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ABSTRACT : 

The rapid digitalization of commerce in India has led to the emergence of social commerce—a model that integrates e-commerce with social media platforms. This 

project explores Meesho, one of India's most successful social commerce startups, and analyzes its consumer acquisition strategy. The study focuses on how Meesho 

leverages platforms like WhatsApp, Facebook, and Instagram to attract and retain customers, especially in Tier 2 and Tier 3 cities. 

Using a case study approach, the research investigates Meesho’s referral-based growth model, influencer partnerships, content marketing, and reseller-driven 

ecosystem. Data was collected through a structured survey of Meesho users and resellers, along with analysis of existing literature, news articles, and reports. 

The findings reveal that Meesho's low-entry barrier model, combined with trust-based social selling and community engagement, plays a crucial role in driving 

user acquisition and platform stickiness. This study concludes with recommendations for startups aiming to scale through social commerce in emerging markets 

like India. 

INTRODUCTION 

In recent years, the Indian digital marketplace has witnessed a significant transformation with the emergence of social commerce—a business model that 

combines social media platforms with online selling. Unlike traditional e-commerce, social commerce relies heavily on peer-to-peer engagement, trust-

based marketing, and community networks to drive product discovery and purchase decisions. 

Meesho, a Bengaluru-based startup founded in 2015, has rapidly become a leader in India’s social commerce space. It empowers individuals—especially 

women, students, and homepreneurs—to start their own reselling businesses with zero investment, using platforms like WhatsApp, Facebook, and 

Instagram. Through Meesho, users can share product catalogs, place orders on behalf of customers, and earn commissions, creating a decentralized yet 

powerful marketing and distribution model. 

This project explores Meesho’s consumer acquisition strategy, focusing on how it effectively uses digital tools, referral programs, and community-

building techniques to attract and retain users. The rise of Meesho offers a compelling case study for understanding how social commerce can drive 

scalable, low-cost startup growth in India’s diverse and digitally connected population. 

OBJECTIVES OF THE STUDY 

The primary objective of this study is to analyze how Meesho, as a leading player in the social commerce space, acquires and retains consumers through 

innovative marketing and referral strategies. The specific objectives are: 

1. To understand the concept and growth of social commerce in India. 

o Explore the evolution of social commerce and its role in the Indian startup ecosystem. 

2. To examine Meesho’s consumer acquisition model. 

o Study how Meesho uses social platforms like WhatsApp, Facebook, and Instagram to attract new users. 

3. To evaluate the effectiveness of Meesho’s referral and reseller-based strategy. 

o Analyze how the reseller model helps in expanding Meesho’s customer base. 

4. To assess consumer behavior towards social commerce platforms. 

o Identify factors influencing user adoption, trust, and purchasing decisions on Meesho. 

5. To suggest strategic improvements for startups using social commerce for growth. 

o Provide recommendations based on findings that can benefit other startups in similar domains. 

http://www.ijrpr.com/
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STATEMENT OF THE PROBLEM 

In the highly competitive and cost-sensitive startup ecosystem of India, acquiring new customers while maintaining profitability is one of the biggest 

challenges for early-stage ventures. Traditional digital marketing methods such as paid advertisements, SEO, and influencer campaigns often require 

significant budgets—resources that many startups may lack. As a result, many have turned to social commerce, an emerging marketing model that uses 

social media platforms and peer-to-peer referrals as cost-effective tools for growth. 

One of the most prominent examples of this approach is Meesho, a social commerce platform that enables individuals, primarily from non-metro cities, 

to become resellers and promote products within their personal networks. Meesho’s rapid user base expansion, achieved largely through low-cost referral-

based marketing, raises important questions about the effectiveness, scalability, and sustainability of such a model. 

Despite Meesho’s success, there is limited academic research on how social commerce strategies contribute to consumer acquisition and business growth. 

Furthermore, it is unclear which specific factors—such as ease of use, referral rewards, trust-building, or platform design—play the most significant role 

in attracting and retaining customers. 

Thus, the core problem this study aims to address is: 

How effective is Meesho’s social commerce-based consumer acquisition strategy in the Indian startup context, and what can other startups learn from its 

approach? 

