
How India buys
Fashion online
ace turtle eCommerce Report 2018 



About ace turtle
2

50+

50+ Enterprise 
brands as clients

Partners with top 
eCommerce 

marketplaces in 
India and SE Asia 

Only omnichannel 
platform with a strong 

ecosystem of 
technology, 

logistics and sales 
channels

Largest omnichannel 
enabler for fashion and 
lifestyle Brands in India



Preface

The fashion and lifestyle industry in India is witnessing a surge, with strong drivers of growth and host of other factors 
resulting in its progress. Pegged at USD 100 billion and growing at a CAGR of 8-10 percent by 2020, the segment is 
projected to grow by 15-20 percent over the next five years, from the current 4 percent. Source: Myntra. 

Online fashion commerce seems to be picking up quite rapidly in the last few years. According to eCommerce major 
Myntra, the total number of online transactions were 200 million in 2017 and are expected to increase by 65 percent 
by 2020. Of the online transactions, 60 million is the base of online fashion shoppers, which is estimated to double by 
2020 to about 120 million. 

Fashion e-tailing has experienced significant growth across the country due to increasing time-poverty, changing 
lifestyles, convenience and flexibility of shopping from home and option of free home delivery (in most cases). Factors 
such as dramatic increase in penetration of IT devices and communication solutions (especially tablets, broadbands 
and smart-telephony), and emergence of exciting new “virtual reality” technologies are contributing to fashion e-
tailing. 

This report, which is the first time we have come up with something like this reflects on how India shops fashion 
online. In this, we have focussed on a comparative study on online shopping during sales event days that eCommerce 
majors come up from time to time and that of non-sales event days from January 2018 – August 2018. 
The data is gathered from transactions that has taken place on our partner online channels which includes both 
marketplace and brands online sales channels. 

This report is based on the data gathered from: 
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1 million+  products sold

30 + Fashion brands 

Over 20,000 post codes across India 

217 non-sales event days

26 sales event days 
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January

3rd and 4th January 

2018

25th and 26th January

February

Valentine Day Sale –

14th February 2018

March

Holi Sale – 2nd March

May

Summer Sale from 
13th May 2018

Sales from 13th to 16th 

May 2018

Summer Sale – 12-

14th May, 2018

Methodology
5

We analysed sales data of the brands for their marketplace businesses from the month Jan’18 – Aug’18, During this 

time we identified 26 days which can be categorized as ‘sales event days’ while rest of the days are ‘non sale event 

days’, Here are the list of the sales event days



June July

Sales  Day 22nd -25th 

June 2018

Sales Day 16th & 

17 July 2018

August

Independence Day Sale 
in August 2018 -9th to 
15th August 2018

All metrics in this report has been considered using the above methodology. 
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Can you push slow-moving stock in a sales event days?

Amidst growing competition, eCommerce players indulge 

in high discounts from time to time to enable greater sales 

through hard to miss deals and offers on a range of 

products across categories.

There is a peak growth of 417%  in orders during particular 

sales event days. During the same sales period, the ASP 

dropped by only 17% which is not a significant change 

considering the overall price fluctuations in the given 

period.

417% increase in number of 

orders during a sales event 

period

Sales Event Days 

17% decrease in average 

selling price
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The above data suggests that although quantity sold is 
more during a sales event, customers are not looking at 
only deals. While this is good news for the brands, they 
cannot use a sales event to push slow moving stock 
with exorbitant discounts.



Is deep discounting the core focus during sales event days?

From time to time, eCommerce marketplaces roll out sales 

campaign such as Big Billion Day and End of Reason Sales. Brands 

also gear up for these periods to maximize their sales conversion by 

either rolling out promotions on particular items or categories. 

There is also a notion that brands indulge in deep discounting 

during sales season which is true to a certain extend. Reports 

suggest that an average of 40-50% discounts were offered by retail 

brands during the sales season of December -January period. 

However, our data suggests an interesting twist to this insight. 
47% Non-sales period

Average discounts 

50% during sales period

NON-SALES  DAYS

SALES DAYS
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The average discount during non-sales event days is 47% 
which climbs up only to 50% during sales event days. 
The myth that brands indulge in deeper discounting 
during sales period as compared to non-sales period is 
not really true. 



According to a recent survey by Snapdeal, 60 percent 
of online sales were in tier II cities and beyond. Flipkart 
in a recent announcement suggested that it is looking 
at non-metros and smaller cities to position itself as the 
“fashion capital” of the country. 

Although, eCommerce majors are pinning their sales 
strategy towards non-metros, brands are still reluctant 
to do so, this despite of the fact that the maximum 
increase in orders during sales season across 
categories is witnessed more in non-metros. 

Metros or non-metros: Who buys 
more during sales event days
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Orders During 
sales season

Delhi NCR leads in the number of orders in all 
categories for both sales and non-sales event 
days, followed by Bangalore and Pune, 
however, when it comes to sales event days, 
non-metros takes the lead in terms of increase 
in orders. 



