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Foreword	
	

The	 Secretariat	 for	 Integral	 Development	 (SEDI)	 of	 the	 General	 Secretariat	 of	 the	
Organization	 of	 the	 American	 States	 (GS/OAS)	 supports,	 facilitates,	 and	 fosters	 integral	
development	in	the	member	states	in	coordination	with	measures	to	strengthen	democracy,	
multidimensional	security,	and	the	promotion	of	human	rights.	

	
The	 Executive	 OfFice	 (SEDI/EO)	 endeavors	 to	 mobilize	 resources	 for	 the	 formulation,	
promotion,	and	implementation	of	technical	cooperation	policies,	programs,	and	projects	in	
the	 area	 of	 integral	 development;	 Programs,	 projects	 and	 activities	 are	 geared	 towards	
strengthening	human	and	institutional	capacity	of	member	states.	

	
A	key	initiative	of	the	Secretariat	is	the	‘Economically	Empowered	Women	for	Equitable	
and	Resilient	Societies’	(WEE)	Project	to	empower	women-led	and	women-owned	MSMEs	
to	actively	participate	in	and	beneFit	from	the	digital	economy	and	build	sustainable	
livelihoods.	 This	project	is	being	implemented	in	six	countries	of	the	Eastern	Caribbean:	
Antigua	and	Barbuda,	Dominica,	Grenada,	Saint	Lucia,	St.	Kitts	and	Nevis,	and	St.	Vincent	
and	the	Grenadines,	and	as	such,	this	consultancy	opportunity	is	established	in	support	of	
this	project.	

The	OAS-SEDI	implements	the	WEE	Project	with	funding	from	the	U.S.	Permanent	Mission	
to	the	OAS	and	Meta.	

	

The	project	SID2103:	USDEP22/01	
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Disclaimer	

The	views	expressed	in	this	document	are	solely	those	of	the	author,	Ethniv,	and	do	not	
necessarily	reflect	the	views	of	the	OAS.	

	

	

E-Commerce	Fundamental	principles	of	e-commerce/Essential	digital	tools	and	
technologies	for	e-commerce	operations/	Digital	payment	systems	and	cross-border	

solutions			

	

Learning	Objectives	

	

At	the	end	of	this	session,	you	will	be	able	to:	

1.	 Understand	the	principles	and	key	components	of	e-commerce.		

2.	 Understand	the	types	of	e-commerce.		

3.	 Understand	the	main	elements	for	successful	e-commerce	operations.	

4.	 Be	able	to	identify	simple	e-commerce	solutions	for	your	business.	
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Module	1	Outline	
	

Topic	
	

	
Main	Elements	

1. Introduction	to	e-commerce		 § What	is	e-commerce	
§ Opportunities	and	Risks	
§ The	main	types	of	e-commerce	

participants	
2. Requirements	for	successful	e-

commerce	operations	
	

§ Know	the	most	important	issues	consider	
for	the	creation	of	a	successful	
e-commerce	business	

3. Types	of	Websites,	platforms,	
and	Marketplaces	

	

§ What	are	the	e-commerce	options	for	
your	business?	

4. Mobile	Compatibility	
	
	

§ Why	is	it	critically	to	your	eCommerce	
Journey		

5. Shopping	Cart	and	Checkout	
Process	

§ Closing	the	deal.	The	importance	of	
shopping	cart	navigation	

6. Payment	Gateway	Integration	
	

§ Types	of	online	payment	gateways	

7. Security	Measures	
	

§ Identify	e-commerce	security	measures	
for	your	business	

	
8. Digital	Marketing	and	SEO	

	
	

§ Ways	to	drive	trafFic	to	your	e-commerce	
site	

9. Customer	Relationship	
Management	(CRM)	Systems/	
Customer	Engagement	(CE)	

	

§ How	can	a	CRM	support	your	e-
commerce	business?	

10. Analytics	and	Reporting	Tools	 § What	are	the	main	metrics	to	watch	to	
support	your	ecommerce	growth	
strategy?	

11. Inventory	Management	 § How	can	effective	inventory	management	
support	ecommerce	business	growth?	

12. Logistics	and	Shipping	 § Efficient	logistics	operations	is	critical	to	
enhancing	customer	satisfaction.	
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Topic	
	

	
Main	Elements	

13. Product	Management	

	

§ Understand	the	importance	of	product	
management.	

§ Understand	the	main	elements	of	product	
management.	

14. Legal	and	Regulatory	
Compliance	

§ Understand	and	know	the	various	legal	
requirements	that	may	apply	in	your	
jurisdiction.	

	

	

	

	

	

	

1.1	 Introduction	to	E-Commerce	
	

1.1.1 What	is	E-commerce?	

E-commerce	as	the	buying	and	selling	of	goods	and	services	over	the	Internet.	

These	business	transactions	occur	either	as:	

§ Business	–to-business	
§ Business	to	consumer	
§ Consumer	to	consumer	
§ Consumer	to	business	and		
§ Government-	to	consumer	
§ Business	to	government		
§ Consumer	to	government		

	

E	commerce	is	conducted	using	a	variety	of	applications,	and	different	types	of	payment	
solutions	are	used	to	Finalize	transactions.	Electronic	commerce	draws	on	several	
technologies,	including	but	not	limited	to:	
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§ mobile	commerce	
§ electronic	funds	transfer	
§ supply	chain	management.	
§ internet	marketing	
§ online	transaction	processing	
§ electronic	data	interchange	(EDI)	
§ inventory	management	systems,	and		
§ automated	data	collection	systems.		

	

	

Modern	electronic	commerce	typically	uses	the	World	Wide	Web	for	at	least	one	part	of	the	
transaction's	life	cycle.	It	is	important	to	note	that	it	may	also	use	other	technologies	such	
as	e-mail.		

Typical	e-commerce	transactions	include	the	purchase	of	online	products	on	sites	such	as	
Amazon	and	Etsy,	or	music,	downloading	digital	preferences	from	platforms	such	as	the	
iTunes	Store.	It	may	also	include	the	purchase	of	professional	services	from	online	stores	
such	as	Angie’s	list,	the	rental	of	vacation	homes	on	Airbnb	and	the	securing	of	
transportation	on	Uber.	

E-commerce	businesses	may	employ	some	or	all	of	the	following	options:	

§ Online	shopping	web	sites	for	retail	sales	direct	to	consumers	
§ Providing	or	participating	in	online	marketplaces,	which	process	third	party	sales	
§ Business-to-business	buying	and	selling	
§ Gathering	and	using	demographic	data	through	web	contacts	and	social	media	
§ Business-to-business	(B2B)	electronic	data	interchange	
§ Marketing	to	prospective	and	established	customers	by	e-mail	or	fax	(for	example,	

with	newsletters)	
§ Engaging	in	retail	for	launching	new	products	and	services	
§ Online	Financial	exchanges	for	currency	exchanges	or	trading	purposes.	

	

1.1.2	 	 Opportunities	and	Risks	of	E-commerce	

Online	shopping	offers	numerous	beneFits.	However,	it	also	has	its	drawbacks.		

Advantages	of	online	shopping:	
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Opportunities	of	Ecommerce	for	MSMEs	

1. Increased	Market	Reach	
o DeIinition:	Ecommerce	enables	MSMEs	to	reach	a	global	audience	beyond	

their	local	markets.	
o BeneIit:	Businesses	can	access	a	broader	customer	base,	increasing	sales	

potential	and	brand	visibility.	
2. Cost	Reduction	

o DeIinition:	Ecommerce	can	lower	operational	costs	by	reducing	the	need	for	
physical	storefronts	and	enabling	more	efFicient	supply	chain	management.	

o BeneIit:	Savings	on	rent,	utilities,	and	in	some	cases,	inventory	storage	can	
improve	proFit	margins.	

3. Data	Analytics	
o DeIinition:	Ecommerce	platforms	offer	analytics	tools	that	provide	insights	

into	customer	behavior	and	sales	patterns.	
o BeneIit:	Businesses	can	make	informed	decisions,	personalize	marketing	

strategies,	and	optimize	inventory	management.	
4. 24/7	Availability	

o DeIinition:	Online	stores	can	operate	around	the	clock,	unlike	traditional	
physical	stores.	

o BeneIit:	Continuous	sales	opportunities	and	the	ability	to	serve	customers	
from	different	time	zones.	

5. Enhanced	Customer	Engagement	
o DeIinition:	Ecommerce	platforms	allow	for	direct	interaction	with	customers	

through	reviews,	feedback,	and	social	media.	
o BeneIit:	Building	stronger	customer	relationships,	improving	customer	

service,	and	fostering	brand	loyalty.	
6. Flexibility	and	Scalability	

o DeIinition:	Ecommerce	platforms	can	be	scaled	up	or	down	based	on	
business	needs.	

o BeneIit:	MSMEs	can	start	small	and	expand	their	operations	as	demand	
grows	without	signiFicant	upfront	investments.	

Risks	of	Ecommerce	

1. Cybersecurity	Threats	
o DeIinition:	Risks	related	to	data	breaches,	hacking,	and	other	cyber	threats.	
o Impact:	Potential	Financial	losses,	damage	to	reputation,	and	legal	liabilities	

due	to	compromised	customer	information.	
2. Increased	Competition	

o DeIinition:	The	global	nature	of	ecommerce	introduces	MSMEs	to	a	highly	
competitive	market.	

o Impact:	Small	businesses	may	struggle	to	compete	with	larger	companies	
that	have	more	resources	for	marketing	and	logistics.	

3. Logistics	and	Supply	Chain	Challenges	
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o DeIinition:	Complexities	in	managing	shipping,	returns,	and	inventory	across	
various	regions.	

o Impact:	Delays,	increased	costs,	and	potential	customer	dissatisfaction	if	
logistics	are	not	efFiciently	managed.	

4. Technology	Dependence	
o DeIinition:	Reliance	on	technology	platforms	and	tools	to	run	ecommerce	

operations.	
o Impact:	Downtime,	technical	issues,	and	the	need	for	constant	updates	can	

disrupt	business	activities.	
5. Regulatory	and	Compliance	Issues	

o DeIinition:	Navigating	different	legal	requirements,	tax	laws,	and	compliance	
standards	in	various	markets.	

o Impact:	Non-compliance	can	lead	to	legal	penalties,	Fines,	and	operational	
shutdowns.	

6. Customer	Trust	and	Retention	
o DeIinition:	Building	and	maintaining	trust	with	customers	in	a	virtual	

environment.	
o Impact:	Ensuring	product	quality,	handling	complaints	effectively,	and	

providing	excellent	customer	service	are	crucial	for	retaining	customers.	

	

1.1.3	 	 The	Participants	in	E-commerce	

There	are	several	different	types	of	e-commerce,	including:	

§ B2C	(Business-to-Consumer):	This	type	of	e-commerce	involves	businesses	selling	
products	or	services	directly	to	consumers.	Examples	include	online	retailers	such	
as	Amazon	or	eBay,	or	companies	that	sell	products	through	their	own	website.	
	

§ B2B	(Business-to-Business):	This	type	of	e-commerce	involves	businesses	selling	
products	or	services	to	other	businesses.	Examples	include	wholesalers	selling	to	
retailers,	or	manufacturers	selling	to	distributors.	
	

§ B2G	(Business-to-Government):	This	type	of	e-commerce	involves	businesses	
selling	products	or	services	to	government	agencies.	Examples	include	companies	
selling	equipment	to	government	agencies,	or	contractors	providing	services	to	the	
government.	
	

§ C2C	(Consumer-to-Consumer):	This	type	of	e-commerce	involves	consumers	
selling	products	or	services	to	other	consumers.	Examples	include	individuals	
selling	items	on	platforms	like	eBay	or	Etsy.	
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§ C2B	(Consumer-to-Business):	This	type	of	e-commerce	involves	consumers	selling	
products	or	services	to	businesses.	Examples	include	individuals	selling	their	
expertise	or	services	to	businesses,	or	consumers	selling	products	through	
platforms	like	Etsy	or	Alibaba.	
	

§ G2B	(Government-to-Business):	This	type	of	e-commerce	involves	government	
agencies	purchasing	products	or	services	from	businesses.	Examples	include	
government	agencies	contracting	with	companies	to	provide	goods	or	services.	
	

§ G2C	(Government-to-Consumer):	This	type	of	e-commerce	involves	government	
agencies	providing	products	or	services	directly	to	consumers.	Examples	include	
government	agencies	providing	services	such	as	healthcare	or	education.	
	