This problem also highlights the need for startups to develop innovative, scalable, and low-cost marketing strategies—especially in a diverse and price-

sensitive market like India. 

 

 Key Problem Areas: 

1. Lack of Academic Research: Despite the growing relevance of social commerce, there is limited research on its real-world effectiveness in 

consumer acquisition—especially in the context of Indian startups. 

2. Effectiveness of Referral-Based Models: It remains unclear how impactful Meesho’s referral system is in acquiring long-term, loyal 

customers versus just driving downloads or sign-ups. 

3. Understanding Consumer Motivation: What drives users to join, purchase, or become resellers on Meesho? Is it convenience, income 

opportunity, social proof, or platform ease-of-use? 

4. Sustainability of Social Selling: While viral growth is appealing, the sustainability and scalability of social commerce platforms depend on 

how well they retain consumers and resellers beyond initial marketing campaigns. 

5. Replicability for Other Startups: Can Meesho’s model be adapted by other startups in different sectors or geographies, or is it uniquely 

suited to specific markets and user segments? 

DATA ANALYSIS AND INTERPRETATION 

1. Data Preparation and Processing Procedure 

o Survey responses collected via Google Forms were exported to Microsoft Excel. 

o Data cleaning involved removing incomplete, inconsistent, and duplicate responses. 

o Cleaned data was imported into SPSS (or similar software) for statistical analysis. 

2. Problems Requiring Editing 

o Some responses were incomplete or had missing answers in key questions and were excluded. 

o Contradictory responses were identified and cross-checked for consistency; unresolved cases were removed. 

o Ensured data quality by validating respondent answers against overall response patterns. 

3. General Statistical Methods Used 

o Descriptive statistics (frequencies, percentages, means, and standard deviations) summarized demographic and attitudinal data. 

o Correlation analysis assessed relationships between key variables (e.g., reseller influence and purchase decision). 

o Regression analysis predicted the impact of marketing strategies on consumer acquisition. 

4. Reasoning Underlying Choice of Statistical Procedures 

o Descriptive statistics provided a foundational understanding of the sample characteristics and response trends. 

o Correlation was used to explore associations without implying causation, fitting the exploratory nature of the study. 

o Regression analysis helped quantify the influence of independent variables on consumer acquisition, supporting research 

objectives. 

5. Data Analysis, Interpretation, and Discussion 

o The reseller-driven model showed significant influence on consumer acquisition, with most respondents rating it moderate to 

highly influential. 

o Regional and localized marketing strategies had a strong impact, particularly among diverse linguistic groups. 

o Low-cost digital marketing was effective in attracting price-sensitive consumers. 

o AI-driven personalization contributed positively to customer engagement and retention. 
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o These findings validate the hypothesis that Meesho’s social commerce model differentiates it from traditional e-commerce. 

6. Use of Summary Tables, Graphs, and Charts 

o Bar charts display the age and occupation distribution of respondents. 

o Pie charts illustrate awareness channels for Meesho. 

o Correlation matrices and regression tables summarize statistical relationships for clearer understanding. 

o Visual aids complement textual explanations, making complex data easier to interpret. 

 

1. Current Age Range 

• Mostly 20-24 years respondents, followed by 25-29 years, showing Meesho primarily attracts younger users (students and young 

professionals). 

Interpretation: 

Meesho’s target audience is predominantly young adults, especially students and early-career professionals, which aligns with its tech-savvy, social 

media–driven marketing approach. 

 

2. Primary Occupation 

• Majority are students, followed by employed professionals, homemakers, and self-employed entrepreneurs. 

Interpretation: 

Meesho appeals strongly to students and young professionals who may have a limited budget but seek affordable options, also targeting homemakers and 

entrepreneurs, who are likely active in reselling or social selling. 



International Journal of Research Publication and Reviews, Vol (6), Issue (6), June (2025), Page – 9866-9878                         9869 

 

 

• 3. How did you first become aware of Meesho?  

• 35.9% via Instagram/YouTube ads, 

• 30.8% through friends/family, 

• 25.6% from WhatsApp/Facebook groups by resellers. 