INCREASE IN ORDERS IN SALES 
EVENT DAYS AS COMPARED TO 
NON-SALES EVENT DAYS

Metro Cities

14 %

Non-Metro Cities

70 %

#1

ASP change 

ASP CHANGE DURING SALES EVENT 
DAYS AS COMPAREDTO NON-SALES 
EVENT DAYS

#2

Metro Cities

14 % lower 

Non-metro Cities

7% lower 

#3
INCREASE IN NUMBER OF ORDERS 
DURING SALES EVENT DAYS AS 
COMPARED TO NON SALES EVENT 
DAYS: 

Metros Cities

Apparel – 3%

Accessories – 20%

Footwear – 32%

Non-metro Cities

Apparel – 50%

Accessories – 76%

Footwear – 105%
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Buyers in Non Metros buy higher priced products during sales event days



Higher ASPs in hilly regions 
reflecting less brand exposure 
due to lesser/non availability of 
brick and mortar stores : 

Aizawl (Mizoram)

Srinagar

Budgam
(J&K)

East Khasi Hills 
(Meghalaya)

1

2

3

4

East Sikkim

Ananthnag
(J&K)

Jammu

Baramulla 
(J&K)

5

6

7

8
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Top 8 cities in terms of highest ASPs 
during sales event days



Tier II cities witness maximum 
percentage increase in apparel sales 
during sales event days as compared 
to non-sales event days: 

Rajkot

Dibrugarh

Nashik

78%

73%

69%
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According to recent data, Flipkart claims to have surpassed traditional footwear retailers Footprint in retail sales 

for the calendar year, 2017, clocking INR 1800-1900 crore. This is not surprising as reports suggests that India is 

consuming almost 16 billion pair of footwear annually. With great demand comes greater responsibility to 

deliver and this is the only reason why eCommerce model clicked in this industry. Driven by larger penetration in 

tier II and III cities, many premium brands are increasingly witnessing greater market share in these regions. 

Our report also suggests that during sales event days, the growth of order for footwear as a category is highest 

at 75%. Although the over all sales of apparel is more than any other categories footwear as a segment shows 

maximum inclination for discounts during sale event days. 

What does India buy during sales event days
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This is also possible as footwear as a category has a greater ASP than any other 

categories,   hence customers look forward to sales event days. 



Percentage of total Sales 
in non-sale event days

#1
Percentage increase of orders 
in sales event days as 
compared to non-sales event 
days

#2 #3
Increase in number of orders 
during sales event days as 
compared to non-sales event 
days: 
Metro Cities

Apparel 
3%

Non-metro Cities

Accessories 

20%

Footwear 

32%

Apparel 
50%

Accessories 

76%

Footwear 

105%

Apparel

47 %

Accessories

28 %

Footwear

25 %

Apparel

33 %

Accessories

45 %

Footwear

75 %
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Branded footwear a hit among non-
metro shoppers

144% 134% 125%

Top 3 cities witnessing maximum percentage 
increase in sales during sales event days as 
compared to non-sales event days

Rajkot Jodhpur Imphal

Down south witnesses more inclination 
towards discounted footwear 

31% 21%

Coimbatore Thiruvananthapuram 
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Average discount percentage on footwear 
sold during sales events days



With rapid urbanization, media exposure, and our new belief in ‘Look Good, Feel Good’, the popularity of 

fashion accessories is now gaining unprecedented momentum. Overall, the Indian consumer has begun to 

set apart a special allocation for buying fashion accessories. 

Our report suggests that discounts on accessories shows greater incremental growth during sales event 

days in comparison to other categories such as apparel and footwear. 

How important is sales of accessories during sales event days

16

Since, accessories are considered to be slow moving category led by the continuing impact 
of unorganized sector in this segment, retailers tend to provide more discounts for clearance 
during sales event days. 



Average Discounts during SALES DAYS

Apparel 
54%

Accessories 
45%

Footwear 
50% 

Average Discount during NON-SALES DAYS

Apparel 
52%

Accessories 
35%

Footwear 
48% 

Non- Metros more engaged buyers 
for discounted accessories: 

Top three cities with maximum average discounts: 

Allahabad - 50%

Budgaon– 47%

Rajkot – 42% 

50%

47%

42%
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Increase in orders for accessories 
during sales event days maximum in 
tier II cities 

Top two cities witnessing 100% jump are

Fashion accessories also sees highest price 
variation as a category  during sales event 
days 

Metros Cities

23 %

Non-Metro Cities

17 %

Kolhapur Raigarh
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This report is aimed at helping brands and retailers understand the shopper’s journey across online channels and their key 

behavioural traits when it comes how they consume brand in terms of category and location wise preference.

As we can see from the report, selling during sales event days is not just a function of the discount provided - in fact, discounting 

is not the most important thing which a retailer should think of. What is much more important is finding the right products to sell 

and the right users to sell too and then leveraging the marketplaces' increased marketing budgets to optimize the product-user 

fit.

There is no optimum solution to do this and it requires a lot of data to come even close. Having worked with 50+ brands across 10 

marketplaces, we help our clients sell better (higher ASPs and lower returns) and not just sell more during a sales event days.

Conclusion