§ C2G	(Consumer-to-Government):	This	type	of	e-commerce	involves	consumers	
purchasing	products	or	services	from	government	agencies.	Examples	include	
individuals	purchasing	licenses	or	permits	from	the	government.	
	

	

	

	

Activity	

ReIlecting	on	the	information	provided	on	the	types	of	ecommerce	businesses,	what	
type	of	e-commerce	business	do	you	operate	or	plan	to	operate?	

	

	

	

1.2	E-Commerce	-	Requirements	
	

1.2.1	 	 Overview	of	key	requirements	

Requirements	for	a	Successful	Ecommerce	Journey	

1. Robust	Ecommerce	Platform	
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o DeIinition:	A	reliable	and	scalable	ecommerce	platform	(Your	own	website	
or	marketplace)	that	supports	the	business	needs.	

o Key	Aspects:	User-friendly	interface,	optimized	for	mobile,	secure	payment	
gateways,	and	integration	capabilities	with	other	business	tools.	And	Apps	

2. Clear	Value	Proposition	
o DeIinition:	A	compelling	reason	for	customers	to	choose	your	products	or	

services	over	competitors.	
o Key	Aspects:	Unique	product	offerings,	competitive	pricing,	exceptional	

customer	service,	and	clear	communication	of	beneFits.	
3. Effective	Digital	Marketing	Strategy	

o DeIinition:	A	comprehensive	approach	to	promoting	your	ecommerce	store	
online.	

o Key	Aspects:	Search	engine	optimization	(SEO),	social	media	marketing,	
email	marketing,	content	marketing,	and	paid	advertising	campaigns.	

4. High-Quality	Product	Listings	
o DeIinition:	Detailed	and	accurate	product	descriptions	with	high-resolution	

images.	
o Key	Aspects:	Clear	product	titles,	comprehensive	descriptions,	professional	

images,	and	customer	reviews.	
5. Seamless	User	Experience	

o DeIinition:	An	intuitive	and	hassle-free	shopping	experience	for	customers.	
o Key	Aspects:	Easy	navigation,	fast	loading	times,	straightforward	checkout	

process,	and	responsive	customer	support.	
6. Strong	Cybersecurity	Measures	

o DeIinition:	Protection	against	online	threats	and	ensuring	customer	data	
privacy.	

o Key	Aspects:	Secure	payment	processing,	SSL	certiFicates,	regular	security	
audits,	and	adherence	to	data	protection	regulations.	

7. Efficient	Logistics	and	Fulfillment	
o DeIinition:	Effective	management	of	order	processing,	inventory,	and	

shipping.	

o Delivery	is	the	focus	of	getting	the	products,	services	(Including	Access	to),	to	
the	end	consumer	while	maintaining	the	integrity	of	the	product	and	or	
service	as	described	on	your	ecommerce	website	or	marketplace.		

o Physical	distribution	refers	to	the	movement	of	Finished	goods	from	a	
company's	distribution	and	fulFilment	network	to	the	end	user.	In	
ecommerce,	physical	distribution	involves	several	ecommerce	supply	chain	
activities	including	warehousing,	inventory	control,	order	processing,	retail	
fulFilment,	and	shipping.	

o Digital	delivery	in	ecommerce	refers	to	the	process	of	providing	digital	
products	or	services	to	customers	electronically,	without	the	need	for	
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physical	shipping.	Examples	include	e-books,	Software,	Music	and	Videos,	
Online	Courses,	Digital	Art	and	Designs	
	

o "Access	to"	delivery	in	ecommerce	refers	to	providing	customers	with	
access	to	digital	products	or	services	via	online	platforms	or	accounts,	rather	
than	downloading	files.	Examples	include	Streaming	Services,	Subscription	
Software,	Online	Courses,	Membership	Sites,	E-Tickets	

o Key	Aspects:	Reliable	shipping	partners,	real-time	inventory	tracking,	
efFicient	order	processing	systems,	and	clear	return	policies.	

8. Customer	Relationship	Management	(CRM)	
o DeIinition:	Strategies	and	tools	for	managing	interactions	with	current	and	

potential	customers.	
o Key	Aspects:	Personalization	of	customer	interactions,	loyalty	programs,	

responsive	customer	support,	and	follow-up	communications.	
9. Performance	Analytics	and	Optimization	

o DeIinition:	Regular	analysis	of	ecommerce	performance	metrics	to	identify	
areas	for	improvement.	

o Key	Aspects:	Tracking	key	performance	indicators	(KPIs)	such	as	conversion	
rates,	average	order	value,	customer	acquisition	cost,	and	customer	lifetime	
value.	

10. Adaptability	and	Innovation	
o DeIinition:	The	ability	to	adapt	to	market	changes	and	continuously	

innovate.	
o Key	Aspects:	Staying	updated	with	industry	trends,	incorporating	customer	

feedback,	experimenting	with	new	technologies,	and	evolving	the	business	
model.	

	

	

	

	

Activity	

ReIlecting	on	the	information	provided	on	the	requirements	for	building	a	successful	
e-commerce	operation…	

-	 Which	of	these	requirements	do	you	believe	currently	is,	or	will	be	a	challenge	
for	your	business?	Why?	

-	 Which	of	these	requirements	currently	is,	or	will	be	a	strength	of	your	
business	operation	online?	Why?	
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1.3	 Types	of	Websites/	E-Commerce	Platforms	
	

1.3.1	 Types	of	e-commerce	Solutions	

				Own	Website	

• Definition:	An	independent	online	store	built	and	managed	by	the	business	on	its	
own	domain.	This	method	provides	full	control	over	the	ecommerce	experience,	
from	design	and	branding	to	customer	interaction	and	data	management.	

• Examples:	
o Shopify:	A	comprehensive	ecommerce	platform	that	allows	businesses	to	

build	custom	online	stores.	Shopify	provides	templates,	payment	gateways,	
and	various	apps	for	inventory	management,	marketing,	and	analytics.	
Businesses	can	start	from	scratch	and	scale	as	they	grow.	

o WordPress	with	WooCommerce:	A	combination	of	a	content	management	
system	(WordPress)	and	an	ecommerce	plugin	(WooCommerce).	This	setup	
is	highly	customizable,	allowing	businesses	to	add	ecommerce	functionality	
to	their	existing	WordPress	site.	WooCommerce	supports	product	listings,	
shopping	carts,	and	payment	processing.	

o Squarespace:	A	website	builder	with	ecommerce	functionality,	enabling	
businesses	to	create	visually	appealing	online	stores	with	built-in	tools	for	
product	management,	marketing,	and	analytics.	

• How	They	Work:	
o Shopify:	Users	sign	up	for	an	account,	choose	a	template,	customize	their	

store,	add	products,	set	up	payment	methods,	and	launch	their	store.	Shopify	
handles	hosting,	security,	and	technical	maintenance.	

o WooCommerce:	Users	install	the	WooCommerce	plugin	on	their	WordPress	
site,	configure	settings,	add	products,	and	integrate	payment	gateways.	The	
site	owner	is	responsible	for	hosting,	security,	and	updates.	
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o Squarespace:	Users	create	a	website	using	Squarespace’s	drag-and-drop	
builder,	add	ecommerce	functionality,	list	products	or	services,	and	manage	
sales	through	an	integrated	dashboard.	

Marketplaces	

• Definition:	Established	ecommerce	platforms	that	host	multiple	sellers,	providing	a	
ready-made	infrastructure	for	selling	products	and	services.	These	platforms	offer	
access	to	a	large	customer	base	and	built-in	trust.	

• Examples:	
o Amazon:	A	global	marketplace	where	businesses	can	list	products	for	sale.	

Amazon	handles	many	aspects	of	the	transaction,	including	payment	
processing,	customer	service,	and	fulfillment	through	its	FBA	(Fulfillment	by	
Amazon)	program.	

o eBay:	An	online	auction	and	shopping	site	where	businesses	and	individuals	
can	sell	new	and	used	items.	Sellers	can	choose	between	auction-style	
listings	and	fixed-price	listings.	eBay	provides	tools	for	listing,	payment	
processing,	and	shipping.	

o Etsy:	A	marketplace	focused	on	handmade,	vintage,	and	unique	goods.	Sellers	
create	shops,	list	products,	and	manage	their	own	fulfillment.	Etsy	offers	
marketing	tools	and	analytics	to	help	sellers	grow	their	businesses.	

o Fiverr:	A	marketplace	for	freelance	services	where	individuals	and	
businesses	can	offer	and	purchase	various	digital	services,	such	as	graphic	
design,	writing,	and	programming.	

o Upwork:	A	platform	that	connects	freelancers	with	businesses	seeking	
professional	services,	including	web	development,	marketing,	and	consulting.	

o Thumbtack:	A	service-based	marketplace	where	professionals	offer	services	
such	as	home	improvement,	event	planning,	and	personal	training.	

• How	They	Work:	
o Amazon:	Sellers	create	an	account,	list	products,	and	choose	between	

fulfilling	orders	themselves	or	using	Amazon’s	FBA	service.	Amazon	charges	
fees	for	listing,	selling,	and	optional	services.	

o eBay:	Sellers	set	up	an	account,	create	product	listings	with	descriptions	and	
photos,	and	choose	auction	or	fixed-price	formats.	eBay	handles	payment	
processing	through	PayPal	or	its	own	managed	payments	system.	

o Etsy:	Sellers	open	a	shop,	list	products	with	detailed	descriptions	and	photos,	
and	manage	orders	and	shipping.	Etsy	charges	listing	fees	and	takes	a	
commission	on	sales.	

o Fiverr:	Freelancers	create	profiles	and	list	services	(gigs)	with	descriptions,	
prices,	and	delivery	times.	Buyers	can	browse	gigs,	place	orders,	and	
communicate	directly	with	sellers.	Fiverr	takes	a	commission	on	each	
transaction.	

o Upwork:	Freelancers	create	profiles	highlighting	their	skills	and	experience.	
Businesses	post	job	listings,	and	freelancers	can	bid	on	projects	or	be	invited	
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to	apply.	Upwork	facilitates	communication,	payment,	and	project	
management,	taking	a	fee	from	freelancers’	earnings.	

o Thumbtack:	Professionals	create	profiles	and	list	services	offered.	
Customers	search	for	services,	view	profiles,	and	request	quotes.	Thumbtack	
charges	professionals	for	leads	or	takes	a	commission	on	completed	services.	

Social	Media	Platforms	

• Definition:	Using	social	media	sites	to	sell	products	and	services	directly	to	
consumers	by	integrating	ecommerce	functionality	into	social	media	profiles	and	
posts.	

• Examples:	
o Facebook	Shops:	A	feature	that	allows	businesses	to	create	online	stores	on	

Facebook	and	Instagram.	Businesses	can	list	products,	customize	their	shop,	
and	connect	with	customers	directly	through	social	media.	

o Instagram	Shopping:	Enables	businesses	to	tag	products	in	posts	and	
stories,	making	it	easy	for	users	to	shop	directly	from	the	app.	Businesses	can	
create	product	catalogs	and	link	them	to	their	posts.	

o LinkedIn	ProFinder:	A	service	that	connects	freelancers	and	consultants	
with	businesses	looking	for	professional	services,	such	as	writing,	design,	
and	marketing.	

o Pinterest	Shopping:	Allows	businesses	to	create	shoppable	Pins	that	link	
directly	to	product	pages.	Users	can	browse	and	purchase	products	without	
leaving	the	Pinterest	platform.	

• How	They	Work:	
o Facebook	Shops:	Businesses	set	up	a	shop	through	their	Facebook	Page	or	

Instagram	profile,	upload	products,	and	customize	their	storefront.	
Customers	can	browse	and	purchase	products	directly	on	Facebook	or	
Instagram.	

o Instagram	Shopping:	Businesses	create	a	product	catalog	through	
Facebook’s	Commerce	Manager,	link	it	to	their	Instagram	account,	and	tag	
products	in	their	posts	and	stories.	Users	can	view	product	details	and	make	
purchases	within	the	app.	

o LinkedIn	ProFinder:	Freelancers	and	consultants	create	profiles	
showcasing	their	expertise.	Businesses	post	project	needs,	and	LinkedIn	
matches	them	with	suitable	professionals.	Communication	and	project	
management	occur	through	the	platform.	

o Pinterest	Shopping:	Businesses	upload	product	catalogs	to	Pinterest,	create	
shoppable	Pins,	and	link	them	to	their	ecommerce	site.	Users	click	on	the	
Pins	to	view	product	details	and	make	purchases.	