Interpretation: 

Over 90% discovered Meesho through social channels—ads or word-of-mouth—showing the effectiveness of social commerce and digital outreach in 

driving awareness. 

•  

4. How much did the reseller-driven model influence your decision to try Meesho? 

• Responses range from not at all influential to extremely influential, with many saying slightly or moderately influential. 

Interpretation: 

The reseller-driven model is a significant but not sole factor influencing initial trials. Some users try Meesho without the reseller influence, relying on 

ads or recommendations. 
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5. Primary Motivation for First Purchase 

• 30.8% for affordable pricing, 

• 23.1% for ease of ordering, 

• 20.5% for wide product variety. 

Interpretation: 

Over 74% made their first purchase because of low prices, convenience, or variety, confirming Meesho’s positioning as a value-for-money and user-

friendly platform. 

Significance of Localized Content 

• 25.6% said slightly significant, 

• 23.1% moderately, 

• 15.4% very significant, 

• 12.8% extremely, 

• 10.3% not significant. 

Interpretation: 

Nearly 76% find regional content at least slightly significant, suggesting that localized communication can enhance customer engagement, especially in 

Tier-2/3 markets. 
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7. 

Overall Satisfaction with Initial Experience 

• 25.6% were very satisfied, 

• 23.1% satisfied, 

• 17.9% neutral, 

• 15.4% dissatisfied, 

• 10.3% very dissatisfied. 

Interpretation: 

Close to 49% of users were satisfied or very satisfied, but around 26% had negative experiences, pointing to inconsistencies in user experience, particularly 

in delivery, support, or product quality.  

 

8. Pricing Compared to Traditional E-commerce 

• 30.8% said slightly less competitive, 

• 25.6% about the same, 

• 15.4% much more competitive, 

• 10.3% much less competitive. 

Interpretation: 

About 72% perceive Meesho’s pricing as equal or better than traditional platforms, validating its low-cost positioning, though 10.3% still see it as less 

competitive, indicating a price-quality perception gap. 
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. Most Effective Customer Acquisition Strategy (Multi-select) 

• 53.8% selected regional outreach, 

• 51.3% low-cost marketing, 

• 41% reseller network, 

• 30.8% AI-based personalization. 

Interpretation: 

The top strategies are regional content and budget-friendly marketing, supported by resellers and personalization. These form Meesho’s core growth 

pillars, resonating well with users. 

 

10. Area to Improve for Customer Acquisition (Multi-select) 

• 61.5% say delivery speed, 

• 53.8% want trust and product quality, 

• 48.7% prefer broader product range, 

• 43.6% suggest reseller network improvement. 

Interpretation: 

The top concern is delivery and trust, with over 50% seeking better logistics and product quality. Users want faster service, reliable products, and expanded 

categories, highlighting areas for Meesho to enhance retention. 
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HYPOTHESIS 

A hypothesis is a tentative statement that proposes a possible explanation to some phenomenon or event. It acts as a foundation for research and is used 

to test the relationships between variables. In the context of this study, the hypothesis focuses on understanding the effectiveness of Meesho’s consumer 

acquisition strategy, which operates through social commerce channels such as WhatsApp, Facebook, and Instagram. 

This research aims to explore whether Meesho’s use of referral marketing, social engagement, and incentive-driven reselling significantly contributes to 

consumer growth and retention. To validate this, the following hypotheses have been developed: 

 

 Main Hypotheses 

Null Hypothesis (H₀): 

There is no significant relationship between Meesho’s social commerce-based marketing strategies and its consumer acquisition success. 

This implies that Meesho’s referral programs, social media activities, and reseller-based model do not play a substantial role in helping the company 

acquire or retain users. 

Alternative Hypothesis (H₁): 

There is a significant relationship between Meesho’s social commerce-based marketing strategies and its consumer acquisition success. 

This assumes that the marketing efforts carried out by Meesho via social commerce channels have a meaningful and measurable impact on the growth of 

its consumer base. 

