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Abstract 
The research intends to analyse how has the B2B eCommerce has flourished in the Indian market in comparison with global giants. Specifically, B2B eCommerce has been considered for this research out of all the other eCommerce available in the market.

The emergence of the online store has opened way for the diffusion of eCommerce (electronic commerce or EC). Understanding key elements for successful online stores will provide critical practical and theoretical implications for developing eCommerce strategies.

In the modern era, purchasing products from physical shops or markets has been more stressful and time consuming in our day-to-day busy schedule. Especially in the B2B market, requirement arises and changes instantly basis the buyer expectation. Hence, online transactions play a vital role in making the purchasing more convenient and efficient.

More precisely, the literature review sought to establish the evolution, importance, and the impact of eCommerce in the global as well as Indian B2B market. B2B e-commerce defines the capabilities of doing business online, it strategically reaches out to other businesses. A revolutionary development in B2B business, its adaptation to an e-commerce platform guarantees better purchasing decisions and a B2B marketing plan that is precise, clear, and engaging to drive business. It focuses mainly on the technological aspects of B2B eCommerce such as its evolution, strategies involved in the business and various models. It describes the best practices followed in this sector to gain the advantage of having an online business and thus benefit increased revenue.

Quantitative data has been gathered through an experimental approach and exercising a quantitative method of research through online survey. Furthermore, a toddler Indian B2B eCommerce company by the name Solv is considered for evaluation in the chosen sector as part of the case study.

The overall findings have revealed that B2B ecommerce technology has commendably facilitated in improved customer experience, better sales and convenient way of transactions. Also, Indian B2B eCommerce platforms have come a long way in captivating the sales by taking advantage of the modern technology. However, Indian B2B eCommerce in comparison with global giants needs to focus on adapting the right technological strategy at the right time basis business conditions and position. 

Nevertheless, the Porter’s five forces analysis has identified possible threats and potential opportunities. Conclusively, this research has identified the current technological situation of B2B eCommerce platforms in India in comparison with global giants, the challenges faced along with recommendations that has the potential to address the inconsistencies found within the study to capitalize from the relevant technology.
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Chapter 1: Introduction:
______________________________________________________________________________________
[bookmark: _Toc157539066]Introduction to eCommerce:

ECommerce is the purchasing and selling of services, goods or the transmitting data or funds, using an electronic network mainly the internet and all other activities that are associated with transactions such as payment facilitation, delivery, supply chain and service management can also be categorized or put under this section of economy. Successful eCommerce results in the growth of online business. eCommerce transactions can take place in many forms, like, ordering goods, purchasing a service, setting up a standing instruction for online bill-paying schedule or even buying an information source or a subscription. eCommerce has impacted so much in our day-to-day life that it’s difficult to imagine present life without Ecommerce for most of us not just because of the inconvenience it causes but also the life gets noticeably more complicated without eCommerce. 

Ecommerce is a growing force in the modern economy. While the popularity of online shopping was growing prior to 2020, the recent pandemic accelerated that growth exponentially. It is estimated that through 2020-2021, an additional $218.53 billion was added to ecommerce sales just in the United States due to the pandemic. In 2021 alone, ecommerce sales by United States sellers reached a total of $870.78 billion. This was a number that economists predicted would not be possible until 2023. In total, almost $4.9 trillion was spent worldwide on ecommerce in 2021. Ecommerce is changing the way customers are doing business and their perceptions on product value. Preparing for this may be the difference between the failure or success of your business. (Solomon, 2022)

[bookmark: _Toc157539067]Research Background:

The research describes the importance of eCommence in the present world and its increasing need post Covid’19 which led to need for a sustainable eCommerce platform that provides efficient customer experience and generate revenue to the platform. Effective eCommerce platform requires efficient technology as per the organisational situation at the right time.

The literature review has addressed the areas such as evolution of technology in the B2B eCommerce sector, it’s current position within Indian an across the globe which includes the advantages and challenges faced by them from choosing the technology to maintenance and stability through the contribution of academic and non-academic writers.

The outcome of the theory indicated further study to understand the current technological situation at Indian eCommerce platforms in comparison with other platforms across the globe. 
[bookmark: _Toc157539068]Research Aims and Objective:

This research attempts to analyze the technological aspects involved in the B2B eCommerce companies. It aims at comprehending the various technologies used by Indian as well as the multi-national platforms, challenges faced, best practices followed and to understand the importance of these technology in generating higher revenue and providing improved customer experience. 

Hence, a need for online research survey arises to understand the technological standards and strategy used in the Indian and multi-national B2B eCommerce companies. Furthermore, a case study helps in understanding the detailed scenario of an B2B eCommerce platform in terms of technology, by assessing the software applications currently used by them along with its advantages and challenges.
Based on the outcome, this research has the following aims and objectives:

Aim One:  To establish how has technology helped B2B eCommerce companies flourish in the market in comparison to global giants.
Aim Two: To establish the role of technology in the B2B eCommerce companies within India and across the globe.

Objective One: To investigate how has technology evolved in the eCommerce industry.
Objective Two: To assess the challenges faced during the adoption of the modern technology.
Objective Three: To establish the best practices followed by the global giants in adopting modern technology.
Objective Four: To compare the technological standards against Indian and other B2B eCommerce platforms across the globe.

A systematic and simple approach of research is established to deliver the mentioned aims and objectives. The research is concluded from both the data established in Chapter 2 - Literature Review and Chapter 3 - Research Design and Presentation of Response Findings, and the detailed procedure of how the whole research will be carried out is described step-by-step in Chapter 3. Finally, Chapter 4 - Discussion, Conclusions, Limitations and Future Research establishes if the aims and objectives of the research have been fulfilled by providing the recommendations basis the study in chapter 2 and 3, limitations of the research, opportunities for further research on the topic and the conclusion.