	

a. The	sharing	economy	
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Many	sharing	economy	platforms	are	in	fact	peer	to	peer	marketplaces.	Also	called	"switch"	
marketplaces,	sharing	economy	platforms'	users	will	characteristically	switch	between	
buying	and	selling	services	or	goods,	such	as	on	Airbnb.	

Seeing	that	the	sharing	economy	in	large	part	originates	from	the	open-source	movement	it	
is	only	Fitting	that	there	are	now	two	open-source	initiatives	to	provide	a	free	and	
collaboratively	built	solution	to	build	marketplaces	(Cocorico	&	Sharetribe).	

	

b. Online	marketing	intermediaries	

The	intermediaries	in	online	environment	marketing	that	offer	customers	a		

destination	site	about	connecting	online	customer	with	product	information,	for	example,	
some	search	engines,	like	Google,	Facebook	and	MSN.	This	method	is	easier	for	customer	to	
gather	information,	and	have	a	preview	about	the	product.	Such	as	the	price	and	the	
product	detail	information.	Online	intermediaries	enable	customer	and	online	seller	
maximizes	the	efFiciency	and	effectiveness.	
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The	Platforms	 About	the	platform	 Link	

	

	
	
	
	
	
	

	
eBay	is	a	multinational	e-
commerce	corporation,	
facilitating	online	
consumer-to	consumer	
and	business-to-
consumer	sales.		
	
In	addition	to	its	auction-
style	sales,	the	website	
has	since	expanded	to	
include	"Buy	It	Now"	
shopping;	shopping	by	
UPC,	ISBN,	or	other	kind	
of	SKU	number	(via	
Half.com);	online	
classiFied	advertisements	
(via	Kijiji	or	eBay	
ClassiFieds);	online	event	
ticket	trading	(via	
StubHub);	and	other	
services.		
	
The	website	is	free	to	use	
for	buyers,	but	sellers	are	
charged	fees	for	listing	
items	after	a	limited	
number	of	free	listings,	
and	again	when	those	
items	are	sold.	

	
eBay.com	

	
	

	
	
	
	

	
Amazon	is	the	largest	
Internet-based	retailer	in	
the	world	by	total		
sales	and	market	
capitalization.	
Amazon.com	started	as	
an	online	bookstore	and	
later	diversiFied	to	sell	
DVDs,	Blu-rays,	CDs,	
video	
downloads/streaming,		

	
Amazon.com	
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The	Platforms	 About	the	platform	 Link	

MP3	
downloads/streaming,	
audiobook	
downloads/streaming,	
software,	video	
games,	electronics,	
apparel,	furniture,	food,	
toys,	and	jewelry.	The	
company		
also	produces	consumer	
electronics—notably,	
Kindle	e-readers,	Fire	
tablets,	Fire	TV,	and	
Echo—and	is	the	world's	
largest	provider	of	cloud	
infrastructure		
services	(IaaS	and	PaaS).	
Amazon	also	sells	certain	
low-end	products	like	
USB	cables	under	its	in-
house	brand	Amazon	
Basics.	

	

	
	
	
	
	

	
Etsy	is	a	peer-to-peer	
(P2P)	e-commerce	
website	focused	on	
handmade	or	vintage	
items	and	supplies,	as	
well	as	unique	factory-
manufactured	items.	
These	items	cover	a	wide	
range,	including	art,	
photography,	clothing,	
jewelry,		
food,	bath	and	beauty	
products,	quilts,	knick-
knacks,	and	toys.	Many	
sellers	also	sell	craft	
supplies	such	as	beads,	
wire	and	jewelry-making	
tools.		
	

	
Etsy.com	
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The	Platforms	 About	the	platform	 Link	

The	site	follows	in	the	
tradition	of	open	craft	
fairs,	giving	sellers	
personal	storefronts	
where	they	list	their	
goods	for	a	fee	of	
US$0.20	per	item.	

	

	
	
	

	
Shopify	is	a	user-friendly	
e-commerce	platform	
that	helps	small	
businesses	build	an	
online	store	and	sell	
online	through	one	
streamlined	dashboard.	
Shopify	merchants	can	
build	a	modern	online	
store	and	sell	on	social	
media	sites,	seller	
marketplaces,	other	
blogs	and	websites	and	
via	email,	text	and	chat.	

	
Shopify.com	

	
	
	
	
	
	
	

	
	
WooCommerce	is	an	
open-source	Flexible	
software	solution	built	
for	WordPress-based	
websites.	It's	commonly	
used	to	create	online	e-
commerce	shops.		
	
With	this	software	
solution,	anyone	can	turn	
their	regular	website	
into	a	fully	functioning	
online	store,	complete	
with	all	the	necessary	e-
commerce	features.	

	
	
Woocommerce.com	

	

	

Other	Resources:	



 Module 1 – Fundamentals of Ecommerce  
 

OAS WEE Project: Capacity Building in Digital Transformation for Success in the International Digital Marketplace  
for Women MSMEs in the Eastern Caribbean   

 

19 

Comparison	of	shopping	cart	software:	
https://en.wikipedia.org/wiki/Comparison_of_shopping_cart_software	

	

	

	

	

	

Activity	

ReIlecting	on	the	information	provided	on	the	various	types	of	e-commerce	
platforms,	which	platform	do	you	believe	is	best	suited	for	your	business?	Why?	

	

	

	

	

1.4	 Mobile	Compatibility	
	

1.4.1		 	 What	is	mobile	compatibility?	

A	mobile	compatible	website	is	a	website	that	is	viewable	on	a	Smartphone	or	Tablet.		

Here	are	some	interesting	facts:	

§ Mobile	devices	(excluding	tablets)	accounted	for	58.33%	of	global	website	trafFic	in	
Q1	2023	(Source:	Statista).	
	

§ 95.8%	use	mobile	phones	to	access	the	internet.	By	comparison,	almost	62.9%	use	
laptops	or	desktops	(Source:	Statista).	
	

§ Mobile	connectivity	in	the	Caribbean	has	seen	growth	in	the	industry	with	28	
million	unique	mobile	subscribers	as	of	Q2	2022,	a	market	penetration	of	63.7%,	
according	to	the	GSMA,	short	of	the	global	market	penetration	of	67.1%.	

https://en.wikipedia.org/wiki/Comparison_of_shopping_cart_software
https://www.statista.com/statistics/1289755/internet-access-by-device-worldwide/
https://en.wikipedia.org/wiki/Comparison_of_shopping_cart_software
https://www.statista.com/statistics/1289755/internet-access-by-device-worldwide/
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With	the	majority	of	users	accessing	websites	via	smartphones,	a	mobile-friendly	design	
ensures	that	your	site	is	accessible	to	a	broader	audience.	It	also	improves	SEO,	enhances	
user	experience,	and	increases	conversion	rates.	

	

1.4.3	 	 Why	is	Mobile	friendly	ecommerce	important		

M-commerce	(mobile	commerce)	is	the	buying	and	selling	of	goods	and	services	through	
wireless	handheld	devices	such	as	cellular	telephone	and	personal	digital	assistants	(PDAs).	
M-commerce	enables	users	to	access	online	shopping	platforms	without	the	use	of	a	
desktop	computer.	Over	time,	content	delivery	through	wireless	devices	has	become	faster,	
more	secure	and	scalable.	As	a	result,	mobile	commerce	has	grown	rapidly.		

M-commerce	includes	the	ability	to	conduct	the	following	transactions	using	mobile	
devices:	

§ Mobile	shopping	–	This	enables	customers	to	buy	a	product	using	a	mobile	device	
using	an	application	(Apps	–	Mainly	from	the	Google	App	Store	and	Apple	App	Store)	
such	or	mobile	friendly	website	
	

§ Mobile	banking	–	This	is	online	banking	designed	for	handheld	technology.	It	
enables	customers	to	access	accounts	and	brokerage	services,	conduct	Financial	
transactions,	pay	bills	and	make	stock	trades.	This	is	typically	done	through	a	secure,	
dedicated	app	provided	by	the	banking	institution.		
	

§ Mobile	payments	–	This	is	an	alternative	to	traditional	payment	methods,	such	as	
cash,	check,	credit	and	debit	cards.	They	enable	users	to	buy	products	in	person	
using	a	mobile	device.	Digital	wallets,	such	as	Apple	Pay,	let	customers	buy	products	
without	swiping	a	card	or	paying	with	cash.	Other	mobile	payment	apps,	include	
Zelle,	PayPal,	Venmo	and	Xoom.	Mobile	consumers	also	use	QR	codes	to	pay	for	
things	on	their	mobile	phones.	With	mobile	payments,	users	send	money	directly	to	
the	recipient's	cell	phone	number	or	bank	account	in	certain	jurisdictions.	

	

1.4.4	 	 m-Commerce	vs.	e-Commerce	

E-commerce	and	m-commerce	are	similar,	but	they	come	with	a	few	distinctions	from	each	
other,	such	as	the	following:	

§ Mobility.	E-commerce	transactions	can	be	conducted	through	a	desktop	computer	
where	the	user	is	in	a	Fixed	spot.	This	reduces	mobility	as	it	can	be	difFicult	to	move	
around	a	desktop	device.	M-commerce	offers	greater	mobility	as	it	is	conducted	
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through	handheld	devices	that	can	be	used	anywhere	there	is	an	internet	
connection,	including	buses,	trains	and	airplanes	or	when	exercising	at	the	gym.	

	

§ Location	tracking.	Many	e-commerce	apps	make	use	of	location	tracking	
capabilities	to	pitch	users	opportunities	based	on	their	location.	However,	the	
location	tracking	capability	of	e-commerce	is	limited	when	it	is	used	with	a	
nonmobile	device.	For	example,	the	location	of	an	e-commerce	shopper	is	tracked	
with	their	IP	address.	While	the	IP	address	provides	a	broad	region	of	the	user's	
location,	it	is	not	capable	of	identifying	the	exact	location,	which	might	affect	the	
targeted	advertising	strategies	of	a	business.	M-commerce	apps,	on	the	other	hand,	
can	track	locations	using	Wi-Fi	and	GPS-based	technologies	that	enable	location-
speciFic	content	and	personalized	recommendations.	For	instance,	a	provider	can	
send	push	notiFications	offering	personalized	discounts	that	target	certain	
customers	as	they	walk	past	a	speciFic	store	in	a	mall.	(Be	mindful	of	privacy	laws	
that	restrict	these	tracking	without	explicit	permission	from	mobile	device	
owner/user)	

	

§ Security.	Credit	cards	are	still	commonly	used	for	nonmobile	e-commerce	
payments.	They	are	considered	riskier	than	other	online	payment	methods,	even	
with	security	measures,	such	as	multifactor	authentication.	Most	data	breaches	and	
identity	thefts	happen	because	of	credit	card	misuse.	M-commerce	closes	some	
security	gaps	through	the	addition	of	measures	such	as	biometric	authentication-	
Tracing	purchases	back	to	a	mobile	device	can	help	to	ensure	accountability	from	
the	consumer	perspective	and	reduce	chargebacks	from	the	merchant/seller	
perspective.	

§ Reachability	and	convenience.	M-commerce	makes	it	easier	to	reach	a	target	
audience.	With	mobile	apps,	businesses	can	reach	more	people	and	make	their	
buying	experience	easier	and	faster.	

	

1.5	 Importance	of	Shopping	Cart	Selection	for	Your	
Ecommerce	Websites	(closing	the	deal)	

	
	

1.5.1	 E-commerce	Shopping	Cart	–	DeIinition	
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An	ecommerce	shopping	cart	is	software	that	lets	customers	select,	store,	and	manage	
items	before	buying	them.	It	reFlects	the	concept	of	shopping	in	a	store.	You	can	add	items	
to	the	cart	that	you	want	to	buy,	change	the	quantity,	and	get	a	total	cost	before	Finishing	the	
transaction.	

	

1. User	Experience	(UX)	
o Smooth	Checkout	Process:	A	well-designed	shopping	cart	ensures	that	

customers	can	easily	add	items,	view	their	selections,	and	proceed	to	
checkout	without	confusion	or	frustration.	

o Cart	Abandonment	Reduction:	Simplifying	the	shopping	and	checkout	
process	can	signiFicantly	reduce	the	rate	of	cart	abandonment,	where	
customers	leave	without	completing	their	purchase.	

2. Functionality	and	Features	
o Inventory	Management:	Advanced	shopping	carts	integrate	with	inventory	

management	systems	to	update	stock	levels	in	real-time,	preventing	
overselling	and	stockouts.	

o Payment	Processing:	Shopping	carts	support	multiple	payment	gateways,	
allowing	customers	to	choose	their	preferred	method	of	payment	securely.	

o Discounts	and	Promotions:	They	enable	the	application	of	discount	codes,	
promotions,	and	dynamic	pricing,	enhancing	marketing	strategies	and	
customer	satisfaction.	

