer trust.

During its initial years, Flipkart concentrated on building 
a robust supply chain and logistics infrastructure, 
recognising that the lack of reliable delivery systems was 
a major obstacle to the growth of e-commerce in India. 
To address this, Flipkart created its own logistics arm, 
Ekart, which became instrumental in ensuring prompt and 
dependable deliveries. Additionally, Flipkart pioneered 
the cash-on-delivery payment method, which helped 
alleviate concerns among Indian consumers who were 
reluctant to pay online before receiving their purchases.

As the company grew, Flipkart expanded its range of 
product categories, introduced new services and made 
advancements in areas like customer service, return 
policies and refund processes. Its deep understanding of 
Indian consumer needs and ability to adapt quickly to 
market changes allowed Flipkart to build a loyal customer 
base and establish itself as a household name in India.

In 2018, Flipkart’s position in the Indian market was 
further solidified when Walmart acquired a 77% stake in 
the company for $16 billion. This acquisition, the largest 
e-commerce deal globally at the time, underscored the 
importance of the Indian market on the global stage. 
Walmart’s involvement provided Flipkart with additional 
financial resources and strategic support, enabling it to 
compete more effectively with Amazon.

Since the acquisition, Flipkart has continued to innovate, 
focusing on enhancing its omni-channel capabilities, 
expanding its product offerings and strengthening 
customer engagement through loyalty programmes and 
personalised shopping experiences. The company has 
also made significant strides in merging offline retail 
with online platforms, understanding the importance 
of catering to Indian consumers who prefer a hybrid 
shopping experience.

Pricing Strategies

Amazon’s Dynamic Pricing

Amazon employs a sophisticated dynamic pricing strategy 
that allows it to adjust prices in real time based on factors 
like demand, competition and customer behaviour. This 
approach, powered by advanced algorithms and extensive 
data, helps Amazon maximise sales and profitability.
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In the price-sensitive Indian market, this strategy provides 
Amazon with a competitive edge by frequently updating 
prices to stay ahead of competitors. For example, 
during major sales events like the Great Indian Festival, 
Amazon may lower prices on popular items to attract 
more customers while raising prices on less sought-after 
products to maintain profits.

Dynamic pricing also personalises the shopping 
experience by offering targeted discounts based on 
individual customer preferences, increasing the chances 
of purchase. Additionally, this strategy allows Amazon 
to quickly respond to market trends and clear out slow-
moving inventory by adjusting prices accordingly, 
ensuring efficient stock management and sustained 
profitability.

Flipkart’s Discount-Driven Approach

Flipkart’s pricing strategy is primarily based on 
aggressive discounting, a tactic that has been central 
since the company’s inception. This is notably seen 
during major sales events such as the Big Billion Days, 
where significant discounts draw a large customer base, 
especially in the more price-sensitive Tier 2 and Tier 3 
cities in India.

The strategy aims not just to reduce prices but also to 
create a sense of urgency with limited-time deals and flash 
sales, using scarcity and FOMO to prompt fast buying 
decisions. This approach proves particularly effective 
during festive periods like Diwali.

Additionally, Flipkart offers discounts through various 
promotional campaigns, bank collaborations and 
cashback deals, supported by marketing that highlights 
savings. Loyal customers receive personalised discounts, 
boosting repeat purchases.

The focus on driving high sales volumes enables Flipkart 
to negotiate better terms with suppliers, allowing for 
lower prices while maintaining margins. This is especially 
noticeable in high-volume categories such as electronics 
and fashion. Moreover, the discount-driven model helps 
Flipkart expand into smaller towns and rural areas by 
providing affordable options, no-cost EMI and simple 
returns.

While effective, this discounting strategy presents 
challenges in terms of profitability and managing customer 

expectations for ongoing discounts. Flipkart addresses 
these challenges by diversifying its revenue streams 
through advertising, fintech services and subscription 
models like Flipkart Plus.

Promotional Campaigns

Amazon’s Prime Membership and Exclusive 
Offers

Since its 2016 launch in India, Amazon Prime has been 
crucial to Amazon’s marketing, building a loyal customer 
base with benefits like free shipping, early sale access and 
exclusive deals.