 

Supporting Sub-Hypotheses 

These help break down the broader hypothesis into specific, testable relationships: 

1. Referral System 

• H₀₁: Meesho’s referral-based marketing strategy does not significantly influence user acquisition. 

• H₁₁: Meesho’s referral-based marketing strategy significantly influences user acquisition. 

Rationale: Meesho’s growth model heavily depends on user referrals. This hypothesis tests if that mechanism truly contributes to attracting more users. 

 

2. Social Media Engagement 

• H₀₂: Social media engagement (e.g., shares, reposts, catalog promotions) does not affect customer interest or retention. 

• H₁₂: Social media engagement significantly affects customer interest and retention. 

Rationale: Since Meesho leverages WhatsApp, Facebook, and Instagram, this hypothesis investigates the role of user interaction on these platforms. 

 

3. Incentive and Commission Model 

• H₀₃: The commission-based incentives provided to resellers have no significant impact on consumer conversion. 

• H₁₃: The commission-based incentives provided to resellers have a significant impact on consumer conversion. 

Rationale: Incentives are core to Meesho’s business model. This hypothesis examines whether they serve as a real motivator for sales and user acquisition. 

 Testing of Hypotheses 

To evaluate the above hypotheses, primary data will be collected using structured questionnaires targeting: 

• Meesho users 

• Resellers 

• Potential consumers familiar with the platform 

Responses will be analyzed statistically using methods such as: 

• Descriptive statistics (percentages, means) 

• Chi-square test or correlation analysis (if required) 

• Visual tools like bar charts and pie graphs for interpretation 

This hypothesis framework will guide the study in evaluating how and to what extent Meesho’s social commerce approach influences its business growth. 
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RESEARCH METHODOLOGY 

Type of Research Design Used: Descriptive Research 

This study employs a descriptive research design to systematically describe Meesho’s consumer acquisition strategies and analyze how these strategies 

influence customer behavior and engagement. Descriptive research is appropriate as it allows the collection of structured quantitative data from a defined 

sample through an online survey (Google Form). 

The survey method facilitates gathering detailed information on user experiences, reseller impacts, and marketing effectiveness, thus enabling the 

identification of patterns and trends within Meesho’s social commerce model. 

Although exploratory elements were considered during initial literature review and pilot studies, the primary focus of this study is descriptive as it seeks 

to characterize and quantify consumer acquisition variables and relationships. 

 

Why Descriptive Research is Chosen: 

 

Descriptive research is selected because the study focuses on understanding and explaining the current situation without manipulating variables. It is 

important to capture real-world data from Meesho users and resellers to gain insights into consumer acquisition trends and marketing impact. Unlike 

exploratory research, which is more open-ended and aimed at generating new ideas, descriptive research allows for precise measurement and 

quantification of variables, helping to answer specific research questions effectively. 

DATA COLLECTION METHODS AND FORMS 

The primary data for this study on Meesho’s consumer acquisition strategy was collected through a self-administered online survey using Google Forms. 

A copy of the complete survey questionnaire is included in the Appendix for reference. 

a.DataCollectionMedium 

The online survey was chosen as the data collection medium for several reasons. First, it allowed reaching a broad and diverse audience across the 

National Capital Region (NCR) efficiently and cost-effectively. Given the widespread use of smartphones and internet accessibility, the online format 

encouraged higher participation rates and convenience for respondents, who could complete the survey at their own pace. Additionally, the ongoing social 

distancing norms and logistical constraints made in-person or phone surveys less feasible. 

b.QuestionnaireDesignanLogic 

The questionnaire was carefully designed to explore key dimensions of consumer acquisition related to Meesho’s social commerce model. The questions 

cover demographic factors, awareness channels, influencer impact, purchase motivation, satisfaction levels, pricing perceptions, and opinions on 

Meesho’s unique strategies. 

• The first few questions capture demographic information (age range and occupation) to understand the respondent profile, which helps in 

segmenting the data during analysis. 

• Questions about awareness sources and influence of the reseller-driven model aim to identify how consumers first encountered Meesho and 

the importance of social sellers in driving initial engagement. 

• Subsequent items assess purchase motivations and the role of localized content or regional language support, highlighting the importance of 

regional outreach in Meesho’s strategy. 