3. Security	
o Data	Protection:	A	secure	shopping	cart	ensures	that	customer	data,	

including	payment	information,	is	encrypted	and	protected	against	cyber	
threats,	building	trust	with	users.	

4. Scalability	
o Growth	Support:	As	the	business	grows,	a	scalable	shopping	cart	can	handle	

increased	trafFic,	more	products,	and	complex	operations	without	
compromising	performance.	

5. Integration	Capabilities	
o Third-Party	Integrations:	Shopping	carts	that	easily	integrate	with	other	

tools	and	platforms	(e.g.,	CRM,	email	marketing,	analytics)	streamline	
business	operations	and	enhance	overall	efFiciency.	

Options	for	Shopping	Carts	

1. Hosted	Shopping	Carts	
o Shopify:	An	all-in-one	ecommerce	platform	that	includes	a	robust	shopping	

cart	with	built-in	features	like	inventory	management,	payment	processing,	
and	shipping	integrations.	

§ Advantages:	
§ Easy	to	set	up	and	use,	even	for	non-technical	users.	
§ Comprehensive	customer	support	and	resources.	
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§ Regular	updates	and	security	measures	handled	by	Shopify.	
§ Disadvantages:	

§ Monthly	subscription	fees	can	be	costly	for	small	businesses.	
§ Limited	customization	compared	to	open-source	solutions.	
§ Additional	transaction	fees	if	not	using	Shopify	Payments.	

o BigCommerce:	Similar	to	Shopify,	it	offers	a	comprehensive	shopping	cart	
solution	with	extensive	customization	options	and	scalability	for	growing	
businesses.	

§ Advantages:	
§ No	transaction	fees.	
§ Strong	SEO	capabilities.	
§ Supports	multiple	currencies	and	B2B	functionality.	

§ Disadvantages:	
§ Higher	costs	for	advanced	plans.	
§ Limited	free	themes	and	design	customization.	
§ Learning	curve	for	new	users.	

2. Self-Hosted	Shopping	Carts	
o WooCommerce:	A	popular	choice	for	WordPress	sites,	WooCommerce	is	a	

flexible,	open-source	shopping	cart	plugin	that	integrates	seamlessly	with	
WordPress.	It	offers	extensive	customization	options	through	various	plugins	
and	themes.	

§ Advantages:	
§ Highly	customizable	and	extendable	with	plugins.	
§ Cost-effective	with	no	monthly	fees.	
§ Large	community	and	support	resources.	

§ Disadvantages:	
§ Requires	hosting	and	technical	management.	
§ Can	become	complex	with	too	many	plugins.	
§ Performance	issues	with	large	stores	if	not	optimized.	

o Magento	(Adobe	Commerce):	An	open-source	ecommerce	platform	that	
provides	a	powerful	and	scalable	shopping	cart	solution	suitable	for	larger	
businesses	with	complex	needs.	It	offers	extensive	customization	and	
integration	capabilities.	

§ Advantages:	
§ Highly	customizable	and	scalable	for	large	businesses.	
§ Extensive	feature	set	for	advanced	ecommerce	needs.	
§ Strong	community	and	professional	support	options.	

§ Disadvantages:	
§ Requires	signiFicant	technical	expertise	to	manage.	
§ High	hosting	and	development	costs.	
§ Complex	setup	and	maintenance.	

3. Plug-and-Play	Shopping	Carts	
o Ecwid:	A	shopping	cart	solution	that	can	be	easily	embedded	into	existing	

websites,	blogs,	or	social	media	pages.	It’s	designed	for	small	businesses	
looking	to	add	ecommerce	functionality	without	rebuilding	their	site.	
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§ Advantages:	
§ Easy	integration	with	existing	websites	and	platforms.	
§ Supports	multiple	sales	channels,	including	social	media.	
§ Free	plan	available	for	small	stores.	

§ Disadvantages:	
§ Limited	customization	compared	to	self-hosted	solutions.	
§ Advanced	features	require	higher-tier	plans.	
§ Dependency	on	Ecwid's	platform	for	functionality.	

o Snipcart:	A	JavaScript-based	shopping	cart	that	can	be	added	to	any	website,	
allowing	developers	to	maintain	full	control	over	the	design	and	functionality	
while	adding	ecommerce	capabilities.	

§ Advantages:	
§ Full	design	and	functional	control	for	developers.	
§ Lightweight	and	easily	integrated	into	any	website.	
§ Transparent	pricing	based	on	transaction	volume.	

§ Disadvantages:	
§ Requires	technical	knowledge	to	implement.	
§ Limited	out-of-the-box	features	compared	to	larger	platforms.	
§ Reliance	on	third-party	services	for	additional	functionality.	

4. Open-Source	Shopping	Carts	
o PrestaShop:	An	open-source	ecommerce	solution	that	offers	a	flexible	

shopping	cart	with	a	wide	range	of	features	and	modules,	suitable	for	
businesses	that	need	customization	and	control.	

§ Advantages:	
§ Free	to	use	with	extensive	customization	options.	
§ Large	community	and	marketplace	for	modules	and	themes.	
§ No	transaction	fees.	

§ Disadvantages:	
§ Requires	technical	knowledge	to	set	up	and	maintain.	
§ Hosting	and	development	costs	can	add	up.	
§ Performance	can	be	an	issue	without	proper	optimization.	

o OpenCart:	Another	open-source	option,	OpenCart	provides	a	robust	and	
customizable	shopping	cart	solution	with	a	large	marketplace	for	extensions	
and	themes.	

§ Advantages:	
§ Free	to	use	with	a	user-friendly	interface.	
§ Extensive	range	of	extensions	and	themes.	
§ Good	for	small	to	medium-sized	businesses.	

§ Disadvantages:	
§ Limited	out-of-the-box	features	for	large-scale	businesses.	
§ Requires	technical	management	and	regular	updates.	
§ Can	have	compatibility	issues	with	extensions.	



 Module 1 – Fundamentals of Ecommerce  
 

OAS WEE Project: Capacity Building in Digital Transformation for Success in the International Digital Marketplace  
for Women MSMEs in the Eastern Caribbean   

 

25 

Key	Features	to	Consider	When	Selecting	a	Shopping	Cart	

1. Ease	of	Use:	Intuitive	interface	for	both	customers	and	administrators.	
2. Customization	Options:	Ability	to	tailor	the	shopping	cart	to	match	your	brand	and	

speciFic	needs.	
3. Payment	Gateway	Support:	Compatibility	with	multiple	payment	methods	and	

gateways.	
4. Security	Features:	SSL	certiFication,	PCI	compliance,	and	other	security	measures.	
5. Mobile	Responsiveness:	Ensure	the	cart	works	smoothly	on	mobile	devices.	
6. Customer	Support:	Availability	of	reliable	support	for	troubleshooting	and	

assistance.	
7. Analytics	and	Reporting:	Tools	to	track	sales,	customer	behavior,	and	other	

important	metrics.	
8. SEO-Friendly:	Features	that	help	improve	the	search	engine	ranking	of	your	online	

store.	
	

Picking	the	best	software	will	make	the	shopping	cart	experience	seamless	and	customers	
more	likely	to	buy.	This	is	the	last	place	a	customer	visits	before	they	make	a	purchase.	You	
don’t	want	to	lose	them	here	to	shopping	cart	abandonment.	

The	average	cart	abandonment	rate	is	almost	70%.	When	you	choose	the	right	ecommerce	
shopping	cart	for	your	online	store,	you	can	salvage	many	of	these	lost	sales	and	boost	your	
conversion	rate.	

	

	

	

	

Activity	

ReIlecting	on	the	information	provided	in	this	section	and	the	needs	of	your	
business,	what	are	the	things	you	will	look	out	for	when	choosing	a	shopping	cart?		

	

1.6.	Payment	Gateway	Integration	
	

1.6.1	 	 What	does	payment	gateway	integration	mean?	
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Payment	gateway	integration	is	a	way	for	ecommerce	companies	to	smoothly	accept	digital	
payments	from	customers.		

An	online	payment	gateway	ensures	fast	and	secure	transfer	of	a	customer's	personal	and	
payment	information	between	an	ecommerce	application	and	one	or	several	payment	
processing	systems.	

	

1.6.2	 	 Types	of	online	payment	gateways	

There	are	several	types	of	online	payment	gateways,	each	providing	speciFic	functionality	
and	requiring	a	different	approach	to	integration.	

§ A	hosted	payment	gateway	

The	customer	is	redirected	away	from	the	company’s	app	checkout	page	to	the	payment	
gateway	provider's	website	to	complete	a	payment.	After	the	payment	is	complete,	the	
customer	is	redirected	back	to	the	app.	Payment	processing	and	sensitive	data	storage	is	on	
the	payment	gateway	provider’s	side.		

	

	

	

Pros:	

-	A	fast	and	easy	way	to	enable	digital	payments	with	no	need	to	establish	direct	integration	
with	a	payment	processing	network.	

-	No	need	to	store	sensitive	data	and	obtain	necessary	security	compliance	certiFication.	

Cons:	

-	Lack	of	control	over	a	payment	gateway,	which	enhances	operational	and	security	risks.	

-	Unsatisfactory	customer	payment	experience	due	to	lengthy	and	complicated	checkout.	

-	The	scope	of	payment	handling	functionality	is	deFined	by	the	payment	gateway	provider	
and	cannot	be	changed	when	needed.	

	

§ A	Direct	Post	payment	gateway	

A	company	relies	on	a	third-party	payment	gateway,	but	its	clients	don’t	need	to	leave	an	
app’s	checkout	page	to	complete	a	purchase.	Upon	payment	initiation,	sensitive	customer	
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and	payment	data	is	instantly	transferred	from	the	app’s	back	end	to	the	third-party	
payment	gateways’	server	for	processing	and	storage.	

	

Pros:	

-	Consistent	user	experience	due	to	fast	and	convenient	checkout.	

-	No	need	to	store	sensitive	data	and	maintain	PCI	DSS	compliance.	

Cons:	

-	High	security	requirements	to	the	integration	solution.	

-	Limited	customization	options	in	terms	of	payment	processing	functionality	and	
customers’	checkout	experience.	

	

§ A	self-hosted	white-label	payment	gateway	

A	prebuilt	payment	gateway	integrates	directly	into	the	company’s	application	via	ready-to-
use	or	custom	APIs,	and	the	checkout	process	takes	place	within	the	app	end	to	end.	

	

Pros:	

-	A	large	degree	of	control	over	processing	and	storage	of	customers’	personal	and	payment	
data.	

-	Flexibility	in	terms	of	payment	gateway	customization	and	branding.	

Cons:	

-	Full	responsibility	for	protection	and	storage	of	sensitive	data,	which	requires	obtaining	
PCI	DSS	compliance.	

-	Substantial	customization	efforts	to	tailor	the	solution	to	a	company’s	business	needs.	

-	Costly	and	time-consuming	integration	with	legacy	apps.	

	

§ A	self-hosted	custom	payment	gateway	

A	custom	payment	gateway	integrates	directly	into	the	company’s	application	via	custom	
APIs,	and	the	checkout	process	takes	place	within	the	app	end	to	end.	



 Module 1 – Fundamentals of Ecommerce  
 

OAS WEE Project: Capacity Building in Digital Transformation for Success in the International Digital Marketplace  
for Women MSMEs in the Eastern Caribbean   

 

28 

	

Pros:	

Unique	functionality	(any	chosen	payment	method,	sophisticated	recurring	payments,	etc.)	
tailored	to	a	company’s	speciFic	digital	payment	processing	needs.	

Complete	control	over	the	payment	processing	Flow.	

Seamless	integration	even	with	legacy	applications.	

No	fees	for	the	intermediary	services.	

Minimized	operational	and	security	risks	due	to	eliminated	dependence	on	third-party	
payment	processors.	

The	ability	to	monetize	a	payment	gateway	by	offering	payment	handling	services	to	other	
companies.	

	

Cons:	

The	need	to	design	a	solution	from	scratch	extends	the	integration	project	timeframes.	

Responsibility	for	maintaining	and	supporting	payment	processing	infrastructure	and	
achieving	PCI	DSS	compliance	is	fully	on	the	company’s	side.	