Chapter 2: Literature Review
[bookmark: _Toc157539070]Introduction to eCommerce:

eCommerce has become a vital part of our daily life in the recent years. Accessibility to eCommerce platforms has not just become a privilege but rather a requirement for many people, majorly in cities. In today’s world, there are numerous ECommerce platforms that are available in contrast to the conventional physical platforms for almost every requirement in our day-to-day lives, starting from buying daily household items to online brokerage. eCommerce will surely race to achieve more growth and sales through internet since internet has become the most necessity and important device. Increasing digital penetration across the globe and easy accessibility of internet is leading to increase the growth of eCommerce across the world, meanwhile a lot of conventional buyers/sellers are quite worried with change in the form of sale via internet, many individuals and firms have associated their business with eCommerce. It seems to be impossible to establish or grow their business without being available online in the recent world. Hence it is extremely recommended to ensure appropriate structure and easy accessibility of online platforms to grow further and earn higher profit since it does not only determine number of transactions and profit but also determines the position and ranking of the enterprise in the overall eCommerce sector.
[bookmark: _Toc157539071]Challenges faced in eCommerce:

With the emergence of Internet, role of the eCommerce has gained attention and recognition from academia and practitioners. Different streams of research are exploring the phenomenon of eCommerce. While some studies emphasize channel choices between physical and online channels and the associated threat of disintermediation (e.g. Madlberger, 2006; Walker et al., 2002), a large body of research aims at assessing eservice quality and user acceptance (e.g. Cristobal, Flavian, & Guinaliu, 2007; Lu & Zhang, 2003; Ranganathan & Ganapathy, 2002; van Riel, Liljander, & Jurriëns, 2001; Yeung & Lu, 2004).
Massive changes across the eCommerce industry have observed huge retailers continue to promote online sales while small and local operations gradually turning to digital approaches to drive business. Although eCommerce has now ingrained in our lives, it was not that long ago when it did not even exist. The origins of eCommerce can be traced back about 40 years, when "teleshopping" started its virtual business laying the foundation to the modern version. Undoubtedly, eCommerce as we know it today got its head start when retail giant Amazon established one of the first eCommerce websites back in the early 1990s. Subsequently, numerous platforms have trailed its path.
There are different types of eCommerce models based on the business transaction, below are the five basic types of eCommerce. 
1. Business To Business (B2B) – Electronic transactions of goods or services between businesses. It comprises electronic markets and intra system. 

2. Business To Consumer (B2C) - Electronic transactions between the retail trade and individual buyer/consumer. 

3. Consumer To Consumer (C2C)- Electronic transactions wherein, consumer sells their product directly to another consumer. 

4. Consumer To Business (C2B)- Electronic transactions of goods or services between individual consumer selling their product to an organisation. 

5. Business To Government (B2G) – Electronic transactions between businesses and public sector.

B2B eCommerce is an integrated information system used by two or more participant organisations (Martin et al., 1999) which agree to exchange their business information and processes electronically. In the earlier days, business associations tended to exist mainly between long term partners i.e. customers and suppliers, however the rise of Internet based eCommerce has resulted in the development of a larger variety of eCommerce relationships, of which the two major types are B2B and B2C. Although, both of these types of eCommerce are evolving and important, this essay focuses on B2B eCommerce. “Compared to business-to-consumer (B2C) eCommerce, business-to- business (B2B) eCommerce is larger, growing faster and has less unequal geographical distribution globally. An estimate suggests that B2B e- commerce accounted for 80% of all eCommerce in 2000 and the proportion would increase to 87% by 2003”. (Nua Internet Surveys 2000) Another study by Gartner Group indicated that the worldwide B2B e- commerce market registered a 189% growth in 2000, reaching US$433 billion, and is estimated to reach US$919 billion in 2001, US$1.9 trillion in 2002, US$3.6 trillion in 2003, and US$6 trillion in 2004 (Nua Internet Surveys 2001b). Amazon and eBay took the advantage of internet gearing high by launching their eCommerce platform within just a few short years and becoming smashing successes by evolving their eCommerce platforms, selling, and enabling consumers to sell their products on a global scale, as well as to subscribe to items they need, almost stopping the buyers from going to the store to purchase standard household goods.
Online sales on B2B eCommerce sites, log-in portals and marketplaces increased 17.8% to $1.63 trillion. Statista data suggests that the North American B2B ECommerce market will surpass $4,600 billion by 2025. It’s clear eCommerce itself is no longer a trendy new channel that B2B companies are exploring. (Digital Commerce 360, in 2021) Instead, McKinsey & Company reports that about 65% of B2B companies across industries are fully transacting online in 2022. And for the first time, B2Bs are more likely to offer eCommerce over in-person sales.
Internet based business to business (B2B) electronic commerce has been predicted to be a new driver of economic growth for developing countries, (Kraemer et al., 2002; UNCTAD, 2001; UNCTAD, 2002a, UNCTAD, 2002b; Humphery, 2002; Humphery et al., 2003). It is widely believed that B2B eCommerce will help firms in developing countries to reduce cost and to improve their access to global market. This has promoted a new hope for developing countries to exploit new areas of competitive advantage and to leap-frog other economies through Internet-enabled social and economic development. In theory, this presents great opportunities to business organizations in developing countries to gain greater global access and reduce transaction costs (Kraemer et al., 2002; UNCTAD, 2002a; Humphery et al., 2003). However, previous research has found that developing countries have not derived the expected benefits from B2B eCommerce (Pare 2002, Humphrey et al. 2003, Tregurtha and Vink, 2002). Consequently, there is still doubt about how B2B eCommerce will actually lead firms in developing countries to new trading opportunities (Humphrey et al. 2003, p.i). Thus, understanding B2B eCommerce adoption is necessary. 

B2B information technology systems help in creating value for businesses by intensifying competition in the market, providing data to manage the supply chain, and leveraging abilities across organizations. Business journalism has claimed time and again that these technology-enabled systems have the capability to modify the face of modern industrial activity. Sites that are hosted on electronic networks and perform business functions are B2B exchanges. The common element between these functions is that they comprise interaction between two or more participants, which could be organisations or the divisions of a single organisation. 