• Satisfaction and pricing perception questions provide insights into the customer experience and Meesho’s competitive positioning. 

• Finally, respondents are asked to identify which acquisition strategies are most effective and suggest areas for improvement, helping to align 

findings with strategic recommendations. 

c.SequencingofQuestions 

The questionnaire follows a logical sequence starting from general to specific: beginning with demographic questions to warm up the respondents, moving 

towards awareness and influence, then purchase motivation, satisfaction, and competitive perceptions, and concluding with strategic opinions. This flow 
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minimizes respondent fatigue and ensures that more sensitive or evaluative questions appear once basic engagement is established. 

d.TypesofScalesUsed 

Most questions use Likert-type scales (e.g., Not at all influential to Extremely influential; Very Dissatisfied to Very Satisfied) to measure the intensity of 

attitudes and perceptions. These ordinal scales provide gradations of agreement or satisfaction, which are useful for quantitative analysis such as regression 

or correlation. Multiple-choice questions with single selections are used for categorical data like occupation and awareness channels. The use of these 

scales allows for nuanced understanding and easy statistical treatment. 

SAMPLING DESIGN AND PLAN 

1. Target Population 

The target population for this study includes individuals residing in the National Capital Region (NCR) of India who have either used Meesho’s 

platform or are potential consumers of social commerce platforms. This group comprises a diverse mix of age groups, occupations, and social 

backgrounds to capture broad consumer perspectives on Meesho’s acquisition strategies. 

2. Sampling Frame 

The sampling frame consisted of accessible internet users in NCR reachable through digital platforms such as social media groups, WhatsApp 

networks, email lists, and online communities related to e-commerce and social commerce. The frame primarily focused on respondents who 

are aware of or have interacted with Meesho. 

3. Sample Units Used 

The sample units were individual respondents who voluntarily participated by completing the online survey. Each respondent represents a 

consumer or potential consumer with insights into Meesho’s social commerce model. 

4. Methods for Selecting Sample Units 

A non-probability convenience sampling method was employed due to the online nature of the survey and the exploratory focus of the research. 

The survey link was distributed across social media channels, WhatsApp groups, and email lists targeting NCR residents. This approach 

facilitated quick data collection from a relevant audience while acknowledging the limitation of random sampling. 

5. Sample Size 

The study aimed for a sample size of approximately50 to 70respondents to ensure sufficient data for quantitative analysis while maintaining 

manageability for qualitative insights. A total of 50 completed responses were collected, providing a balanced dataset for statistical reliability 

and thematic exploration. 

6. Response Rate 

The response rate was approximately 60%, based on the number of invitations sent versus the number of completed surveys received. Given 

the voluntary and self-administered nature of the online survey, this response rate is considered adequate for exploratory research within the 

given timeline and resource constraints. 

SCOPE OF THE STUDY 

This project explores the impact of social commerce on startup growth, using Meesho’s consumer acquisition strategy as a case study. It aims to evaluate 

how Meesho leverages social platforms and community-driven marketing to attract users and build a sustainable business model. The scope defines the 

boundaries and focus areas of the research to ensure clarity and direction throughout the study. 

 

 1. Thematic Scope 

• The study is centered around Digital Marketing and Social Commerce, with a primary focus on: 

o Consumer acquisition techniques 

o Referral and commission-based growth models 

o Reseller engagement and brand trust 

o Influence of social media platforms (e.g., WhatsApp, Facebook, Instagram) 

 

 2. Platform-Specific Scope 

• This research is limited to the case of Meesho, which serves as a representative example of India’s social commerce ecosystem. 

• It does not compare Meesho with direct competitors like Shop101 or GlowRoad, though brief references may be made for context. 

 

 3. Demographic Scope 



International Journal of Research Publication and Reviews, Vol (6), Issue (6), June (2025), Page – 9866-9878                         9876 

 

• The study focuses on: 

o Resellers (majorly women, students, homemakers) 

o Consumers (especially price-sensitive and first-time online shoppers) 

o Age group: Primarily 18–45 

o Income group: Low to middle-income households 

• These demographics represent Meesho’s core user base and help in understanding real-world behavior patterns. 