	

Popular	payment	gateways	include:	

1. Authorize.net:	Best	for	fraud	prevention	
2. Stax:	Best	for	high-value	transaction	
3. Payline	Data:	Best	for	subscription-based	businesses	
4. Shopify:	Best	for	ecommerce	startups	
5. Helcim:	Best	for	high-volume	sellers	
6. Elavon:	Best	for	integrating	with	existing	point-of-sale	(POS)	systems	
7. Square:	Best	for	retailers	
8. Stripe:	Best	for	customization	–		
9. Clover:	Best	for	restaurants	
10. PayPal:	Best	for	versatile	payment	solutions	–	Available	in	some	parts	of	the	

Caribbean	
11. First	Atlantic:	Available	in	the	Caribbean	
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1.6.3	 	 Factors	to	consider		

When	choosing	a	payment	gateway,	here	are	some	factors	to	consider:	

§ What	are	the	options	available	in	our	region?	
§ What	are	the	options	available	to	the	target	consumer?	
§ What	is	the	preferred	integration	method	(hosted,	self-hosted,	direct	post(in	case	of	

opting	for	a	market-available	payment	gateway)		
§ What	are	the	costs	your	business	is	willing	to	absorb	-	Setup	fees	for	a	gateway	and	a	

merchant	account	plus	costs	to	obtain	mandatory	certiFication.	
§ What	are	the	required	modiFications?	
§ How	is	the	gateway	rated	in	terms	of	performance,	availability,	scalability,	and	

security	requirements	for	the	integrated	system.	

	

	

	

	

	

	

	

	

Activity	

ReIlecting	on	the	information	provided	in	this	section	and	the	needs	of	your	
business,	what	are	the	things	you	will	look	out	for	when	choosing	a	payment	
gateway?		

	

	

	

1.7.	SECURITY	MEASURES	
	

1.7.1	 	 What	is	e-commerce	security?	
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Ecommerce	security	is	a	set	of	guidelines	that	ensures	safe	online	transactions.	Just	like	
physical	stores	invest	in	security	guards	or	cameras	to	prevent	theft,	online	stores	need	to	
defend	against	cyberattacks.	According	to	the	2020	Trustwave	Global	Security	Report,	the	
retail	industry	was	the	most-targeted	sector	for	cyberattacks.	

To	adequately	protect	your	company	from	attack,	you	First	need	to	know	four	key	terms	
that	are	essential	to	understanding	ecommerce	security	protocols.	

	

1.7.2	 	 Common	e-commerce	security	threats	

§ Privacy:	In	the	context	of	ecommerce	security,	privacy	involves	preventing	
unauthorized	internal	and	external	threats	from	accessing	customer	data.	
Disrupting	customer	privacy	is	considered	a	breach	of	conFidentiality	and	could	have	
devastating	consequences	for	your	customers’	privacy	and	your	reputation	as	a	
retailer.	Privacy	measures	include	antivirus	software,	Firewalls,	encryption,	and	
other	data	protection	measures.	
	

§ Integrity:	This	refers	to	how	accurate	a	company’s	customer	data	is.	Maintaining	a	
clean,	curated	customer	dataset	is	critical	to	running	a	successful	ecommerce	
business.	Using	incorrect	customer’s	data	—	such	as	their	phone	number,	address,	
or	purchase	history	—	causes	people	to	lose	conFidence	in	your	ability	to	protect	
their	data	and	in	your	company	as	a	whole.	
	

§ Authentication:	This	proves	that	your	business	does	what	it	claims	and	that	
customers	are	who	they	say	they	are.	Your	site	should	have	at	least	some	proof	that	
it	sells	what	it	says	it	does	and	delivers	those	goods	according	to	expectations.	Using	
customer	quotes	throughout	your	website	and	publishing	case	studies	are	two	
strategies	for	adding	to	your	business’s	credibility.	Customers	should	also	be	
required	to	verify	their	identities	before	processing	their	online	transactions.	
Requiring	two-factor	authentication	or	using	magic	links	to	log	customers	into	their	
accounts	are	examples	of	customer	authentication.	
	

§ Non-repudiation:	This	means	neither	a	company	nor	a	customer	can	deny	
transactions	they’ve	participated	in.	Non-repudiation	is	somewhat	implicit	in	
physical	stores	but	pertains	to	online	purchases	as	well.	Non-repudiation	measures	
like	digital	signatures	ensure	that	neither	party	can	deny	a	purchase	after	it	has	been	
made.	
	

1.7.3	 	 Common	ecommerce	security	threats	
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§ Phishing:	This	is	a	method	of	cyberattack	that	tricks	victims	into	providing	
conFidential	personal	information	—	like	passwords	or	social	security	numbers	—	
via	email,	text,	or	phone.	
	

§ Malware	—	short	for	“malicious	software”	—	is	speciFically	designed	to	disrupt,	
damage,	or	gain	unauthorized	access	to	a	computer	system.	For	example,	
ransomware	is	a	type	of	malware	that	encrypts	a	victim’s	Files	until	they	pay	the	
attacker	to	release	them.	
	

§ SQL	injection	-	While	storing	data	in	a	structured	query	language	(SQL)	server	
database	is	a	fairly	normal	practice,	it’s	not	automatically	secure.	SQL	servers	store	
data	in	a	series	of	tables	that	can	be	retrieved	by	applications	using	requests	or	
“queries.”	If	these	servers	are	unprotected,	attackers	can	write	and	inject	their	own	
queries,	giving	them	access	to	view	or	change	any	information	in	an	SQL	database.	
	

§ Cross-site	scripting	(XSS)	–	This	occurs	when	an	attacker	inserts	a	piece	of	
malicious	code	into	a	web	page.	Although	XSS	doesn’t	impact	the	entire	site,	it	
exposes	customers	on	that	page	to	cyberattacks	like	phishing	and	malware.	
	

§ Brute	force	attacks	-	These	are	an	attempt	to	gain	access	to	your	site	by	targeting	
an	online	store’s	administrator	console	and	trying	to	Figure	out	its	password	by	
“brute	force.”	Once	an	attacker	establishes	a	connection	to	your	site,	they’ll	run	
automated	programs	called	scripts	to	guess	every	possible	combination	of	letters,	
numbers,	and	characters	that	could	make	up	your	password.	
	

§ E-skimming	-	This	is	a	method	of	stealing	credit	card	information	and	personal	data	
from	payment	processors	on	ecommerce	sites.	In	this	attack,	hackers	gain	access	to	
checkout	pages	and	capture	payment	information	as	customers	type	it	in	real	time.	
E-skimming	can	result	from	XSS,	phishing,	or	brute	force	attacks.	
	

§ Spam	-	This	is	an	irrelevant	message	that	prompts	users	to	click	on	malicious	links.	
Spammers	often	use	email	to	spread	these	links,	but	they	may	also	leave	infected	
links	in	comments	on	a	blog,	social	media	post,	or	contact	forms.	Spam	impacts	a	
website’s	security	and	slows	browsing	speeds.	
	

§ Bots	–	These	are	designed	to	scrape	websites	for	pricing	and	inventory.	Hackers	
then	gain	access	to	the	site	and	use	this	information	to	hike	prices	or	add	the	most	
popular	inventory	to	their	shopping	carts.	When	customers	can’t	buy	what	they	
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want	or	need,	sales	decline	and	stores	may	experience	negative	reviews	or	bad	
press.	
	

§ Trojan	horses	–	These	are	a	type	of	malware	disguised	as	useful	programs.	Because	
Trojan	horses	seem	benign,	team	members	or	customers	may	download	them	onto	
their	computers,	at	which	point	malware	code	is	activated	and	attackers	can	steal	
personal	information.	
	

1.7.4	 	 Best	practices	in	e-commerce	security	

Hackers	are	always	inventing	new	strategies	for	stealing	data.	In	addition	to	protecting	
against	known	threats,	there	are	some	general	best	practices	for	ecommerce	security.	

1.		 Use	multilayer	security	

Multilayer	security	is	the	practice	of	adding	secondary	or	tertiary	layers	of	security	controls	
throughout	a	technology	system.	If	one	layer	is	compromised,	attackers	have	to	penetrate	at	
least	one	other	layer	to	get	the	information	they	are	seeking.	Multiple	security	layers	add	
more	obstacles	attackers	have	to	break	through	to	inFiltrate	your	site.	

2.	 Secure	your	website	with	SSL	certiIicates	

Secure	sockets	layer	(SSL)	certiFicates	verify	a	website's	identity	and	serve	as	an	encrypted	
connection.	SSL	certiFicates	protect	credit	card	details	and	other	potentially	sensitive	
transactions	that	occur	on	your	ecommerce	website	and	prevent	hackers	from	using	your	
site	as	part	of	a	phishing	attack.	

3.		 Use	Iirewalls	

Firewall	software	and	plugins	allow	trusted	trafFic	but	keep	untrusted	connections	off	of	an	
ecommerce	site.	Regulating	trafFic	Flow	makes	detecting	any	anomalies	easier	and	stops	
them	before	they	enter	your	network.	This	makes	Firewalls	especially	useful	for	protecting	
against	cyber	threats	like	XSS,	spam,	and	malicious	SQL	injections.	

4.	 Install	antivirus	and	antimalware	software	

Attackers	often	use	stolen	credit	card	information	to	place	orders,	which	puts	your	store	at	
risk	of	enabling	fraudulent	activity.	Antivirus	and	antimalware	software	uses	sophisticated	
algorithms	to	Flag	malicious	transactions	and	provide	fraud	risk	scores	to	determine	
whether	transactions	are	legitimate.	Regularly	scanning	your	site	can	greatly	reduce	
malware	attacks.	
	

5.	 Train	your	staff	
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All	employees	should	be	aware	of	regulations	that	protect	customer	information.	Enforcing	
password	updates,	limiting	access	to	sensitive	information,	and	requiring	employee	
cybersecurity	and	privacy	training	are	all	steps	you	can	take	to	decrease	your	liability.	And	
remember	to	revoke	access	to	all	systems	when	employees	leave,	so	they	can’t	sell	data	to	
cyber-attackers	or	commit	cybercrimes	themselves.	
	

6.		 Educate	your	clients	

Some	lapses	in	security	happen	as	a	result	of	customer	behavior.	Customers	have	logins	to	
many	sites	and	sometimes	reuse	the	same	password	over	and	over.	Requiring	long,	complex	
passwords	and	reminding	customers	about	the	risks	of	phishing	attacks	decreases	the	
potential	for	cyberattacks.	
	

7.	 Backup	your	information	

All	data	should	be	routinely	backed	up	so	that	it	can	be	restored	in	the	event	of	a	breach	or	
system	crash.	While	most	security	tips	aim	to	prevent	cyberattacks,	you	need	to	have	a	plan	
in	place	to	recover	data	if	other	security	methods	fail.	
	

	

	

	

Activity	

ReIlecting	on	the	information	provided	in	this	section	and	the	needs	of	your	
business,	identify	at	least	2	ecommerce	security	strategies	that	you	will	deIinitely	
employ	in	your	e-commerce	operations?	

	
	
1.8.	Digital	Marketing	And	Seo	
	

1.8.1	 	 What	is	digital	marketing?	

Digital	marketing,	also	called	online	marketing,	is	the	promotion	of	brands	to	connect	with	
potential	customers	using	the	internet	and	other	forms	of	digital	communication.	This	
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includes	not	only	email,	social	media,	and	web-based	advertising,	but	also	text	and	
multimedia	messages	as	a	marketing	channel.		

	

1.8.2	 	 Ecommerce	Marketing	Channels	

There	are	many	ways	to	drive	trafFic	to	your	e-commerce	site.		

§ Search	Engine	Optimization	(SEO):	SEO	stands	for	'Search	Engine	Optimization',	
which	is	the	process	of	getting	trafFic	from	free,	organic,	editorial,	or	natural	search	
results	in	search	engines.	It	aims	to	improve	your	website's	position	in	search	results	
pages	(SERPs).		
	
SEO	offers	you	the	highest	return	on	investment	of	all	the	ecommerce	digital	
marketing	channels	yet,	it	is	often	overlooked.	If	your	ecommerce	store	ranks	on	
search	engines,	you	will	make	sales	from	the	highly	converting	trafFic	you	will	get	as	
a	result.	And	this	trafFic	is	at	no	expense	of	yours.	
	

§ Search	Engine	Marketing	(SEM):	It	takes	time	for	ecommerce	websites	(in	fact	any	
website)	to	rank	on	search	engines	but	all	hope	is	not	lost.	You	can	pay	search	engine	
networks	to	make	your	ecommerce	site	appear	in	their	advertising	section.	This	
channel	is	also	referred	to	as	pay-per-click	advertising.	
	