Online consumer base is expanding intensely as devices like tablets and smartphones are available in the market at affordable prices and access to broadband and mobile data is convenient and easy. As per PWC, 2015“This technology adoption by masses has fuelled the success of domestic eCommerce players like Flipkart and Snapdeal and lured international players like Amazon and Alibaba into Indian market. While domestic companies are experimenting with their business models to attract and expand their customer base (Awad, 2012; Chaffey, 2013; Kalia, n.d.; Laudon & Traver, 2007; Schneider, 2012), international companies are banking on their deep pockets, strong domain knowledge and international exposure.
Nowadays, organisations are heavily dependent on digital sales channels. Although the trend started with B2C companies, B2B has quickly pursued. Businesses who wish to purchase a B2B service or product would expect the similar customer friendly online purchasing options they are accustomed in their personal lives which has enforced the need for B2B digital commerce.
[bookmark: _Toc157539072]The Indian Context:

Not all the business were into online purchasing in India since they preferred physical purchasing however the pandemic has created the necessity to switch to online and hence B2B eCommerce marketplaces are experiencing a transformational boom. Pandemic has transformed the way global markets were doing business. The digital transformation from physical purchasing to ECommerce marketplace has been the real ground breaker. In India, the huge leap B2B eCommerce has shown in the last few years is not just evocative of B2C, it is rather the sheer volume brought in by B2B eCommerce has led towards revenue generation. Increasing demand in B2C has facilitated further demand-supply ratio for the B2B eCommerce. According to Browntape, 2022, the B2B sector is witnessing a doubling of valuations every 3-4 months, bringing in an investment of more than $100 million. As a result, along with the successful B2C counterparts like – Amazon, Flipkart, Myntra – the B2B sector have re-strategize their businesses to keep up with the online market trends. India’s B2B eCommerce market is expected to reach over $1 trillion by 2024. The credit for the booming Indian B2B eCommerce marketplace goes to new enterprises that paved a new path for growth. Having access to finance and capital investment, the B2B firms got fuelled with a new and broad spectrum of opportunities.  The unprecedented growth of the B2B marketplace can be given a hand-down to several start-ups that fuelled B2B commerce by providing an online marketplace on their websites. These eCommerce players created a ready-to-go ecosystem for B2B to help the sector grow to where it is today.
Parallelly, the Indian government is promoting B2B eCommerce and encouraging MSMEs within the country. “The government of India is putting its weight behind promoting and facilitating B2B e-commerce to help MSMEs, small exporters, artisans, farmers, etc. come under the ambit of digitisation, tap new markets, and grow their businesses. This trend will see increased momentum in 2023. Since launching the Government e-Marketplace (GeM) in 2016 to facilitate online procurement by various government departments and PSUs, the government launched the Indian Business Portal in 2022 to help SMEs, start-ups, and other small businesses to tap the overseas market. The National Small Industries Corporation (NSIC) also launched MSME Global Mart to provide a one-stop digital solution to all the business needs of MSMEs and help them become more competitive in the global market. More such initiatives from the government will give a fillip to the B2B e-commerce sector in the coming year.” (Amit Bansal, CEO of Solv, 2022)
 “2022 saw the launch of the state-backed Open Network for Digital Commerce (ONDC) which is said to democratise e-commerce in India. The ONDC platform is a future-defining innovation-led transformation in e-commerce. It aims to create new opportunities, curb digital monopolies and support micro, small, and medium enterprises and small traders and help them harness the power of digital.” (Pallavi Goel, Economic Times, 2023)
[bookmark: _Hlk138940918]The adoption of B2B eCommerce should be influenced by cost. Starting with the initial investment which includes installing systems, software and hardware required to electronically communicate with supply chain stakeholders and then, there are costs involved in training the users. Since B2B eCommerce is a new technology that often causes large-scale procedural change, substantial costs must be incurred in training the users. Then comes the integration of B2B eCommerce system with various information systems. Developing new information systems or modifying existing ones can be a considerable cost compared to the investment due to initial installation. If an adopting firm perceives the benefits of the use of B2B eCommerce to be greater than these perceived costs, then greater levels of B2B eCommerce should be found. As these perceived costs rise, it is more likely that B2B eCommerce overall use will be lower. Significant funding is required in India due to underdeveloped eCommerce ecosystem (Kalia, Kaur, & Singh, 2015) and e-retailers are deploying large chunks of their investments to build infrastructure like fulfilment and logistics on their own (PWC & ASSOCHAM, 2014).
“Progress in information technology and more specifically the emergence of the Internet is considered a major accelerator in realizing closer forms of collaboration between business partners” (Day & Hubbard, 2003; Piccoli, 2004). 
On the customer side, the electronic channel has proved valuable in offering supplementary self-services that are information-based and need not be co-located with the product In fact, many companies report closer customer relationships and improved operational efficiencies in their customer-facing or downstream processes (Chen & Chen, 2004).
Interestingly, many eCommerce that once were a source of differentiation, like online product configuration or parcel tracking, become state-of-the-art functionality over time. This phenomenon has been described as the emergence of a dominant design by Piccoli et al. (2004). The nature of the electronic interaction can be described according to their interaction type (Löwer, 2005; McAfee, 2005; Reimers, 2001) which is depending on the communication channel. Electronic human-human interaction describes traditional forms of interaction between humans which are supported by electronic means, e.g. groupware or e-mail. In the case of human-machine-interaction, external users are getting direct access to internal data and applications. This is typically realized by Web front ends or portals bundling data and applications based on users and roles. Machine-machine interaction finally describes the direct communication between two information systems without human intervention. It leads to consistently automated processes and requires a linkage of applications across company borders. Electronic Data Interchange (EDI) is the standard example for machine-machine interaction but is being succeeded by XML and Web Services. For many years, eCommerce existed quietly, but in 1990, the first web browser, aptly named “WorldWideWeb,” was launched.
B2B eCommerce produces readily observable results such as lower purchasing costs, reduced inventory levels, and shorter cycle times (Gekos and Harper 1999), increasing its evaluation by organizations on the ‘observability’ dimension (Rogers 1983). Applications of B2B eCommerce such as Web-based procurement and ‘eSynchronized supply chains’ have enhanced relative advantage and observability of B2B eCommerce. Web-based procurement is changing companies’ economic bases as well as the relationships with suppliers. Ad-hoc procurement of low value items is generating instant savings in the 5–15% range and offering a greater opportunity for efciency (Anderson Consulting 1999), justifying the investments in B2B eCommerce. eSynchronized supply chains and e-marketplaces are linking ‘suppliers’ suppliers’ and ‘customers’ customers’ more closely and facilitating new levels of information sharing, interaction, and supply chain integration (Anderson Consulting 1999). Also, the availability of user-friendly software has reduced complexity, making the adoption of B2B eCommerce easier even by SMEs.
[bookmark: _Toc157539073]Technological Evolutions:

Ecommerce Developments:

eCommerce technology permits commercial transactions to national and cross-cultural boundaries more conveniently and cost effectively than in conventional or traditional commerce.

