
CHOOSING THE RIGHT 
DIGITAL COMMERCE ECOSYSTEM



Digital commerce is the future. The COVID-19 pandemic 

has proven beyond doubt that e-commerce is a necessity 

for every business, whether it is B2B, B2C, or D2C.  One 

analyst study found that “we have vaulted five years 

forward in consumer and business digital adop�on in a 

ma�er of around eight weeks.” Addi�onally, the study 

found that 75% of people using digital channels for the 

first �me will con�nue to use them when things return to 
i“normal.” The adop�on of e-commerce pla�orms will 

determine how successful an organiza�on is in the 

immediate future. 

Digital commerce is an ecosystem of applica�ons 

designed to increase the reach of businesses. It improves 

return on investment (ROI) and boosts brand loyalty 

through real-�me analy�cs of customer needs, intent and 

sen�ment. Digital commerce is a sophis�cated prac�ce. 

It goes beyond transac�ons to build a compe��ve edge, 

retain customers and improve wallet share. It has a long-

term financial impact on capex and opex – and therefore 

demands that digital commerce managers upskill and be 

able to lead their organiza�ons into the future. 

Today, digital commerce brings a set of advanced 

technologies into play. Staying familiar with developments 

in these technologies is cri�cal for marke�ng, sales, 

billing and customer service func�ons. The key areas that 

need a�en�on include real-�me data management, 

Ar�ficial Intelligence (AI) and Machine Learning (ML), 

which have become central to interpre�ng supply and 

demand signals. Algorithms are being used to analyze the 

data while ML is being used to improve descrip�ve and 

predic�ve models designed to forecast supply and demand.

Achieving customer-centricity with e-commerce has 

become a central goal. Studies show that by 2023, most 

organiza�ons using AI for digital commerce will achieve 

at least a 25% improvement in customer sa�sfac�on, 
iirevenue or cost reduc�on. 

The criteria to choose a suitable e-commerce pla�orm 

vary from business to business. Researching and iden�fying 

the right pla�orm can be tedious and �me consuming-

and o�en incomplete. A simpler way is to partner an IT 

provider with the required domain experience to 

evaluate op�ons, complete the implementa�on and 

provide ongoing upgrades/ improvements and support.
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Requirement analysis is the first step to a suitable pla�orm. An organiza�on may need a B2B, B2C or a D2C pla�orm or a 

combina�on of B2B and B2C. However, picking the right pla�orm to meet needs requires a thorough understanding of 

the digital maturity of the business. 

Digital maturity can be defined as the level at which an organiza�on is able to enhance its online presence with 

personaliza�on, AI, ML, A/B tes�ng, and Digital Marke�ng automa�on in an omnichannel environment using analy�cs to 
iii improve performance and an�cipate future customer needs. Digital maturity can be assessed through organiza�onal 

priori�es, implementa�on of customer-facing ini�a�ves and the inten�on of management to adopt digital prac�ces over 

�me. The degree of maturity defines the ease and accuracy with which an organiza�on can turn data into insights which 

can be used to create new strategies and experiences for customers, clients and organiza�ons.

Digital Ecosystem Maturity
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Criteria for Selec�ng the Right 
Digital Commerce Ecosystem

Features 

Defining the product and type of product determines the 

features needed for an online store. For example, a retail 

electronics store will need to define product a�ributes 

which are unique and customizable to each product 

category or product. Similarly, the store would want to 

offer various payment and shipping op�ons to make the 

shopping experience seamless. This also involves the 

workflow and processing of returns and refunds.

Func�onality 

The uniqueness of the e-commerce store, its target 

market, nature of the product catalog, geo and the need 

for interna�onal sales along with currency, language, tax 

requirements, expected traffic, etc., determines 

func�onality. In turn, the desired seamlessness of 

the customer experience dictates the next order 

of  func�onality.

Hos�ng

E-commerce pla�orms come with a variety of hos�ng 

op�ons. Some are pure SaaS-based while others are 

hosted or fully managed cloud hosted offerings. Hos�ng 

is an important component of the infrastructure. It caters 

to the expected traffic, determines cost, and provides the 

desired level of security. Fully managed cloud hos�ng and 

SaaS-based pla�orms offer out-of-the-box features such 

as security, patching, server up�me, high availability and 

scalability (number of SKUs, number of orders in a day, 

number of transac�ons processed). SaaS is the best op�on 

for stores that need limited features and in instances 

where upfront cost savings are a major requirement.  