A key aspect of Prime is its integration with Prime Video, 
offering a broad range of entertainment that appeals to 
the growing digital content audience in India, including 
regional content for diverse users.

Amazon promotes Prime through online ads, social media 
and telecom partnerships, using tactics such as discounted 
memberships and free trials, particularly around Prime 
Day. This event, with its deep discounts and exclusive 
offers, drives membership and sales.

To appeal to cost-conscious Indian consumers, Amazon 
introduced a lower-priced monthly subscription, fuelling 
significant subscriber growth and making India a major 
market for Prime. The combination of shopping benefits 
and entertainment enhances customer satisfaction and 
loyalty, leading to increased spending among Prime 
members.

Flipkart’s Big Billion Days Sale

Flipkart’s Big Billion Days (BBD) sale, launched in 2014, 
is a major shopping event in India known for significant 
discounts and exclusive launches. Held annually during 
Diwali, it leverages the festive season for substantial 
consumer spending.

Flipkart heavily promotes BBD through TV ads, online 
campaigns, social media and influencer collaborations, 
offering exclusive deals and deep discounts through 
partnerships with top brands.

Promotional strategies include flash sales, early-bird 
offers, countdowns and personalised recommendations 
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to create urgency. Payment options like no-cost EMI and 
cashback make high-value items more affordable.

The Flipkart Plus loyalty programme offers early access 
and extra discounts, enhancing customer engagement. 
Additionally, Flipkart customises its marketing for 
regional markets, catering to local tastes and languages.

The BBD sale repeatedly breaks sales records, boosting 
Flipkart’s revenue and reinforcing its brand presence, 
especially in competition with Amazon during the festive 
season.

Digital Marketing and Advertising

Amazon’s SEO and SEM Tactics

Amazon’s strong presence in the Indian e-commerce 
market is significantly bolstered by its strategic 
implementation of SEO and SEM. These techniques 
are crucial for attracting traffic and maintaining high 
visibility.

The company’s SEO strategy focuses on optimising 
product listings with relevant keywords, comprehensive 
descriptions and customer reviews to enhance their 
ranking on Google, which is particularly important in 
India, where many begin their searches on this search 
engine.

Amazon also heavily invests in SEM, utilising Google 
Ads to bid on valuable keywords and secure prominent ad 
placements. This dual approach is supported by surveys 
indicating that a large number of users find products 
through Google.

Furthermore, Amazon employs retargeting ads to engage 
users who visited the site but did not purchase, showing 
them personalised ads on other websites to drive them 
back for a transaction.

The company’s data-driven approach continuously 
improves its SEO and SEM strategies, allowing it to adapt 
to market trends and consumer behaviour effectively, 
ensuring its digital marketing remains impactful.

Flipkart’s Social Media and Influencer 
Marketing

Flipkart has built a strong social media presence to 
engage with India’s younger audience. The company uses 

platforms like Facebook, Instagram, Twitter and YouTube 
to share engaging content, including promotions, product 
highlights and interactive posts such as contests and 
polls, which help in boosting brand loyalty and gathering 
customer insights.

A key element of Flipkart’s strategy is influencer 
marketing. Collaborations with influencers on Instagram 
and YouTube feature genuine content like unboxings 
and reviews, which are viewed as more credible than 
traditional advertising.

Surveys indicate that social media promotions and 
influencer endorsements strongly influence younger 
users, highlighting the importance of these strategies for 
Flipkart. The company also adapts its content to current 
trends and events, like festive seasons, to stay relevant.

Furthermore, Flipkart uses targeted paid ads on social 
media to reach specific audiences, enhancing traffic and 
sales. Overall, these social media and influencer tactics 
effectively engage customers and strengthen brand 
loyalty.

Customer Engagement and Loyalty 
Programmes

Amazon’s Customer-Centric Approach

Amazon’s strong performance in the Indian e-commerce 
market is due to its dedication to customer satisfaction 
and effective use of personalised recommendations. The 
company’s focus on exceptional service includes 24/7 
support, a user-friendly help centre and a seamless returns 
and refunds process, which customers find advantageous 
compared to competitors.

Amazon uses advanced data analytics to tailor product 
recommendations based on user behaviour, enhancing 
the shopping experience and boosting repeat purchases. 
The Amazon Prime programme further supports customer 
loyalty by offering benefits like exclusive content and 
early sale access, increasing engagement and spending 
among members.