“Ecommerce continues to prove to be a lucrative and vital part of the future economy, but sectors are already being impacted by the juggernaut differently. By understanding the trends of today and seeing where they are headed, you can better prepare yourself and your business for future success in ecommerce.” (John Solomon, 2022)

 With the more intensive electronic interaction, infrastructure and technology requirements increase and the need for channel integration rises (Payne & Frow, 2004). Starting in the 1970s, the evolution of information systems for interorganizational integration is characterized by the convergence of three parallel technological evolution pathways: Interorganizational Systems (IOS) denote network-based information systems that transcend organizational boundaries (Hong, 2002; Johnston & Vitale, 1988). 

Since the early 1970s, EDI connections have been used to link one or more firms to their customers and suppliers through value-added networks. They were supplemented by ordering systems with higher-order data integration, shared databases, and functionality, like AMADEUS in the travel industry or SWIFT in the financial industry. Electronic marketplaces finally were established in order to provide many-to-many integration (Bakos, 1991; Kaplan & Sawhney, 2000; Mahadevan, 2003). Parallel to the emergence of IOS, ERP-systems introduced internal information integration into the company by providing cross-functional data integration and process support. The reach of ERP-systems gradually expanded to support collaboration with external partners (Davenport & Brooks, 2004): ERP II (Weston, 2003) or Business Networking Systems (Alt & Fleisch, 2000) provide functionality for both, customer relationship management and supply chain management. Since the mid-1990s, the commercial diffusion of the Internet and especially the World Wide Web has completely overhauled interorganizational integration. Following a phase of rapid growth of enterprise Web sites since 1994/1995, companies gradually integrated Internet technologies with their existing information systems by connecting their internal applications directly to the Web front-end. This was supported by enhanced capabilities of portal solutions for integrating content and functionality from heterogeneous data sources (Dias, 2001).

 Web sites and portals are widely used in industrial practice today (Daniel & White, 2005), while the exchange of XML messages is taking off slower than expected, and EDI still remains the most frequent form of two-way machine-to-machine integration in most industries. Convergence of interorganizational information systems (adapted from Alt,2004) Electronic Data Interchange ERP based IOS based Internet-based 1970 1980 1990 1995 2005 1997 2000 Emergence of the Internet Institutionalization of the Internet Communication Channel - Ordering systems electronic marketplaces electronic transactions. Integration, Portals -oriented Web Services ‚ Classic IOS Evolution pathways Functional IT Support Internal Integration ERP Architectures ERP II Service-oriented These three parallel technological evolution pathways increasingly converge towards a technological platform for interorganizational integration, reproducing the development of integrated ERP-systems in an interorganizational environment. Web services and service-oriented architectures (SOA) allow for application-to-application integration across heterogeneous platforms using open Internet standards and are expected to stimulate this development (Daniel & White, 2005; Hagel & Brown, 2001).

Electronic Data Interchange (EDI) and Web Services:

Technological development and implementation have accelerated over the past 15 years. One of the most significant events in this evolution was the development of EDI which resulted in trading partners establishing standard formats for the exchange of electronic documents to facilitate electronic transactions. Business documents were shared between organisations, relying exclusively on EDI (Electronic Data Interchange) which is a digital information transfer technology that has the potential to replace fax and email for exchanging documents. EDI made the seamless data transfer from computer to computer possible without human interference.

EDI made it possible to exchange businesses information using a standardized format. EDI was more convenient and efficient when it was introduced since it was paperless and made it easy to instantly share documents such as invoices and purchase orders to various companies and also facilitated efficient communication between organizations. EDI was able to handle order much more efficiently than a web store ever could. 

ECommerce adoption is influenced by a variety of factors, notably perceived usefulness, perceived ease of use, organisational readiness, and external pressure (Gefen and Straub, 2000; Grandon and Pearson, 2004). During the 1990s there was considerable research on the adoption, use, and overall benefit of EDI. However, in the late 1990s Internet and Web technologies have created a variety of alternatives to EDI for inter-organization coordination (den Hengst & Sol 2002).

Web services are modular application functions that can be published, searched, and accessed in a Web environment. Web services allow us to describe and deploy services in a consistent way so that they can be invoked in a secure and reliable manner. Web Services offers many advantages not found in earlier technologies, but the technology has yet to realize its potential because of the lack of standards. The development and adoption of these could allow Web Services to meet the needs of a broader range of EC transactions. One of the drawbacks of Web technology is that it is still too tightly related to humans and browsers. Web services have computers as their main users and are not based on browsers at all.

There are several benefits of B2B e-commerce websites, such as
	Global networking
	B2B marketplace allows buyers to engage with sellers, merchants, and wholesalers worldwide. 

	Cost-effective
	Several businesses find it hard to create, maintain and market a website. This is where the B2B marketplace comes in. You only have to register as a seller; all the other features, such as newsletters, social media, and SEO, will be conducted by the e-commerce platform. 

	Gain incel on the market and competition
	B2B website creators to several sellers in the same category. This presence of perfect opportunity for you to conduct competitive intelligence research and analyze the competition to improve your brand. 

	Find what you’re looking for
	Most B2Bb websites are well-equipped with a plethora of advanced features that allow buyers to search, browse and find the exact product.  
You can even be specific in your searches. For instance, a specific color, material, or size. This way, you can filter out other products and land on the best options for you. 

	The best price 
	B2B sites allow you to browse among several sellers offering the same products. This allows you to compare the prices, packaging, delivery times, and reviews to find the one that fits your criteria the best. 