§ Content	Marketing:	One	of	the	ways	to	give	value	to	customers	and	position	yourself	
as	an	authority	in	your	niche	is	to	create	high	quality	content	that	helps	them.	
Whether	it’s	a	simple	“how	to”	guide,	blog	post,	explainer	video	or	infographics,	
content	marketing	is	a	sure-Fire	way	to	stay	on	top	of	their	mind	if	it	addresses	their	
pain-points	in	an	engaging	way.	
	

§ Email	Marketing:	Contrary	to	what	most	people	will	want	you	to	believe,	email	
marketing	is	not	dead.	It	is	a	cost-effective	tool	to	follow-up	on	leads	and	keep	your	
customers	engaged	with	your	brand.		With	the	right	email	automation	platform,	you	
can	use	scheduled	emails	to	announce	new	products,	share	promo	codes	and	
discounts	while	with	triggered	emails	you	can	send	personalized	messages	based	on	
customer	behaviours	like	abandoned	cart	email.	
	

§ Social	Media	Marketing:	More	than	90%	of	mobile	internet	users	are	on	social	
media	thus,	making	it	an	invaluable	ecommerce	digital	channel	to	online	store	
owners.	You,	however,	do	not	have	to	be	on	all	social	media	networks	to	be	
successful,	you	only	need	to	be	where	your	target	audience	and	pitch	your	tent	
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there.	And	with	a	good	strategy,	you	can	drive	both	free	and	paid	trafFic	to	your	
website.	
	

§ Pay-per-click	(PPC):	This	is	a	type	of	internet	marketing	that	involves	advertisers	
paying	a	fee	each	time	one	of	their	ads	is	clicked.	Simply,	you	only	pay	for	advertising	
if	your	ad	is	actually	clicked	on.	It's	essentially	a	method	of	'buying'	visits	to	your	
site,	in	addition	to	driving	website	visits	organically.	
	

1.8.3	 	 Tactics	to	Supercharge	your	Ecommerce	Marketing	

1. Improve	Buyer	Experience:	The	ecommerce	space	gets	more	and	more	
competitive,	one	of	the	ways	to	stand	out	is	to	exceed	the	expectations	of	your	site	
visitors	and	customers.	Make	it	fun	to	shop	on	your	site.	Respond	to	their	inquiries	
on	time.	Ensure	the	checkout	process	is	seamless	and	intuitive.	Ask	for	their	
feedback	and	act	on	it.	
	

2. Retargeting	-	You’ve	probably	experienced	this	yourself	when	you	checked	out	a	
product	on	a	website	but	didn’t	buy	the	product.	Afterwards,	you	see	ads	for	the	
same	product	on	almost	every	website	you	visit.	Well,	that’s	retargeting.	It’s	simply	
sending	targeted	ads	at	internet	users	who	have	interacted	with	your	ecommerce	
brand	in	the	past.	This	interaction	is	however	not	limited	to	website	visits.	It	may	
also	include	email	subscription,	social	media	engagement,	abandoned	cart	etc.	
	

3. Test!	Test!!	Test!!!	-	A	mistake	many	make	especially	after	making	some	sales	is	to	
think	they’ve	got	things	Figured	out.	However,	sometimes	a	little	tweak	like:	a	change	
in	button	placement,	change	of	colors	etc.	can	cause	a	remarkable	difference	in	
revenue.	Hence,	the	need	to	test	different	ecommerce	site	elements	from	time	to	
time.	

	

	

	
	

	

Activity	

ReIlecting	on	the	information	provided	in	this	section	which	of	these	strategies	are	
you	most	comfortable	in	employing?	Which	strategy	do	you	think	is	most	effective	for	
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your	business?	Do	you	have	the	skills	in	your	business	to	employ	them?	If	not,	what	
can	you	do	to	engage	those	skills	given	your	current	availability	of	resources?		

	

	

1.9	 Customer	Relationship	Management	(CRM)	Systems	
	

1.9.1	 	 What	is	a	customer	relationship	management	(CRM)	system?	

CRM	software	records	and	stores	important	customer	information	(i.e.	preferred	contact	
method,	account	information,	and	potential	customer	leads)	all	in	one	location.	Utilizing	
traditional	CRM	software	in	daily	operations	is	beneFicial	because	it	helps	businesses	
understand	how	to	adequately	interact	with	their	customers	and	satisfy	their	needs.	It	also	
provides	those	in	sales	with	customer	proFile	detailing	information	on	past	purchases	and	
outreach	history.	

E-commerce	CRM	(e-CRM)	primarily	focuses	on	the	sales	and	customer	experiences	that	
are	conducted	online.	Like	traditional	CRM,	e-CRM	is	able	to	analyze	customer	information	
and	sales	patterns	and	record	and	store	data.	Most	e-CRM	software	also	has	the	ability	to	
analyze	your	site’s	metrics,	for	example:	

§ Conversion	rates;	
§ Customer	click-through	rate;	
§ E-mail	subscription	opt-ins;	
§ Which	products	customers	are	interested	in.	

	

1.9.2	 The	importance	of	CRM	for	e-commerce	sites	

The	beneFits	of	a	CRM	to	e-commerce	include:	

§ A	better	understanding	of	supply	and	demand;	
§ Seeing	if	your	customers	are	able	to	navigate	your	site	without	any	issues;	
§ Better	customer	service;	
§ Easy	check	out	processes.	
§ A	decrease	in	loss	and	costs	(due	to	the	ability	to	better	record	customer	sales);	
§ Having	the	ability	to	create	advertisements	that	are	aimed	at	your	target	audience.	

	

1.9.3	 Choosing	an	e-commerce	CRM	
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It	is	important	for	businesses	to	take	the	time	to	Find	an	e-CRM	solution	that	Fits	their	
speciFic	needs.	Here	are	some	tips	to	help	you	select	a	CRM	platform	that	complements	your	
business.	

§ Create	a	plan	on	how	you	wish	to	use	this	solution	to	help	grow	your	business;	
§ Think	about	how	the	solution	will	work	and	integrate	with	other	business	platforms	

and	tools;	
§ Consider	how	to	train	your	employees	on	the	new	integration	and	explain	the	

importance	of	it	to	them;	
§ Understand	the	amount	of	time	and	effort	it	takes	to	factor	in	an	e-CRM	solution;	
§ Make	sure	it	is	within	your	budget	to	integrate	the	solution;	
§ Read	the	CRM	directions	prior	to	selecting	it	to	make	sure	they	are	easy	to	

comprehend	(you	don’t	want	to	choose	a	difFicult	solution);	

	

	

	

Activity	

ReIlecting	on	the	information	provided	in	this	section	why	do	you	think	it	is	
important	for	your	business	to	maintain	a	CRM?	

	

	

1.10.					Analytics	And	Reporting	Tools	
	

5.10.1		 What	is	Ecommerce	Analytics?	

Ecommerce	analytics	is	the	collection	and	analysis	of	data	from	an	online	store	to	inform	
business	decisions.	It	tracks	metrics	like	sales,	customer	behavior,	and	website	
performance,	providing	insights	to	optimize	marketing	strategies,	improve	customer	
experience,	and	increase	overall	proFitability.	

Marketers	use	analytics	to	show	return	on	investment	(ROI)	for	campaigns	and	make	better	
decisions	to	increase	sales,	reduce	costs,	and	make	business	improvements.	Ecommerce	
analytics	helps	centralize	and	manage	data,	and	involves	the	gathering	and	merging	of	data	
about	customers,	products,	and	markets.	
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Analytics	offers	useful	techniques	and	metrics	that	are	most	useful	for	continuously	
monitoring	business	performance	and	are	helpful	in	identifying	and	solving	problems	in	
real	time.	

	

	

	

	

	

1.10.2		 The	BeneIits	of	Ecommerce	Analytics	

There	are	several	reasons	why	an	ecommerce	business	should	utilize	analytics:	

§ Understand	marketing	data	

Good	marketing	analytics	software	keeps	all	your	data	in	one	place.	You	can	keep	tabs	on	all	
your	campaigns,	from	social	ads	to	emails	to	marketing	automations.	You	can	also	see	real-
time	stats,	so	you	can	know	what’s	working	quickly	and	make	better	decisions	about	where	
to	put	your	marketing	dollars.	Analytics	help	you	measure	marketing	performance	and	
improve	decision	making,	so	you	can	become	a	more	strategic	business.		

	

§ Uncover	trends	

Modern	ecommerce	data	analytics	platforms	treat	your	data	as	an	interconnected	system,	
allowing	you	to	uncover	trends	and	patterns	in	your	business.	It	gives	you	the	ability	to	
understand	how	your	business	is	performing,	now	and	in	the	future.		

To	condense	data	and	make	it	visible	in	as	little	time	as	possible,	you	can	rely	on	marketing	
analytics	to	show:	

o The	number	of	visitors	to	your	website	by	referrals	and	marketing	campaigns	
o The	actions	visitors	take	on	your	website	over	speciFic	periods	of	time	
o Most-visited	pages	during	busy	shopping	seasons	
o What	devices	people	visit	your	store	on	

	

§ Use	customer	data	

The	beauty	of	marketing	analytics	is	that	brands	can	collect,	manage,	and	use	customer	
data.	Customers	can	take	certain	actions	in	your	store	and	your	marketing	analytics	will	
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pick	up	each	interaction.	Without	proper	marketing	analytics	and	reporting,	you	can’t	Figure	
out	who	is	on	your	site.	

Growth,	engagement,	and	revenue	reports	help	you	understand	customer	behaviors.	You	
can	easily	Find	out	who	interacted	with	your	content	and	if	they	clicked,	bought,	or	
downloaded	something,	so	you	can	create	content	that	resonates	with	them.	

	

1.10.3		 General	types	of	ecommerce	analytics	

There	are	Five	metrics	you	can	objectively	follow:	

1. Customer	lifetime	value	(CLV).	How	much	you	will	proFit	from	your	average	
customer	during	the	time	they	remain	a	customer.	For	example,	if	your	typical	client	
comes	back	to	your	store	three	times	to	buy	something,	spends,	on	average,	$100	
per	purchase,	and	your	proFit	margin	is	10%	($10),	that	customer’s	CLV	is	$30.	
	

2. Returning	visitors.	The	percentage	of	users	who	return	to	your	site	after	their	First	
visit.	This	number	is	a	clear	indication	that	people	liked	what	they	saw.		
	

3. Time	on	site.	The	average	amount	of	time	users	spend	on	your	site	per	visit.	If	
people	are	spending	time	on	your	site,	it	shows	they’re	having	a	good	customer	
experience.	
	

4. Pages	per	visit.	The	average	number	of	pages	users	navigate	on	your	site	in	a	single	
visit.	A	high	number	of	pages	per	visit	(around	four)	indicates	people	are	interested	
in	what	you’re	selling.	
	

5. Bounce	rate.	The	percentage	of	users	who	visit	a	single	page	on	your	website	and	
leave	before	taking	any	action.	A	high	bounce	rate	(usually	higher	than	57%)	means	
your	site	is	not	giving	a	good	First	impression.	A	user	may	bounce	because	of	poor	
design,	unmet	expectations,	or	slow	page-loading	time.	

With	the	exception	of	CLV,	which	you	need	to	calculate	yourself,	the	above	metrics	can	
easily	be	accessed	through	Google	Analytics.	They	appear	on	the	First	page,	as	soon	as	you	
log	in.	

	

1.10.4		 Analytics	for	customer	acquisition	efIiciency	
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For	an	online	business,	becoming	more	cost-efFicient	means	better	managing	of	marketing	
efforts.	Your	goal	during	the	customer	acquisition	efFiciency	phase	is	ensuring	your	website	
is	easy	to	navigate	and	quick	to	load	so	visitors	have	the	best	possible	user	experience.	

The	main	metrics	to	watch	while	improving	your	customer	acquisition	efFiciency	are:	

1. Conversion	rate.	The	percentage	of	people	that	visited	your	website	and	either	
signed	up	or	made	a	purchase	is	called	the	conversion	rate.	This	is	an	important	
number,	because	the	lower	your	conversion	rate,	the	more	expensive	and	time	
consuming	it	will	be	to	make	a	sale.	On	average,	the	ecommerce	conversion	rate	for	
stores	is	between	1%	and	4%.	
	

2. Page	load	time.	When	your	pages	take	too	long	to	load,	conversion	rates	will	be	
affected,	which	will	have	a	negative	impact	on	your	customer	acquisition	efFiciency.	
With	more	competition	and	lower	attention	spans,	users	get	frustrated	after	waiting	
just	two	seconds	for	a	page	to	load.	
	