 

 4. Geographic Scope 

• While Meesho operates nationwide, the study emphasizes India-specific dynamics, particularly in: 

o Tier 2 and Tier 3 cities, where social commerce has a major impact 

o Urban and semi-urban areas where mobile internet and WhatsApp usage is high 

 

 5. Functional Scope 

This study investigates the marketing and customer engagement functions of Meesho: 

• Social media promotions 

• Incentive-based marketing (commissions, bonuses) 

• Content sharing features 

• Referral and network expansion 

• User onboarding and retention techniques 

 

6. Time Scope 

• The study focuses on Meesho’s strategies and growth pattern from 2020 to 2025, a period that includes: 

o Rapid digital transformation during/post COVID-19 

o Massive growth in online reselling and remote entrepreneurship 

 

 7. Research Scope 

• Includes primary data collection (surveys or interviews) from: 

o Meesho users, resellers, and potential customers 

• Incorporates secondary data from: 

o News articles, marketing reports, business case studies, company blogs, and NASSCOM/Startup India databases 

 

 8. Analytical Scope 

• The study will include: 

o Descriptive analysis (e.g., charts, graphs from survey results) 

o Basic statistical interpretation (if applicable) to evaluate impact 

o Qualitative insights from users to understand behavior and decision-making 

 

 Limitations (Implicit Boundaries) 

• The research does not assess Meesho’s internal financial performance, operations, or technological backend. 

• It is limited to consumer acquisition and marketing and does not cover supply chain or vendor-side analysis. 

• Insights will be based on a selected sample size and cannot represent Meesho’s entire user base at a national level. 

LIMITATIONS OF THE STUDY 

Every research study comes with certain boundaries that may impact the depth, scope, and accuracy of its findings. This project, which focuses on 

Meesho’s consumer acquisition strategy through social commerce, is no exception. One of the key limitations is the restricted geographical coverage. 

Although Meesho operates across India, the study is primarily limited to a specific region or sample, such as Delhi NCR or select Tier 2 and Tier 3 cities. 

This may result in findings that do not fully represent the national consumer base. 
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Additionally, the sample size for primary data collection is limited due to time and resource constraints. As a result, the insights derived from surveys or 

interviews may not capture the full diversity of Meesho’s users and resellers. Another important limitation arises from the reliance on self-reported data, 

which is prone to biases such as exaggeration, recall error, and social desirability bias. 

Furthermore, the scope of the study is narrowed to the consumer acquisition strategies used by Meesho, without delving into other crucial aspects like 

supply chain management, vendor relations, logistics, or technological infrastructure. The dynamic nature of the digital environment also presents a 

challenge, as user behavior, platform algorithms, and marketing trends evolve rapidly. Strategies that are effective today may become obsolete in the near 

future, limiting the long-term applicability of the findings. 

The absence of internal business data such as financial performance metrics, conversion rates, and retention figures is another limitation, as it restricts 

the ability to conduct a deeper impact analysis. Additionally, the study does not include a comparative analysis with other players in the social commerce 

market, which could have added further dimension and benchmarking to the research. Lastly, the academic timeline available for conducting this project 

limits the potential for a longitudinal or large-scale field study. 

Despite these limitations, the study offers valuable insights into the growing influence of social commerce in India and the marketing strategies that 

contribute to the growth of innovative startups like Meesho. 

EXPECTED OUTCOME 

This study is expected to provide valuable insights into the rapidly emerging field of social commerce and its application in the Indian startup 

ecosystem, with a specific focus on Meesho’s consumer acquisition strategy. As a pioneer in social commerce, Meesho’s approach to engaging customers 

through social media, resellers, and referral-based networks presents a unique model of growth that differs from traditional e-commerce platforms. The 

project aims to identify how such non-traditional strategies are effective in acquiring and retaining users, particularly in Tier 2 and Tier 3 cities. 