 ERP and CRM systems:

Businesses looking to automate core business processes typically look at two main software solutions, enterprise resource planning (ERP) and customer relationship management (CRM). ERP helps companies run successful businesses by connecting their financial and operational systems to a central database, while CRM helps manage how customers interact with their businesses.

[bookmark: _Hlk138942099]Significant advances in information technology have provided the means for organizations to respond much more quickly to the actual state of market demand over the years. The operational structure that organizations use in responding to market demand can effectively be broken into three components: inbound, internal, and outbound logistics. From the perspective of internal logistics, developments in materials requirements, planning, and Enterprise Resource Planning (ERP) systems have been prominent. Inbound logistics have been aided by the prospective use of inter-organizational technologies such as Electronic Data Interchange and more recently by emerging B2B eCommerce technologies. Certain outbound logistical activities have likewise been supported by B2B eCommerce technologies, allowing firms to introduce themselves to previously associated buyers. Although each of these technologies may be used independently of any of the others, it is possible that having more than one solution would provide more value to an organization than the value provided by each separately. 


ERP systems, a term coined by the Gartner Group, are not simply tools that provide singular outputs, but rather infrastructures that support the capabilities of all other information tools and processes utilized by a firm. ERP systems underpins and connects most of the critical processes - like accounting, inventory management, fulfilment, reporting, and more. Integrating ERP and ECommerce enables the automation of sales orders, inventory, and customer details between systems. 

ERP provides essential information for the business from this information, making it easy for business leaders to analyse performance problems and discover improvements to fix. That means ERP optimizes the profits generated. Ultimately, this is the key to achieving accurate and efficient ECommerce experiences for both customers and the organization. ERP & ECommerce integration can reduce the burden placed on isolated systems. Without it, software and manual processes can become strained which can lead to system slowdowns, poor performance, and other errors that jeopardize business performance.

Businesses need flexibility to make strategic adjustments when new opportunities arise. With the right ECommerce platform, virtually any data point in the ERP can be integrated with ECommerce site or portals. Business process in the front-end can be configured or customized virtually and configure-Price-Quote and meet the unique customer requirements for any industry. ECommerce and ERP integration for B2B will enable the organization to streamline the sales environment, get more visibility into data and enhance customer experience if implemented successfully. 

The businesses can benefit significantly by utilizing ERP. ERP can create value for different areas of the eCommerce business which includes more accurate order processing because of reduced manual order entry. This saves time and increases throughput in addition to reducing order and shipping errors, improved inventory control through automatic synchronization of inventory. Customers get access to accurate inventory levels without the need for additional support, automatic notification of order shipment to customers and online shipment tracking. simplified inventory management through synchronizing product stock and availability, automated tax compliance eliminates risks from rate and collection errors, ability to scale effortlessly without additional resources, targeted sales promotions to high-value customers that result in increased profit. When the data from the ERP B2B system is integrated with ECommerce, marketing efforts are more targeted and successful.

The marketing model is changing from product centric stage to customer centric stage. Customers are demanding a different relationship with the suppliers than the traditional sales model. The new database technologies enable people get the knowledge on the customer details, their buying patterns, frequency, and the predictions based on the historical behaviour. The ability to understand and manage a close relationship with the customer is central to delivering these business goals. This is the ultimate challenge for marketing in any business. 

Customer Relationship Marketing (CRM) is an information industry term for methodologies, software and usually internet capabilities that help an enterprise manage customer relationship in an effective way. CRM system helps deliver the customer centric relationships. Companies could use the customer information wisely to build good relationship to the level that the customer is expecting and could delight the customers through retention and develop long term relationships. CRM solutions not only improve customer loyalty, but also the internal processes which in turn increases efficiency. Some of the recent CRM packages integrate the speech enabled specific application functions which embrace customer support, order management and sales force automation which is undoubtedly a positive factor for eCommerce. 

Traditionally, ERP and CRM have remained separate solutions. But integrating CRM and ERP can streamline business processes in lucrative ways. ERP and CRM integration will help in synchronising the data that is critical the business growth in one source rather than having two separate systems maintain it.

Here is a scenario to understand the process flow: Customer places an order from the web after being presented with up to the minute pricing and configuration options. That order flows through the manufacturer’s inventory and production planning systems, pings a customer database to check credit history, hits a financial system to generate invoice and records the details of the transaction, so information can later be leveraged by telesales or support professionals to better service customer requests or cross sell products. This is the promise of integrating ERP and CRM. The biggest hurdle for the companies is to integrate ERP and CRM. The CRM solution must have the ability to provide complete integration with the ERP systems. CRM applications should also be well integrated with office productivity tools like outlook, word and so on in order to ensure effective results. The integrated digital solutions can customize as per customers’ native language, currencies, and so on.
Key Features of ERP vs. CRM
[image: ]
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Cloud Computing and SEO:

The oversaturated ECommerce market is dictating its terms of competitiveness. Now minor weaknesses and delays can cost thousands of losses and paralyze your business. Therefore, online store owners need to be flexible, intelligent, and grasp the latest innovations to use to their advantage. cloud services have entered the arena to increase ECommerce agility and flexibility. Cloud business tools and computing applications provide numerous enterprises with the most secure ways to store their sensitive data and increase productivity. Cloud hosting provides an alternative to on-site devices. Instead of storing data on one computer, cloud technology allows keeping information on different devices. These devices rely on separate servers located quite far from each other. Online stores have different functionality than other sites. They need additional support and flexibility to maintain databases, protect personal data, process payments, and track sales. Therefore, adopting or migrating to the cloud is an excellent solution to problems other devices can’t solve. 