3. Customer	acquisition	cost	(CAC).	CAC	measures	the	amount	of	money	you’re	
spending	to	acquire	each	customer.	Since	customer	acquisition	is	the	main	
expenditure	in	ecommerce,	if	your	CAC	is	higher	than	the	lifetime	value	of	a	
customer,	you	will	be	operating	at	a	loss.	

	

1.10.5			 Analytics	for	scaling	growth	

In	ecommerce,	scaling	refers	to	growing	sales.	There’s	nothing	wrong	with	running	a	slow-
growing	company	that	simply	helps	pay	the	bills.	But	if	you	have	a	popular	product	that	a	
lot	of	people	want	to	buy,	why	not	try	to	sell	as	many	as	possible?	

As	you’re	scaling	growth,	the	key	metrics	to	watch	are:	

§ Transactions.	Make	sure	growth	is	steady	by	improving	your	number	of	
transactions	weekly	or	even	daily.	
	

§ Average	order	value	(AOV).	Selling	more	items	or	higher-priced	products	per	
transaction	will	help	you	improve	your	overall	business	performance.	
	

§ Revenue.	Make	sure	your	monthly	revenue	numbers	are	going	up.	
	

§ Unique	visitors.	If	all	your	other	metrics	are	trending	up,	then	your	unique	number	
of	visitors	will	naturally	reFlect	more	sales	and	revenue.	Just	be	careful	not	to	pay	too	
much	attention	to	this	metric	before	the	above	numbers	are	also	positive.	Make	sure	
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to	manage	your	CLV/CAC	ratio	while	you	grow	unique	visitors	so	you	remain	
proFitable.	
	
	

	

	

	

Activity	

Let’s	go	to	Google	Analytics	and	review	the	metrics	that	are	available	there.	

	

	
	

1.11.	 Inventory	Management	
	

1.11.1		 What	is	ecommerce	inventory	management?	

Inventory	management	is	sourcing,	storing,	and	selling	stock.	It	is	knowing	how	much	stock	
you	have,	how	much	it	should	sell	at,	where	to	keep	it,	and	how	long	to	keep	it	for.	

Understanding	how	to	manage	inventory	is	crucial	for	any	business	–	large	or	small.	It	
prevents	waste,	saves	costs,	and	saves	time.	Keeping	on	top	of	supply	creates	more	
customer	focus	as	it	gives	people	the	products	they	want.	

	

5.11.2		 Why	inventory	control?	

Inventory	control	doesn’t	have	to	be	complicated,	but	it	is	always	important.	
Understanding	stock	levels	helps	you	with	knowing;	

§ When	to	re-order.	First,	you	need	to	know	when	stock	is	running	low.	You	don’t	
want	to	be	in	a	position	where	you	cannot	provide	products	for	customers.	Think	of	
it	as	doing	a	weekly	shop.	If	you	are	running	out	of	milk,	you	don’t	wait	until	the	
carton	is	empty	before	you	buy	more.	
	

§ How	much	to	re-order.	Say	you	own	an	online	pet	shop.	The	squeaky	carrot	toys	
have	been	selling	much	more	than	you	predicted.	So,	you	need	to	order	more	of	
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those	in.	Yet,	you	don’t	want	to	over-order	and	have	piles	of	high-pitched	toys	piling	
up	in	the	warehouse.	Managing	inventory	helps	steady	numbers	too.	
	

§ How	many	more	to	order.	Keeping	with	the	toy	example,	if	the	carrot	is	selling	
well,	will	a	squeaky	tomato	sell	well	too?	Accurate	inventory	tracking	will	also	help	
with	the	purchasing	and	success	of	new	products.	
	

§ How	long	stock	can	stay	out/in	the	warehouse.	This	is	something	that	may	seem	
a	little	obvious	for	things	like	perishables.	But	without	proper	inventory,	a	lot	of	
goods	may	end	up	unaccounted	for	and	unsold.	Left	either	to	go	out	of	date	or	out	of	
fashion.	

	

1.11.3		 Top	10	beneIits	of	Inventory	Management	

These	are:	

1. Increased	sales	
2. Increased	information	transparency	
3. Shorter	lead	times	
4. Lower	costs	
5. Improved	delivery	performance	
6. Increased	employee	efFiciency	
7. Accurate	planning	
8. Decreased	stock-outs	
9. Increased	customer	loyalty	
10. Increased	inventory	turn-over	

	

1.11.4		 Choosing	the	right	inventory	management	software	

According	to	Wasp,	43%	of	small	businesses	still	use	manual	methods	to	manage	inventory.	
What	this	really	means	is	43%	of	small	Firms	are	vulnerable	to	mistakes.	So,	having	a	
software	tool	assisting	in	avoiding	chaos	and	human	error	is	essential.	

Here	are	some	questions	to	ask	yourself	in	making	the	decision:	

§ How	many	users	will	require	access?	
§ Does	the	software	allow	for	scalability	as	your	company	grows?	
§ Can	the	software	integrate	with	other	systems?	
§ Can	they	provide	data	migration	assistance?	
§ Does	the	system	allow	for	customized	reporting?	
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§ Are	you	allowed	to	audit	the	history	of	your	inventory?	
§ Does	the	software	allow	you	to	prevent	stolen,	lost	or	misplaced	inventory?	
§ Do	you	need	to	access	the	inventory	management	software	on	multiple	devices?	
§ What	is	the	quality	of	their	technical	support	during	troubleshooting?	

	

Based	on	the	most	common	criteria,	you	want	to	Find	software	that:	

§ Can	analyze	data	in	real-time;	
§ Analyze	data	and	optimize	inventory	
§ Takes	overstocking	and	understocking	into	account;	
§ Considers	seasonality;	
§ Makes	adjustments	for	where	the	product	is	in	its	lifecycle	
§ Leverages	price	optimization	giving	you	recommendations	on	when	to	sell	at	higher	

or	lower	price	points,	and	what	sells	best	in	which	season.	

	

1.11.5		 Ecommerce	inventory	management	software	

Here	are	a	few	ecommerce	inventory	management	software	solutions	(this	is	not	an	
exhaustive	list):	

1.		inFlow	inventory	
	
inFlow	Inventory	limitations	
Limited	scalability	for	large	or	rapidly	
growing	ecommerce	businesses	
Integration	constraints	may	also	require	
additional	manual	work	or	custom	
development	
	
inFlow	Inventory	pricing	

• Entrepreneur:	$110/month		
• Small	Business:	$279/month		
• Mid-size:	$549/month	
• Enterprise:	$1319/month	

	
inFlow	Inventory	ratings	and	reviews	
G2:	4.1/5	(30+	reviews)	
Capterra:	4.6/5	(400+	reviews)	

2.	Sage	Inventory	Advisor	
	
Sage	Inventory	Advisor	limitations	

• Could	be	overly	complex	for	small	
businesses	with	simple	inventory	
needs	

• The	level	of	customization	available	
may	not	fully	accommodate	unique	
business	processes	or	speciFic	
industry	requirements,	limiting	its	
adaptability		

	
Sage	Inventory	Advisor	pricing	

• Starts	at	$199/month	
	
Sage	Inventory	Advisor	ratings	and	reviews	
G2:	Not	enough	reviews	
Capterra:	Not	enough	reviews	

3.	Katana	
	

Katana	limitations	

4.	SkuVault	
	
SkuVault	limitations	
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Setting	up	integrations	with	certain	
ecommerce	platforms	can	be	complex	
Katana’s	reporting	capabilities	may	lack	
advanced	features	needed	for	in-depth	
analysis	
	
Katana	pricing	

§ Starter:	$199/month	
§ Standard:	$399/month	
§ Professional:	$899/month	
§ Professional	Plus:	$1999/month	

	
Katana’s	ratings	and	reviews	
G2:	4.4/5	(30+	reviews)	
Capterra:	4.7/5	(160+	reviews)	

May	have	a	steep	learning	curve	for	some	
users	due	to	its	comprehensive	features	
and	customization	options	
Some	users	have	found	the	repetitive	
scanning	process	to	be	time-consuming	
	
SkuVault	pricing	

§ Custom	pricing	
	
SkuVault	ratings	and	reviews	
G2:	Not	enough	reviews	
Capterra:	4.3/5	(50+	reviews)	

5.	Cin7	Core	limitations	
	
Cin7	Core	limitations		

§ May	have	a	steep	learning	curve	for	
users	due	to	its	extensive	features	
and	customization	options	

§ Complex	implementation	process,	
requiring	signiFicant	time	and	
resources	to	set	up	and	integrate	
with	existing	systems	

	
Cin7	Core	pricing	

§ Standard:	$295/month	
§ Pro:	$449/month	
§ Advanced:	$999/month	
§ Omni:	Custom	pricing	

	
Cin7	Core	ratings	and	reviews	
G2:	4.2/5	(150+	reviews)	
Capterra:	4.3/5	(400+	reviews)	

	

	

	

	

	

	

Activity	
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How	do	you	currently	manage	your	inventory?	What	are	the	man	challenges	in	your	
inventory	management	that	you	believe	an	inventory	management	software	can	help	
you	resolve.	What	is	your	strategy	to	implement	such	a	solution?	

	

	

	

	

1.12.	 Logistics	And	Shipping	
	

1.12.1	What	is	ecommerce	logistics?	

Ecommerce	logistics	refers	to	the	processes	of	storing	and	shipping	inventory	for	an	online	
store	or	marketplace.	Ecommerce	logistics	starts	with	moving	inventory	from	the	
manufacturer	and	lasts	until	it	arrives	at	the	end	customer’s	destination.	This	includes	
inventory	management,	picking,	packing,	and	shipping	of	online	orders.	

With	so	many	millions	of	packages	shipped	across	the	country	on	any	given	day,	it’s	vital	
that	systems	are	in	place	to	keep	them	on	track	and	make	sure	they’re	delivered	to	the	right	
place	on	time.	

Digital	fulFillment	is	one	of	the	most	critical	pieces	of	ecommerce	logistics,	which	includes:	

§ Inventory	management	
§ Warehousing	and	storage	
§ Order	fulFillment,	or	the	picking,	packing,	and	shipping	orders	

	

1.12.2		 Five	factors	from	cart	to	customer	

The	journey	to	the	consumer	is	split	into	two	parts:	from	manufacturers	to	retailers	and	
from	retailers	to	end	consumers.	Let	us	review	the	players	in	this	journey:	

1. Suppliers	

Suppliers	or	manufacturers	are	those	who	have	inventory	ready	to	ship	to	a	business	
destination.	They	manufacture	the	products	and	ship	them	to	fulFillment	or	logistics	centers	
once	a	purchase	order	has	been	placed.	

2. FulIillment	centers	
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FulFillment	centers	are	the	large	warehouses	that	hold	inventory	close	to	the	end	consumer,	
so	each	order	is	picked,	packed,	and	shipped	as	soon	as	it’s	placed	to	ensure	a	speedy	
delivery.	FulFillment	centers	can	be	owned	or	leased	by	an	ecommerce	business,	or	by	a	
third-party	logistics	service	provider	(3PL)	company	who	is	a	professional	retail	fulFillment	
company	that	performs	services	for	many	brands.	

	

	
3. Distribution	hubs	

Large	ecommerce	retailers	have	their	products	in	multiple	locations	throughout	the	US	or	
the	world	for	both	direct-to-consumer	(DTC)	and	B2B	orders.	Rather	than	keeping	all	your	
inventory	in	one	location,	which	can	lead	to	longer	delivery	times	and	more	expensive	
shipping	costs,	splitting	inventory	allows	for	quicker	shipping	of	DTC	orders.	

You	may	choose	to	use	a	separate	facility	for	B2B	ecommerce	orders,	which	require	
different	fulFillment	processes	from	DTC	orders.	The	differences	include	packaging	
requirements,	ecommerce	warehousing	needs,	and	ultimate	shipping	destinations	and	
customer	types.	

4. Sorting	facilities	

Facilities	that	sort	items	are	usually	for	large-scale	ecommerce	shops	that	are	moving	bulk	
quantities	of	many	SKUs.	

5. Carriers	

Shipping	carriers	handle	the	transportation	of	products	to	their	destination.	Common	US	
carriers	include	FedEx,	UPS,	USPS,	and	DHL	and	typically	transport	packages	via	truck	and	
plane.	