Additionally, Amazon actively seeks customer feedback 
through surveys and reviews to refine its services and 
products, ensuring that customers feel valued and 
maintaining their loyalty.
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Flipkart’s Game-Based Loyalty Programmes

Flipkart’s SuperCoins, part of Flipkart Plus, has 
transformed customer engagement by rewarding 
purchases with points redeemable for discounts, gift 
cards and exclusive offers. The programme’s gamified 
approach makes shopping more engaging, encouraging 
frequent purchases through features like challenges and 
bonus coins.

Popular with younger customers, SuperCoins enhances 
loyalty by integrating with services like food delivery 
and streaming subscriptions, adding extra value. Flipkart 
also uses SuperCoins to boost sales and promote products 
during events like the Big Billion Days, enhancing 
customer interaction and retention.

Competitive Strategies and Market 
Positioning

Amazon’s Strategic Partnerships and 
Acquisitions

Amazon has strengthened its position in India’s 
e-commerce sector through strategic partnerships and 
acquisitions, especially in competitive areas like grocery. 
These moves have broadened Amazon’s market presence 
and improved its localised shopping experience.

One major strategy is the “Amazon Easy” programme, 
which partners with local retailers to serve as pick-
up points, enhancing accessibility in Tier 2 and Tier 3 
cities and building consumer trust through familiar local 
businesses. Survey data shows this approach increases 
trust in Amazon.

Another significant step was acquiring BigBasket in 
2021, expanding Amazon’s reach in the grocery sector. 
BigBasket’s delivery network and product range boost 
Amazon’s capability to offer reliable grocery services 
and a wider selection of fresh produce, strengthening its 
position against competitors.

Amazon also invests in Indian tech startups, such as 
BankBazaar, to enhance its payment ecosystem and 
customer security. These strategic investments and 
partnerships are part of Amazon’s strategy to provide a 
comprehensive shopping experience, integrating online 
and offline elements to maintain a competitive edge.

Flipkart’s Omni-Channel Approach

Flipkart’s omni-channel strategy merges online 
convenience with offline experiences to address diverse 
shopping preferences in India. Recognising that many 
consumers value both digital and tactile shopping 
experiences, Flipkart has integrated its online platform 
with physical retail through programmes like “Flipkart 
Wholesale” and “Flipkart Quick.” These initiatives allow 
customers to order online and either pick up from nearby 
stores or receive swift delivery from local partners, 
benefiting both Flipkart and local SMEs.

The “Flipkart Smart Stores” concept further enhances 
this strategy by letting customers try products in-store 
and then order online, often with fast delivery options. 
Flipkart also uses technology, such as QR codes, to enrich 
the in-store experience with digital information and offers.

The SuperCoins loyalty programme, applicable for 
both online and offline purchases, strengthens customer 
engagement by providing consistent rewards across 
channels. This hybrid model is particularly effective 
in Tier 2 and Tier 3 cities, where Flipkart is expanding 
its presence by combining e-commerce with traditional 
retail.

Overall, Flipkart’s omni-channel approach effectively 
caters to varied consumer preferences, enhancing 
satisfaction and broadening its market reach.

Corporate Social Responsibility

Amazon

Amazon is actively working to reduce its environmental 
impact by investing in renewable energy sources such 
as solar and wind power. They are also making efforts 
to improve their packaging to be more environmentally 
friendly, with the goal of reducing waste and emissions.

In terms of supporting communities, Amazon believes 
in giving back to the areas where it operates. They assist 
local businesses by providing them with opportunities to 
sell on their platform. Additionally, they invest in projects 
related to affordable housing and offer aid during times 
of disasters.

Amazon places a strong emphasis on diversity and 
inclusion within its workforce, particularly in fields like 
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the UN Sustainable Development Goals, demonstrating a 
commitment to creating positive social and environmental 
impacts. 

Analysing Consumer Choice (Through 
Online Survey)

After evaluating the market performance of Flipkart and 
Amazon, this research discovered that both companies are 
engaged in fierce competition concerning their services, 
promotions, product selections and overall customer 
satisfaction. While Amazon holds the top position and 
Flipkart follows in second place among e-commerce 
platforms in India, their commitment to providing 
excellent services makes it challenging to pinpoint a clear 
leader from the consumers’ perspective. To gain insights 
from customers, we opted to conduct an online survey.