“Migrating to the cloud is no longer a decision that only forward-thinkers and risk-takers base their business on. It’s common practice. In fact, the cloud migration services market was valued at $119.13 billion in 2020 and is expected to reach $448.34 billion by 2026. Most sectors — including retail and ecommerce — are migrating to the cloud quickly, and for good reasons. For most retailers, their technology strategy is now their primary business strategy. This starts with cloud implementation.” (Michael Norring, 2022)

Cloud computing simplifies scaling up or down the power of an IT solution. It allows quickly adding resources to an account or removing those resources instantaneously. The space usage is not a concern with cloud computing. Website speed plays a critical role in the success of ECommerce businesses. The users would not appreciate the platform if it took longer time to load and a sudden spike in traffic can slow down the site resulting in Unresponsiveness. Furthermore, the bounce rate will increase, and the conversions will drop. The cloud improves availability and reduces network performance latency. The cloud service providers store data alongside their user base. It helps to achieve low latency. This results in a website working flawlessly, boost conversions, and ensure a stable flow of organic visitors. Online stores have large volumes of confidential user information at their disposal. Because customers trust their addresses, card numbers, and phone numbers, they expect their data to be protected. And if a leak occurs, the store can irretrievably lose its reputation. Cloud technology provides secure data storage as this task becomes the responsibility of professionals to monitor resources. One of the main benefits of cloud analytics is data consolidation for better communication. All the teams involved, such as marketing, sales, and customer service, can quickly access this data in one place, regardless of location. Cloud analytics also involves processing big data sets to find patterns, forecast future demands, and extract other information in real-time.

B2B technologies can be used to pursue differing modular strategies. Two generic B2B strategies are: “modularization,” which allows a firm to rent out its internal capabilities to others in its industry; and “architectural entrepreneurship” that alters how the supply chain is arranged by allowing a central coordinating firm to overcome problems associated with trust and information asymmetry. These strategies provide significant opportunities for the generation of extra economic rents by leveraging capabilities across multiple supply chains and designing improved supply chain systems. (Pierre, and Devinney, 2005)

As the buying habits of both consumers and businesses have changed, companies have risen to the occasion, using AI and automation to meet their clients and prospects wherever they can be found on their customer journey, and anyone engaged in eCommerce will also be hustling to find these shoppers and adapting tactics to help them capture more sales.

Not all technologies diffuse at the same rate. Researchers have identified several characteristics of a technology that influence its diffusion rate. They include relative advantage (benefits over the previous technology), compatibility (with existing beliefs, experience, and needs), complexity (of installing, using), observability (by others of current users and uses of the technology) and trialability (the ability to try before formally adopting) (Chwelos et al. 2001; Rogers 1983). The decision to adopt B2B eCommerce is difficult because of uncertainty, the possibility that prior investments may be rendered obsolete, and high switching costs. Yet if a new technology is promising, it will create attractive market opportunities (Srinivasan, Lilien, & Rangaswamy, 2002). For initiating firms, understanding what characteristics facilitate use of B2B eCommerce can help formulate strategy. B2B ECommerce technology adoption tends to be expensive and require a lot of manpower to implement so it is important that any decision a company makes with regard to B2B eCommerce system will be supported by the companies with which it has relationships.

Khazanchi and Sutton (2001) propose an assurance services model based on three levels of 
perceived B2B risk: technical level risks, application-user level risks, and business 
level risks. Technical level risks address whether technical B2B elements are in place and integration with external and internal applications is feasible with available financial and technological resources. This includes a variety of technical services such as selecting appropriate internal applications for B2B linkages, integrating multiple trading partners, mapping customer/supplier data for direct use in internal applications, ensuring business transaction processes work and include all electronic transaction sets, and using appropriate B2B intermediaries to support processes (Khazanchi and Sutton, 2001).

The world of ecommerce is significantly evolving along with the technology. The progress of online shopping in the recent years has led to a rapidly changing situation for customers and businesses alike. The impact of this shift is overarching, with changes not just to the way we shop but also the way how the businesses market their products and services. One aspect that has seen substantial growth is ecommerce SEO (Search Engine Optimization). It is a fine-tuned method of enhancing an online store or a website for search engine results. Modern B2B e-commerce is all about sleek design, seamless user experiences, instant customer service and SEO. B2B search engine optimization (SEO) is a digital marketing strategy designed to help B2B website pages rank higher in search engines, like Google and Bing. Unlike SEO for B2C, SEO in the B2B world tends to focus on keywords that key decision-makers within companies search for while at work. SEO is becoming more fundamental to success in the digital era. The ability of eCommerce businesses to gain visibility, reach potential customers and achieve a successful online presence in order to stand out from their rivals increasingly depends on effective SEO strategies.

Most consumers will disregard a business if they can't find them online, which makes the importance of ecommerce SEO undeniable. Statistics show that a whopping 44% of people start their online shopping with a search engine query. The potential to reach these customers through SEO is huge and can potentially lead to increased sales and brand recognition.” Customers increasingly use search engines to find products and services they need. (Alex Quinn, 2023)

Having a well optimised eCommerce website/mobile app aids in reaching the widest possible audience. For instance: It helps in understanding the basic information about the customers like their age group, location, product preferences etc. These kind of information helps in behaviour analysis, thus understanding the customers in a better way and forecast the requirement.

With so much potential in the online business sphere, you might want to increase traffic to your product website and the product page listed on various e-marketplaces like Amazon, Flipkart, among others. To get more visitors and genuine buyers to be directed to your website organically, you need to up your Search Engine Optimisation (SEO) game which will automatically rank you better on desired keyword searches by the audience. (Arif Kazi, founder of Dust Value, 2022)

Web retailers can rank higher in search engine results using SEO as the strategy. An efficient, optimized and well-designed which contains high quality content has the ability to rank high in search engines such as Google, increasing company visibility and driving traffic. SEO on the other hand focuses on optimizing the website, which results in getting the leads and conversions easier.

Innovation and Adoption:

Innovation and adoption of new technology must be applied based on the general social–
psychological models to the IT context. Some of those models comprise of the technology acceptance model, the infusion model, and the task-technology fit model. The man focus of these models are users’ perceptions or the characteristics of the technology followed by the assumption that the decision of adopting the innovation is based on logical and data-driven decision making. Success of the IT adoption is based on the organizational readiness and the scale to which IT infrastructure is advanced. 