	

1.12.3	Considerations	in	selecting	the	right	middleman	

With	the	right	3PL	partner,	you	get:	

§ The	ability	to	store	inventory	in	several	of	the	3PL’s	fulFillment	centers	so	you	don’t	
have	to	manage	your	own	warehouse(s)	

§ Robust	technology	that	tracks	your	inventory	and	orders	and	offers	advanced	
analytics	

§ The	ecommerce	logistics	expertise	needed	to	improve	your	supply	chain	
§ Bulk	discounts	and	ability	to	reduce	your	delivery	times	and	shipping	costs	
§ The	ability	to	offer	quicker	shipping	options	like	2-day	shipping	
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1.12.4		 Superior	ecommerce	logistics		

To	excel	at	ecommerce	logistics,	you	need	to	focus	on	supply	chain	efFiciency.	This	
incorporates	a	mix	of	technology,	resources,	and	best	practices	designed	to	help	you	scale	
as	your	business	grows.	

	

§ Distributed	inventory	

Keeping	all	of	your	inventory	in	one	location	might	save	you	money	in	the	short-term,	but	it	
can	be	more	expensive	in	the	long-run	and	as	you	grow	due	to	how	shipping	zones	work.	
For	example,	if	your	inventory	is	in	Florida	and	an	order	is	placed	in	California,	the	cost	of	
shipping	the	order	to	a	high	zone	on	the	other	side	of	the	country	is	going	to	be	very	
expensive.	It	would	be	much	cheaper	to	ship	the	order	to	a	customer	in	California	from	a	
warehouse	in	California.	

Using	multiple	strategically	located	fulFillment	centers	is	key	to	doing	this.	

§ Inventory	management	software	

Managing	your	inventory	—	especially	when	it’s	done	outside	your	four	walls	—	requires	
tight	reporting	and	real-time	insight	into	quantities	across	SKUs	and	locations.	Instead	of	
manual	static	options	like	inventory	sheet	templates	or	spreadsheets,	use	software	
designed	for	ecommerce	logistics	processes.	

§ Warehouse	management	systems		

If	you	run	your	own	warehouse	and	manage	all	components	of	ecommerce	logistics,	you’ll	
also	need	a	warehouse	management	system	(WMS).	These	systems	are	used	to	track	
warehouse	performance	and	provide	valuable	insights	for	improving	your	warehouse	
processes.	

A	good	3PL	will	have	their	own	WMS	that	feeds	insights	and	data	directly	to	you.	

§ Reporting	and	insights	

Are	your	orders	delivered	on	time?	What’s	your	cost	per	order?	What	would	your	shipping	
costs	be	if	you	went	from	one	fulFillment	center	to	two	(or	two	to	three,	and	so	on)?	

With	the	right	reporting	technology,	you	can	automatically	get	valuable	insights	into	your	
ecommerce	logistics	systems	to	see	how	you	can	create	a	lean	supply	chain	and	save	costs	
where	needed.	

	

Modern	ecommerce	logistics	offers:	
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§ 2-day	shipping	capabilities	-	Many	ecommerce	businesses	are	now	focused	on	
having	the	logistics	network	needed	to	offer	2-day	shipping	for	their	customers.	Part	
of	this	includes	distributed	inventory.	With	their	inventory	distributed	throughout	
the	country	(or	countries),	they	can	ship	orders	from	warehouses	closest	to	
customers	to	get	orders	delivered	faster.		
	

§ Valuable	insights	-	Ecommerce	technology	continues	to	offer	enterprise-level	
insights	at	a	cost	that’s	affordable	for	ecommerce	businesses.	Modern	reporting	and	
distribution	metrics	allow	you	to	see	what	is	working	and	what	isn’t	in	your	supply	
chain.		
	

§ Better	return	processing	-	Getting	ecommerce	returns	back	into	inventory	can	be	
costly	and	time-consuming.	With	modern	ecommerce	logistics,	it’s	easier	than	ever	
before.	3PLs	can	process	returns	to	make	it	simple	and	cost-effective.	
	

§ Scalability	-	With	all	of	the	above	beneFits,	ecommerce	businesses	can	scale	far	
faster,	while	having	the	logistics	network	needed	to	keep	their	customers	happy.	

	

	

	

	

Activity	

If	you	are	currently	operating	an	ecommerce	business,	how	are	you	currently	
handling	your	ecommerce	logistics?	What	are	the	challenges	you	are	facing	or	
shortcomings?		

If	you	do	not	currently	have	an	ecommerce	logistics	business,	what	are	the	things	you	
will	be	looking	for	to	ensure	success	in	your	business?	
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1.13.	 Product	Management	
	

1.13.1		 What	is	ecommerce	product	management?	

Ecommerce	product	management	is	an	organizational	function	that	guides	every	step	of	a	
product's	lifecycle	—	from	development	to	positioning	or	promotional	strategies,	pricing	
and	packaging—	by	focusing	on	the	product	and	its	customers	First	and	foremost.	

Product	management	unites	business,	product	development,	marketing,	and	sales.	Studies	
show	that	effective	product	management	can	increase	proFit	by	34.2	percent.	

	

1.13.2		 Elements	of	Product	Management	

Product	management	entails:	

§ Product	discovery.	Discovery	is	a	process	of	Finding	customer’s	problems	that	the	
future	or	the	current	product	can	solve.	Product	managers	help	with	market	
research,	learning	about	customer	pain	points,	and	converting	them	into	product	
ideas.	

§ Improving	user	experience	and	usability	of	products.	Product	managers	
prioritize	features	that	enhance	usability,	working	closely	with	development	and	
marketing	teams	to	create	an	intuitive	user	experience.	

§ Legacy	system	modernization.	When	modernizing	legacy	products,	product	
managers	help	understand	user	expectations	and	ensure	a	smooth	transition.	They	
focus	on	maintaining	the	core	values	of	legacy	products.	

§ Team	leadership.	Product	managers	may	streamline	communication	and	enhance	
teamwork.	

§ Identifying	opportunities.	The	First	thing	a	product	manager	does	is	look	for	the	
opportunity	to	develop	a	new	successful	product	or	improve	an	existing	one	by	
adding	necessary	features.	The	expert	must	be	aware	of	current	trends	and	have	a	
deep	understanding	of	the	market.	This	person	is	also	responsible	for	the	outcome	
of	the	product	launch.	

§ Developing	product	vision	and	strategy.	A	product	manager	deFines	the	long-term	
mission	of	a	project	and	builds	a	clear,	realistic	plan	of	how	to	reach	the	desired	
result.	
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Figure	1:	
	
	

	

	

	

	

	

	

Activity	

What	are	the	most	important	elements	of	product	management	for	you	right	now	in	
your	business?	

For	ecommerce,	is	there	an	aspect	of	product	management	that	concerns	you	or	that	
you	may	need	special	help	with?	

Is	there	an	aspect	of	product	management	that	you	would	consider	your	strength?		
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1.14.	 Legal	And	Regulatory	Compliance	
	

1.13.1		 What	is	ecommerce	compliance?	

Ecommerce	compliance	refers	to	how	online	businesses	meet	the	regulatory	requirements	
of	the	markets	they’re	selling	in.	This	includes	a	broad	collection	of	legal	and	ethical	issues	
that	impact	most	—	or	all	—	parts	of	the	business.	

The	establishment	of	adequate	legal	frameworks	can	facilitate	the	transition	to	a	digital	
economy	and	the	take-up	of	e-commerce	in-country	but	also	regionally	and	internationally	
by	reducing	uncertainties,	enhancing	trust	and	addressing	potential	harms.	

Gartner	predicts	that	In	2023,	75%	of	consumers	around	the	world	will	be	covered	by	
modern	privacy	laws,	up	from	10%	in	2020.	

According	to	the	UNCTAD	Global	Cyberlaw	Tracker,	77	per	cent	of	countries	have	adopted	a	
law	on	electronic	transaction,	72	per	cent	on	cybercrime,	52	per	cent	on	privacy	and	data	
protection	and	50	per	cent	on	the	protection	of	consumers	online.	

	

1.13.2		 Why	is	Ecommerce	Compliance	Important?	

The	question	of	compliance	impacts	anyone	that	interacts	with	your	company.	A	failure	to	
meet	legal	standards	may	reduce	customer	conFidence	in	your	brand	or	make	vendors	less	
likely	to	work	with	you.		

Reaching	and	maintaining	full	compliance	with	all	ecommerce-related	regulations	isn’t	
optional.	It’s	a	mandatory	business	need,	no	matter	if	you’re	running	a	global	enterprise	or	
a	small	business.	

Failing	to	meet	labor	laws	may	result	in	signiFicant	Fines.	Not	following	security	standards	
may	result	in	workplace	accidents.	Publicly	traded	companies	that	don’t	meet	transparency	
regulations	may	be	sanctioned.	

For	ecommerce	platforms,	properly	following	all	laws	and	operating	ethically	is	not	a	
choice.	It’s	a	must	for	maintaining	relationships	with	customers	and	partners.	

The	Caribbean	remains	one	of	the	regions	requiring	signiFicant	attention	to	the	
implementation	of	ecommerce	laws	and	regulations.	
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1.13.3		 Common	Ecommerce	Regulations	

Though	many	industries	share	common	regulations	that	must	be	followed,	ecommerce	
does	have	a	few	that	are	more	speciFic	to	it.	Parts	of	the	business,	e.g.	shipping	restrictions,	
customer	privacy,	international	payments	and	insurance,	make	ecommerce	a	little	more	
unique	than	other	business	types.	

§ PCI	compliance.	

Payment	Card	Industry	(PCI)	Data	Security	Standard	(DSS)	refers	to	commercial	security	
standards	around	the	handling	of	credit	and	debit	card	transactions.	These	uniFied	industry	
standards	ensure	that	all	sales	involving	a	credit	card	—	be	it	online,	point	of	sale	(POS)	or	
over	the	phone	—	are	done	so	with	the	security	of	customer	data	a	priority.	Being	PCI	
compliant	doesn’t	involve	just	the	actual	transaction.	Data	must	be	protected	at	all	times,	in	
movement	or	at	rest.	

§ GDPR/other	privacy	laws.	

European	Union	General	Data	Protection	Regulation	(GDPR)	regulates	processing	data	and	
private	information	across	the	EU,	including	companies	outside	the	continent,	but	doing	
business	in	an	EU	country.	It	puts	stricter	regulations	on	the	handling	of	personal	and	credit	
card	data.	

§ Shipping	regulations.	

Shipping	can	quickly	become	highly	complicated,	especially	as	international	sales	are	
introduced.	Some	products,	like	alcohol,	fruits,	vegetables	and	perishables	are	normally	
restricted,	by	either	local	laws	or	the	shipping	provider	itself.	

This	may	impact	supply	chains	or	vendor	partnerships	as	well.	

§ Sales	tax.	

Sales	tax	will	differ	from	country	to	country	and	must	be	accurately	included	in	the	Final	
charge.	Failure	to	pay	sales	taxes	can	come	with	Financial	penalties.	

If	you	sell	internationally,	the	challenge	is	magniFied.	Across	international	borders,	there	are	
taxes,	tariffs	and	duties.	These	are	highly	complex	and	difFicult	to	navigate.	Many	
ecommerce	companies	use	a	third-party	to	calculate	total	shipping	costs.	

§ Content	compliance.	

There	are	legal	restrictions	over	what	businesses	can	say	when	making	public	claims,	like	
with	marketing	messaging.	A	company	that	sells	mattresses	can’t	claim	that	their	products	
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will	cure	diseases,	of	course.	Any	public	claim	must	be	evidence-based	and	be	able	to	meet	
certain	legal	standards	of	accuracy.	

	

1.13.4		 Ecommerce	Laws	in	the	OECS	

As	at	2020,	the	following	laws	were	noted	for	the	OECS:	

OECS	Country	 Laws	
Antigua	and	Barbuda	 Electronic	Transactions	Act,	No	24	of	2013	
Dominica	 Electronic	Transactions	Act,	2013	
Grenada	 Electronic	Transactions	Act,	2013	
Montserrat	 Electronic	Transactions	Act	2009,	No	7	of	

2009	
Saint	Kitts	and	Nevis	 Electronic	Transactions	Act	2011,	No	9	of	

2011	
Saint	Lucia	 Electronic	Transactions	Act,	2011	(not	yet	

in	force)	
Saint	Vincent	and	the	Grenadines	 Electronic	Transactions	Act	2015,	No	6	of	

2015	(repealing	and	replacing	Electronic	
Transactions	Act,	Cap	145)	

Source:	www.bartlettmorgan.com	

	

	

	

	

	

	

	

	

Activity	

What	steps	will	you	take	to	ensure	that	you	are	compliant	with	laws	in	your	
jurisdiction?	

	

	

THE	END	