We implemented an online survey to investigate consumer 
preferences between Amazon and Flipkart in my local 
area. The primary objective was to determine whether 
consumers had a preference for one platform over the 
other or if there was an equitable preference for both. By 
carefully selecting the sample size, this research aimed to 
collect a representative overview of consumer opinions 
and purchasing behaviours in the local market. This study 
provides important insights into the competitive dynamics 
of e-commerce within our community. 

Given below is the graphical representation of results of 
survey: 

engineering where certain groups are under-represented. 
They have initiatives like the “Amazon Women in 
Engineering” programme aimed at promoting diversity 
and narrowing these gaps.

Regarding education, Amazon is committed to promoting 
learning in STEM fields. Through their “Amazon Future 
Engineer” programme, they provide resources and support 
to schools and students to encourage skill development in 
science, technology, engineering and mathematics.

Lastly, Amazon’s corporate social responsibility efforts 
have a global reach, as seen in their participation in 
projects like the “Amazon Solar Farm U.S. East,” which 
contributes to renewable energy production on a larger 
scale.

Flipkart

Flipkart Wholesale’s CSR policy centres on education, 
environmental sustainability and community welfare. 
They emphasise initiatives like digital education, skill 
development, environmental conservation and supporting 
local communities. For instance, they’ve partnered 
with NGOs for digital literacy programmes, invested 
in renewable energy and promoted waste reduction and 
recycling. 

Additionally, they focus on employee engagement 
through volunteering and encourage suppliers to adopt 
sustainable practices. Overall, their CSR efforts align with 

consumer opinions and purchasing behaviours in the local market. This study provides important 
insights into the competitive dynamics of e-commerce within our community.  

Given below is the graphical representation of results of survey:  
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In the survey, 108 participants shared their views. 
Following the investigation, it became evident that 
individuals appreciate the deals and discounts as well as 
the range and variety offered by the platform. Specifically, 
37% of respondents believe that Amazon provides 
excellent deals and discounts, while 33.3% think Flipkart 
offers better ones and 27.8% believe both platforms offer 
similar deals. Regarding range and variety, 57.4% prefer 
Amazon, 24.1% favour Flipkart and 18.5% find both 
equally appealing. Lastly, in terms of recommending a 
platform to friends and family, 51.9% suggested Amazon, 
16.7% recommended Flipkart and 31.5% endorsed both 
platforms equally. 

A Z-test was conducted on the survey data to statistically 
evaluate the differences in consumer preferences between 
Amazon and Flipkart, providing clarity on which platform 
is more favoured by consumers. Step-by-step conduction 
of Z-test is as follows: 

Step-1: Formulate the Hypotheses

●● Null Hypothesis (H0): p1 = p2 (There is no significant 
difference in consumer preference between Amazon 
and Flipkart).

●● Alternative Hypothesis (H1): p1≠ p2 (There is a 
significant difference in consumer preference).

Where p1​ is the proportion of participants recommending 
Amazon and p2 is the proportion recommending  
Flipkart.

Step-2: Calculate the Sample Proportions

From the data collected:
●● Amazon: 51.9%
●● Flipkart: 16.7%
●● Both: 31.5%

Excluding those who recommended both platforms, we 
need the effective sample size for those who recommended 
either Amazon or Flipkart.
Effective sample size n = 108 × (1−0.315) = 73.98 ≈ 74 
Number recommending Amazon x1 = 108 × 0.519 ≈ 56
Number recommending Flipkart x2 = 108 × 0.167 ≈ 18

So, the proportions are:

●●	
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<Level B>Step-6: Determine the P-Value 

Using the standard normal distribution. 

Let's compute these values step-by-step using Python. 