Licensing/Cost

The licensing and set up costs of an e-commerce store 

include pla�orm licenses, so�ware/ subscrip�ons, cloud 

servers, IT staff, designers, marke�ng and promo�ons 

and taxes. Any or all of these can be a capex or an opex 

component and play a role in determining the ROI. 

Therefore, me�culous planning must go into choosing 

the e-commerce pla�orm. 

Customiza�ons 

Customiza�on of the e-commerce store includes the 

template/design customiza�on and addresses the ease 

with which changes can be made and deployed. SEO 

customiza�on helps op�mize the store’s web pages in order 

to draw more (unpaid) traffic to the website and allows 

the organiza�ons to easily update meta keywords and 

descrip�ons for product pages/ categories/content 

pages. The support for standard plugins saves �me and 

costs for custom development. 

Integra�ons 

Businesses operate with a variety of applica�ons such as 

ERP, Order Management Systems (OMS), Customer 

Rela�onship Management (CRM), Payment Gateways, 

Logis�cs Management, Product Informa�on Management (PIM) 

and Digital Asset Management (DAM). The e-commerce 

store should seamlessly integrate with these applica�ons.
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Interna�onaliza�on 

E-commerce can become a challenge when it expands to 

serve mul�ple markets across geographies. Such a store 

would require mul�-lingual and mul�-currency support, 

mul�-payment gateway configura�ons, custom tax rules, 

and custom shipping integra�ons. These features should 

be applied dynamically, based on country-specific 

requirements and regula�ons. 

Mobile Commerce 

With the growth in smart phones, mobile commerce has 

become extremely popular. Businesses must therefore 

focus on providing mobile commerce support for iOS and 

Android pla�orms.

Augmented Reality (AR)/ 

Virtual Reality (VR)

AR/VR technologies create shopping experiences that 

are intui�ve, immersive, friendly and sa�sfying. These 

technologies are se�ng new trends as they make it 

possible for customers to virtually try/assess certain 

products such as furniture, accessories, clothes and 

cosme�cs before buying them. 

Role of AR and VR

According to reports, as many as 78.65% shoppers 
iv abandon their carts before comple�ng a purchase.

Emerging technologies like AR and VR not only increase 

customer engagement but also result in improving 

conversion rates. Businesses would want to use AR/VR for:

!  Improving Awareness: These are the modern 

adver�sing and product experience techniques that 

engage customers and improve product awareness 

!  Saving Costs: The technology reduces marke�ng costs 

as customers experience the product online instead of 

at a store

!  Simula�ng Real Life: These technologies simulate real 

life scenarios, such as trying on eye wear or a jacket or 

seeing how furniture looks in the living room – allowing 

customers to make be�er choices 

!  Maximizing Sales: Immersion, engagement, and 

impact are the major reasons why AR/VR are the trend 

se�ers in e-commerce 

! Intelligent Product  Ar�ficial Intelligence (AI): 

Recommenda�ons With the use of big data, AI in e-

commerce is assis�ng customers with intelligent 

choices based on previous purchases, searched 

products, and online browsing habits

!  Machine Learning (ML)

#  Customer Segmenta�on, Personaliza�on, and 

Targeted Campaigns: The data collected from a 

customer’s purchase behavior, search history, wish 

list, the type of devices used, etc., are used as inputs 

for ML to create algorithms. Using these algorithms, 

retailers can run targeted campaigns that convert 

prospects into buyers

#  Op�mized Pricing: ML has the capability to 

implement dynamic pricing by taking into account 

mul�ple variables and factors. This gives the store the 

power to op�mize pricing for be�er conversion rates 
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#  Fraud Protec�on:  E-commerce stores are 

vulnerable to fraudulent ac�vi�es. Fraud can 

directly impact their reputa�on. ML can eliminate 

fraud by processing reams of exhaus�ve data 

speedily and proac�vely nip fraudulent ac�vi�es in 

the bud

# ML can be leveraged to  Op�mized Search Results: 

op�mize search results. This is done by combining 

search keywords, pa�erns in search, purchase 

behavior and preferences to drive higher conversions 

#  ML can be used to  Product Recommenda�ons:

create a product recommenda�on engine. These 

engines iden�fy trends in buying behavior to suggest 

suitable products to customers. McKinsey & Company 

found that 75% of what customers watched on Ne�lix 

was based on recommenda�ons; 35% of purchases 

made on Amazon were driven by recommenda�ons  v

#  ML can be leveraged to create  Customer Support: 

chatbots that iden�fy and resolve issues by conversing 

with the customer in a natural manner. This helps 

resolve common support issues, leaving Customer 

Support Representa�ves (CSR) to manage complex 

customer problems and drive customer sa�sfac�on 

# ML can predict and create  Omnichannel Marke�ng: 

dynamic workflows for omni-channel marke�ng, 

thereby targe�ng customers on their preferred 

channels with targeted promo�ons and push 

no�fica�ons in real �me 

Security  

!  E-commerce stores should use the Payment PCI/DSS: 