One of the key outcomes expected from the study is a clear understanding of the role of social media platforms—such as WhatsApp, Facebook, and 

Instagram—in enabling user engagement and brand visibility for startups. The research is likely to reveal how Meesho capitalizes on the virality, trust, 

and peer influence associated with social media to generate new leads, acquire users, and build a community of loyal resellers. These findings can act 

as a strategic reference point for other startups looking to grow through low-cost digital channels. 

Another important expected outcome is the evaluation of Meesho’s referral-based marketing model. Through primary data collection, such as surveys 

or interviews, the project is expected to uncover user perspectives on how incentives, commissions, and ease of use contribute to joining and staying 

active on the platform. The research will likely show that reseller motivation and word-of-mouth marketing are major drivers behind Meesho’s rapid 

growth, especially among non-professional entrepreneurs and homemakers. 

The project also seeks to understand consumer behavior in social commerce environments. It is anticipated that the study will identify key factors 

influencing a buyer’s decision-making process, such as personal recommendations, trust in the reseller, platform usability, pricing, and product variety. 

These behavioral insights will not only explain Meesho’s customer acquisition success but also provide a framework for how startups can develop 

consumer-centric marketing strategies in the digital age. 

Additionally, the study is expected to highlight the scalability and sustainability of social commerce as a business model. It is likely to reveal that 

platforms like Meesho thrive in low-cost, high-volume ecosystems where traditional advertising is replaced by user-driven promotion. However, it may 

also point out limitations such as market saturation, inconsistent reseller performance, or challenges in retaining long-term users without continuous 

incentives. 

Moreover, this research is expected to provide practical recommendations for early-stage startups in India. These may include suggestions on using 

localized marketing strategies, leveraging micro-influencers, optimizing referral programs, and creating simple app interfaces tailored for first-time users. 

These recommendations could benefit entrepreneurs, marketers, and digital strategists aiming to scale their businesses with minimal marketing 

expenditure. 

In conclusion, this project will contribute to academic and practical knowledge by showcasing how social commerce—when executed effectively through 

a platform like Meesho—can serve as a powerful engine for startup growth, especially in digitally evolving markets. The outcomes are expected to 

add value for business students, startup founders, digital marketers, and investors looking for innovative models of consumer acquisition and retention in 

the Indian context. 

CONCLUSION 

The emergence of social commerce has transformed the way startups in India approach marketing and customer acquisition. This study, centered on 

Meesho—a pioneer in India’s social commerce space—provides a deep understanding of how digital platforms, peer-to-peer sharing, and referral-based 

marketing can drive growth, particularly in untapped markets like Tier 2 and Tier 3 cities. 

Through the analysis of Meesho’s consumer acquisition strategy, it is evident that social commerce offers a low-cost, scalable, and community-driven 

model that contrasts with conventional e-commerce marketing. Meesho’s success lies in its ability to leverage existing social networks such as WhatsApp, 

Facebook, and Instagram to empower individuals—especially women, students, and homemakers—to become resellers. These individuals, in turn, 

promote products within their own circles, thereby expanding the customer base through trust-based, word-of-mouth marketing. 

The findings of this study indicate that Meesho’s growth has been fueled by a combination of simplicity, affordability, and empowerment. The platform’s 

business model—centered around zero inventory, no upfront investment, and flexible working opportunities—has made it highly attractive for individuals 

looking for income opportunities with minimal risk. Additionally, its commission-based incentives and user-friendly mobile app have played a critical 

role in user engagement and platform adoption. 
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The study also highlights certain challenges, such as retaining users in a competitive and dynamic digital landscape, and the risk of over-reliance on 

referral schemes without long-term loyalty programs. However, despite these limitations, Meesho’s case demonstrates that community-driven commerce 

has strong potential in emerging economies like India, where digital penetration is increasing and traditional employment options are limited for many. 

In conclusion, Meesho represents a successful case of how social commerce can serve as a viable strategy for startup growth. The insights gathered from 

this study are valuable for marketers, entrepreneurs, and researchers who seek to explore innovative and cost-effective ways of reaching consumers in 

the digital era. It reinforces the idea that digital inclusivity, trust-based marketing, and community engagement are not only effective but essential for the 

future of e-commerce in India. 
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