<Level B>Results of the Z-Test 

1. Effective Sample Size (excluding both recommendations): 74 
2. Number recommending Amazon: 56 
3. Number recommending Flipkart: 18 
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hypothesis (H1). This means there is a significant difference in consumer preference between 
Amazon and Flipkart, with a clear preference for Amazon among the respondents in your survey. 
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1. Effective Sample Size (excluding both recommendations): 74 
2. Number recommending Amazon: 56 
3. Number recommending Flipkart: 18 
4. Proportion recommending Amazon (p1): 0.757 
5. Proportion recommending Flipkart (p2): 0.243 
6. Pooled Proportion (𝑝̂𝑝): 0.5 
7. Standard Error (SE): 0.0822 
8. Z-Score: 6.247 
9. P-Value: 4.18 × 10−10 

<Level B>Interpretation 

o Z-Score (6.247): This is a very high value, indicating a large difference between the 
proportions of participants recommending Amazon versus Flipkart. 

o P-Value (4.18×10−10): This is much less than the typical significance level of 0.05, 
indicating that we can reject the null hypothesis with high confidence. 

Given the results of the z-test, we reject the null hypothesis (H0) and accept the alternative 
hypothesis (H1). This means there is a significant difference in consumer preference between 
Amazon and Flipkart, with a clear preference for Amazon among the respondents in your survey. 

Step-4: Calculate the Standard Error

 𝑝̂𝑝2= 18
74 

<Level B>Step-3: Calculate the Pooled Proportion 

𝑝𝑝 = 𝑥𝑥1+  𝑥𝑥2
𝑛𝑛1 + 𝑛𝑛2

 = 56+18
74+74 

<Level B>Step-4: Calculate the Standard Error 

SE =  √√𝑝̂𝑝  ×  (1 − 𝑝̂𝑝)  ×  ( 1
𝑛𝑛1

+  1
𝑛𝑛2

) 

<Level B>Step-5: Calculate the Z-Score 

Z = (𝑝𝑝1− 𝑝̂𝑝2)
𝑆𝑆𝑆𝑆  

<Level B>Step-6: Determine the P-Value 

Using the standard normal distribution. 

Let's compute these values step-by-step using Python. 

<Level B>Results of the Z-Test 

1. Effective Sample Size (excluding both recommendations): 74 
2. Number recommending Amazon: 56 
3. Number recommending Flipkart: 18 
4. Proportion recommending Amazon (p1): 0.757 
5. Proportion recommending Flipkart (p2): 0.243 
6. Pooled Proportion (𝑝̂𝑝): 0.5 
7. Standard Error (SE): 0.0822 
8. Z-Score: 6.247 
9. P-Value: 4.18 × 10−10 

<Level B>Interpretation 

o Z-Score (6.247): This is a very high value, indicating a large difference between the 
proportions of participants recommending Amazon versus Flipkart. 

o P-Value (4.18×10−10): This is much less than the typical significance level of 0.05, 
indicating that we can reject the null hypothesis with high confidence. 

Given the results of the z-test, we reject the null hypothesis (H0) and accept the alternative 
hypothesis (H1). This means there is a significant difference in consumer preference between 
Amazon and Flipkart, with a clear preference for Amazon among the respondents in your survey. 

Step-5: Calculate the Z-Score

 𝑝̂𝑝2= 18
74 

<Level B>Step-3: Calculate the Pooled Proportion 

𝑝𝑝 = 𝑥𝑥1+  𝑥𝑥2
𝑛𝑛1 + 𝑛𝑛2

 = 56+18
74+74 

<Level B>Step-4: Calculate the Standard Error 

SE =  √√𝑝̂𝑝  ×  (1 − 𝑝̂𝑝)  ×  ( 1
𝑛𝑛1

+  1
𝑛𝑛2

) 

<Level B>Step-5: Calculate the Z-Score 

Z = (𝑝𝑝1− 𝑝̂𝑝2)
𝑆𝑆𝑆𝑆  

<Level B>Step-6: Determine the P-Value 

Using the standard normal distribution. 

Let's compute these values step-by-step using Python. 

<Level B>Results of the Z-Test 

1. Effective Sample Size (excluding both recommendations): 74 
2. Number recommending Amazon: 56 
3. Number recommending Flipkart: 18 
4. Proportion recommending Amazon (p1): 0.757 
5. Proportion recommending Flipkart (p2): 0.243 
6. Pooled Proportion (𝑝̂𝑝): 0.5 
7. Standard Error (SE): 0.0822 
8. Z-Score: 6.247 
9. P-Value: 4.18 × 10−10 

<Level B>Interpretation 

o Z-Score (6.247): This is a very high value, indicating a large difference between the 
proportions of participants recommending Amazon versus Flipkart. 

o P-Value (4.18×10−10): This is much less than the typical significance level of 0.05, 
indicating that we can reject the null hypothesis with high confidence. 