Card Industry Data Security Standard (PCI/DSS) to 

collect and store credit card informa�on. The PCI/DSS 

is an industry standard and is designed to keep 

customer informa�on secure and the business 

protected from reputa�onal damage resul�ng from 

compromised card data 

!  Interna�onal Organiza�on for Standardiza�on (ISO): 

The ISO provides guidelines that make sure an 

organiza�on’s products and processes are fit for 

purpose. ISO 27001:2013 covers high quality 

informa�on security management systems, risk aversion 

strategies and standard business prac�ces

!   PII is defined Personally Iden�fiable Informa�on (PII):

as informa�on (i) that directly iden�fies an individual 

(name, address, social security number or other 

iden�fying number or code, telephone number, email 

address, etc.) or (ii) by which an agency intends to 

iden�fy specific individuals in conjunc�on with other 

data elements—namely, indirect iden�fica�on. These 

data elements may include a combina�on of gender, 

race, date of birth, geographic indicator, and other 

descriptors. Protec�ng PII is cri�cally important when 

it comes to mee�ng data privacy regula�ons like 

General Data Protec�on Regula�on (EU GDPR)

!  Transport Layer Security (TLS), Secure Sockets Layer 

(SSL), and HTTPS Authen�ca�on: SSL authen�cates 

and encrypts informa�on over the internet. It is 

mandatory for all e-commerce stores to have an SSL 

cer�ficate. It serves as a trust signal to customers that 

the site is secure.

! Apart from this, the e-commerce store needs to be 

protected from Distributed Denial of Service (DDoS) 

a�acks, Brute-force a�acks, SQL injec�on, Cross Site 

Scrip�ng (XSS), Cross-Site Request Forgery (CSRF) by 

following the OWASP security compliance and having all 

the security protocols implemented at various levels 

of the infrastructure and e-commerce applica�on.

BI Analy�cs/Repor�ng 

The capabili�es of analy�cs and repor�ng tools plays an 

important role in analyzing e-commerce trends such as 

popular products, most searched products, etc., and 

crea�ng insights into customer behavior. 
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ITC Infotech’s Unique Framework 
for Digital Commerce Assessment

Our Framework

!  Aligning with the customer’s Digital Commerce 

vision/mission 

!  Business Domain Assessment (Retail/Fashion/ T&H) to 

iden�fy key requirements 

!  Digital Maturity Assessment 

#  Customer Assessment

#  Journey mappings 

#  User personas

#  Target segments

#  Design thinking

#  Technology Assessment

#  Hosted vs SaaS

#  E-commerce pla�orm evalua�on

#  Tools for order processing workflow

#  BI repor�ng and marke�ng/ analy�cal tools 

#  Opera�ons Assessment 

# Program design strategy

#  Choosing the right partners – Digital merchants/ 

payments, shipping/fulfillment 

#  Returns and refunds processing

#  Organiza�on and Culture Assessment 

#  Adaptability to change

#  Ease of implemen�ng a new solu�on

#  Partner Assessment

#  Merchants

#  Logis�cs

#  Marke�ng

#  Digital content and assets

#  Security and Compliance Assessment

#  Cloud infrastructure security

#  Standard compliance assessment

#  Performance Assessment

#  Load tes�ng/ Stress tes�ng

#  Holiday readiness assessment

!  To-be Architecture/ State 

#  Solu�on blueprin�ng

#  Roadmap 
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ITC Infotech’s Digital Commerce prac�ce has the experience, agility and domain exper�se to implement innova�ve, 

intui�ve and collabora�ve Digital Commerce solu�ons. With experience across Retail, Travel and Hospitality, Healthcare, 

Consumer Goods, and Fashion, ITC Infotech combines the technology experience with design thinking to create 

e-commerce solu�ons that set new benchmarks. This is backed by support op�ons and con�nuous development and 

deployment of upgrades for e-commerce applica�ons. 
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