Given the results of the z-test, we reject the null hypothesis (H0) and accept the alternative 
hypothesis (H1). This means there is a significant difference in consumer preference between 
Amazon and Flipkart, with a clear preference for Amazon among the respondents in your survey. 

 

Step-6: Determine the P-Value

Using the standard normal distribution.

Let’s compute these values step-by-step using Python.

Results of the Z-Test

●● Effective Sample Size (excluding both recommen-
dations): 74

●● Number recommending Amazon: 56
●● Number recommending Flipkart: 18
●● Proportion recommending Amazon (p1): 0.757
●● Proportion recommending Flipkart (p2): 0.243
●● Pooled Proportion 

 𝑝̂𝑝2= 18
74 

<Level B>Step-3: Calculate the Pooled Proportion 

𝑝𝑝 = 𝑥𝑥1+  𝑥𝑥2
𝑛𝑛1 + 𝑛𝑛2

 = 56+18
74+74 

<Level B>Step-4: Calculate the Standard Error 

SE =  √√𝑝̂𝑝  ×  (1 − 𝑝̂𝑝)  ×  ( 1
𝑛𝑛1

+  1
𝑛𝑛2

) 

<Level B>Step-5: Calculate the Z-Score 

Z = (𝑝𝑝1− 𝑝̂𝑝2)
𝑆𝑆𝑆𝑆  

<Level B>Step-6: Determine the P-Value 

Using the standard normal distribution. 

Let's compute these values step-by-step using Python. 

<Level B>Results of the Z-Test 

1. Effective Sample Size (excluding both recommendations): 74 
2. Number recommending Amazon: 56 
3. Number recommending Flipkart: 18 
4. Proportion recommending Amazon (p1): 0.757 
5. Proportion recommending Flipkart (p2): 0.243 
6. Pooled Proportion (𝑝̂𝑝): 0.5 
7. Standard Error (SE): 0.0822 
8. Z-Score: 6.247 
9. P-Value: 4.18 × 10−10 

<Level B>Interpretation 

o Z-Score (6.247): This is a very high value, indicating a large difference between the 
proportions of participants recommending Amazon versus Flipkart. 

o P-Value (4.18×10−10): This is much less than the typical significance level of 0.05, 
indicating that we can reject the null hypothesis with high confidence. 

Given the results of the z-test, we reject the null hypothesis (H0) and accept the alternative 
hypothesis (H1). This means there is a significant difference in consumer preference between 
Amazon and Flipkart, with a clear preference for Amazon among the respondents in your survey. 

: 0.5
●● Standard Error (SE): 0.0822
●● Z-Score: 6.247
●● P-Value: 4.18 × 10–10

Interpretation

●● Z-Score (6.247): This is a very high value, indicat-
ing a large difference between the proportions of 
participants recommending Amazon versus Flipkart.
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●● P-Value (4.18×): This is much less than the typical 
significance level of 0.05, indicating that we can 
reject the null hypothesis with high confidence.

Given the results of the Z-test, we reject the null 
hypothesis (H0) and accept the alternative hypothesis 
(H1). This means there is a significant difference in 
consumer preference between Amazon and Flipkart, with 
a clear preference for Amazon among the respondents in 
your survey.

Consequently, it’s evident that Amazon has emerged as 
the preferred choice among consumers in the market.

Conclusion

Based on the research findings, it can be concluded that 
Amazon and Flipkart have established themselves as 
dominant players in the Indian e-commerce market through 
their comprehensive marketing strategies. Despite both 
companies having strong brand identities and effective 
marketing initiatives, the analysis reveals that Amazon 
emerges as the preferred choice among consumers based 
on the online survey results. Additionally, both companies 
exhibit a commitment to corporate social responsibility, 
further enhancing their image among consumers. As 
e-commerce continues to evolve in India, understanding 
and leveraging effective marketing strategies will remain 
crucial for sustained success in this competitive landscape.
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