Most ECommerce vendors and distributors, when surveyed recently by Digital Commerce 360, said that they predict a continued increase in digital B2B sales in 2022. However, when asked about their level of digital maturity, less than half of the respondents said they are well-prepared to capitalize on the growth opportunity that digital commerce provides. (Martin Hjalm, 2022) B2B vendors need to assess and evolve their digital maturity by provide more personalized experiences and leverage more advanced technology analytics. B2B businesses must undergo thorough digital transformation to adapt to the challenges of the current and future eCommerce business landscape. Choosing the right technology will enable the B2B firms to grow smoothly and deliver excellent customer experiences.

Nowadays, B2B ecommerce offers convenient ways and unique opportunities to discover innovative revenue streams which makes it possible for these websites to gain popularity, penetrate new markets, to associate with multiple suppliers across the globe, and reach new customers. It is an advantage for smaller businesses since B2B websites offer better opportunities to compete with bigger organisations, while gaining more market knowledge, experimenting new and innovative ideas, and entering new partnerships. B2B websites operate on distinct software which is referred as shopping cart or B2B ecommerce platforms. This is considered significant due to its ability, usability, and versatility to connect with other business systems to create one single source of truth for an ecommerce business.
Online sales on B2B ecommerce sites, log-in portals and marketplaces increased 17.8% to $1.63 trillion. Statista data suggests that the North American B2B ecommerce market will surpass $4,600 billion by 2025. (Digital Commerce 360, 2021)
Effective B2B websites is capable of creating seamless commerce operations, connecting various systems and projecting the organizational skills and its products. A successful B2B website is designed keeping customer wants and needs in mind hence is capable of meeting customer expectations. Understanding the customer requirement, identifying their preferred action in order to create a successful website. Some of the features of an effective B2B website include user-friendly in-built interface along with a well-structured site map and simple navigation, efficient catalogue maintenance which include comprehensive product descriptions along with specifications and videos, images and content with high-quality followed by instructive materials, reviews, testimonials, and blogs which helps the customers to make a decision on purchase and CTA’s (Call To Action) for each leg of the journey from the buyer perspective. It also includes visually attractive contemporary design.
B2B ecommerce has its own set of process challenges and thus need a software solution that is capable of handling customizations and modifications effectively.B2B eCommerce companies need to focus on the important features that their portal should have. Some of the must have features include easy product search option and platform navigation, mobile ecommerce, intricate pricing options and flexible checkout options and seamless delivery. One of the critical aspects of evaluating the quality of eCommerce website is user experience. It is imperative to have the website where buyers can search the required products along with relevant suggestions and place the orders with minimal effort and consuming lesser time as possible. Customer registration helps in providing them with customized products, additional offers and special pricing basis their purchasing patterns and buying capacity. 
Customers expect the ecommerce website to be available anywhere and anytime and hence having access to mobile ecommerce is crucial. This helps in letting the buyers purchase the products at any time irrespective of their location and thus lead to increased sales opportunities. B2B ecommerce platforms offers customised pricing basis business partner’s purchasing patterns. They also ensure to provide flexible checkout options along with seamless delivery which is also compliant with the organizational regulations for payment and shipping. 
An effective B2B ecommerce website is simple to navigate and contains attractive, user-friendly and contemporary design along with well-organized and precisely structured catalogue that contains high quality images and descriptions of the product providing adequate information about the brand/firm, its product, and services. 
“It’s clear ecommerce itself is no longer a trendy new channel that B2B companies are exploring. Instead, McKinsey & Company reports that about 65% of B2B companies across industries are fully transacting online in 2022. And for the first time, B2Bs are more likely to offer ecommerce over in-person sales since ecommerce drives revenue. The same study from Mckinsey & Company shows that about 18% of B2Bs’ revenue is coming directly from ecommerce. Higher than phone, email, and video conferencing. This correlates with data shared from Wonderman Thomson on the buyer side, which revealed that as of 2021, 49% of B2B buying across the UK, US and China occurs online. Still, to succeed with B2B ecommerce, it’s no longer acceptable to have a basic website or subpar customer experience. Yet, 52% of B2B buyers report that they’re frustrated with the online buying experience. And even more detrimental, a staggering 90% of B2B buyers would turn to a competitor if a supplier’s digital channel couldn’t keep up with their needs. To deliver the shopping experiences buyers have come to expect, B2Bs must prioritize their digital transformation.” (BigCommerce, 2023)
[bookmark: _Toc157539074]Suggestion for Technology Adoption:

There are several clearly distinct areas in which top B2B ecommerce trends to master in order to achieve success.
Leave behind legacy systems:

One of the biggest challenges for a B2B eCommerce companies is upgrading legacy systems. It is crucial for B2B companies to ensure they have the right technology or systems in place if they wish to deliver B2C-like experience for their existing and new customers. The challenge is that the B2B platforms decides of upgrading their systems only when it becomes a necessity. And it becomes a bigger challenge to integrate all the existing systems with the new ones. Focusing on developing a digital transformational strategy that’s guided by the organization’s overall business vision and goals and not just on the technological needs will help in better technological solutions.
The main challenge faced by most B2B e-commerce companies is due to the usage of older or existing version of a technology which is not efficient in delivering the expected customer experience. B2B e-commerce companies find it difficult or scary to upgrade the existing system since they feel that changes could lead to disruption to their business goals. 
It is imperative for the B2B companies to focus on technological transformation by investigating in the right and latest versions of the technology that is as per the business requirements and is also beneficial.
Invest in ecommerce platform technology:

The centre of digital ecosystem is considered as B2B ecommerce platform and investment on the right technology is of top priority concern. Many still operate as a monolith, or one-size-fits-all solution however not all the platforms are similar. One-size-fits-all solution does not have the flexibility to make the best choice for the business need since they can offer a few features or workarounds. One of the other significant aspects how capable is the desired technology in terms of integrating with other business systems. B2B ecommerce should focus on investing in the right platform technology.
Business can encounter a substantial expansion in terms of sales and revenue in a short period of time if the right technology is opted at the right time. The part of business innovation is technology and the business’ ability to choose best technological solutions to the possible business challenges equips an organization to take right decisions instantly. The usage of right technology by the business that is in sync with the business goals and objectives provides them with the flexibility and agility to scale and accelerate as per the requirement. Hence, choosing the right technology at the right time is crucial. 
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Personalize the online shopping experience:

The key feature identified by the B2B buyers while searching for online sellers is improved personalization and the opportunity of customer spending would increase when the experience is personalized. 
Customer behaviour is influenced by personalization by targeting the customers effectively basis their preferences, needs and purchasing pattern. The B2B platform can take the advantage of offering more emotionally relevant products and experience during the customer journey by targeting the customer at ab individual level or segmenting the customer base into precise groups. It becomes more easier to enhance the level of customer satisfaction when customer preferences and needs can be anticipated.  Omnichannel experience can be established by website/platform personalization which in turn paves the way to enhanced customer experience across the devices and channels.
The rise of personalized products is a logical evolution in today's economy of instant gratification. Consumers take their access to on-demand, customized services for granted. Everything we want and need is accessible in the comfort of our own home — ordering food, cosmetics, a taxi — all without ever talking to a live human being. (Gatis Dukurs, Forbes Councils Member, 2021)
 Prioritize product discovery and information:

The major challenge for B2B customers shopping online is finding products with up-to-date information. One of the ways through which B2B ecommerce companies can resolve the problem is product Information Management (PIM) software. PIM helps in collecting, managing, enriching, and distributing product information across all the channels from the mobile app or the ecommerce platform, advertising networks and social sales channels. Alternative option that is feasible for B2B platforms is to employ back-office technology. This helps in automating manual processes. For instance, Most of the B2B ecommerce organizations MS Excel to manually maintain the inventory or product information. However, employing the right back-office system such as ERP with required integration, the entire catalogue information can be housed in one location and connected with the website to ensure the changes and is visible in real time. This is more advantageous since it encourages the B2B platform to use the chatbot which helps in directing the customers to product pages.
There are many B2B e-commerce companies which is associated with a parent company that deals with multiple brands and a wide range products or categories from multiple manufacturers. It becomes a challenge for the B2B platform to customize the shopping carts, so the customer ambiguity is mitigated. Buyers find it a challenge to locate their products and compare it with other options. It is advisable for the E-commerce companies to have shopping carts that can be customized to the specific customer need.
This challenge managing multiple product line and varied brand can be tackled in an efficient way by the usage of right technology. AI-enabled search engines help in managing the process more efficiently and the expand the reach at a global scale. Optimizing the content for mobile users is crucial since most of the purchasing happens on mobile devices. Hence, ensuring the platform/website has the design this is appealing to the customers, easy navigation and fast-loading pages are some of the aspects that needs focussing. Having a long-tail keywords that is specific to search terms is vital to ensure higher conversion rates through lower search volumes. Optimizing the platform/website for performance, speed and also providing an enjoyable, user friendly and seamless shopping experience to the customers would help in improved user experience.
The business must focus on understanding the performance of SEO strategy by regularly monitoring their metrics which includes the tracking of page views, click through and bounce rates. With more data, the business would gain advantage in refining their SEO strategy.  
Sell across third-party B2B marketplaces:

The fundamental part of the B2B buyer journey is marketplace. Many B2B buyers are inspired to search for products in marketplaces. Third party market place has the ability to attract new customers which in turn can aid in improved sales as well as an opportunity to reach global markets and test new products. "Many successful B2B merchants are leveraging tools like Feedonomics to optimize their marketplace strategy. In fact, Feedonomics helps B2B merchants streamline their Amazon listings. For example, Feedonomics' Amazon Business integration allows B2Bs to incentivize buyers with prices visible only to registered Amazon Business customers, and quantity discounts for customers who purchase in higher volumes,". (Dmitriy Ryzhiy, Vice President, Marketplaces at Feedonomics, 2023)
Explore social media platforms:

B2C businesses have been dominated by Social media While social media and now that B2Bs are trying to join the game since many B2B businesses are already using these channels. “About 46% of B2B buyers use social media to learn about available solutions, 40% use it to compare solutions, and 35% use it for need-to-know information before they complete a purchase. Interestingly, Gartner also found that 54% of B2Bs have used social commerce to set up an online store. If selling and offering checkout through social media sounds too daunting at this stage, you can still experiment with B2B marketing through social media” (Rupal Bhandari, 2020)
 Fulfil orders even faster:

B2B companies are crossing the digital threshold increasingly and this is creating a need for an efficient fulfilment process. The way B2B companies appealing to the buyers are expanding since customer expectations are extending. B2B customers expect on time delivery since they would have to fulfil their customers who is expecting the product, and it becomes a challenge if the orders fail to reach the customers on time. Shipping delays might happen due to various reasons. And the matter will be aggravated if the B2B company lacks personalized shipping solutions basis customers within or from countries across the globe.
It is imperative to choose the right technology that can provide suitable shipping solutions and digitally handle the delivery aspect in an efficient manner. It is crucial to ensure the digital solution is integrated with the existing system so that the end-to end process is managed efficiently. This also helps in keeping the buyers/sellers informed about their shipment movement from order placement to delivery on a real time basis. These technology can manage all aspects of an order fulfilment process such as calculating taxes basis geography/location and delivery charges. Customer would vouch for technology solutions which provides personalized experiences basis locations and hence prove to be beneficial.
Furthermore, order management software helps in streamlining the B2B order fulfilment processes. It also helps B2B businesses in managing manage the orders from multiple sales platforms through centralized information and thereby minimise the complexity in supply chain management.
B2B companies has an option to outsource the logistics to third-party vendors, commonly referred as 3PL. 3PL can prove to be better option to manage the logistics if the existing fulfilment costs are high, B2B business is growing rapidly, or inventory management is taking additional time.
Mitigated use of the right technology:

Mostly, the product pricing is fixed by the B2B e-commerce organizations basis volume due to which it becomes challenging for the processing systems to function smoothly. B2B customer requirement varies in terms of volume from minimum allowed quantity to maximum available on the platform and hence having a fixed pricing structure would be less beneficial. B2B customers placing bulk orders would expect discounts basis quantity. It would be a challenge to retain the customer by having a fixed pricing structure.
The best possible way to overcome this challenge select the reliable technology which can offer pricing solution by creating a new system that provides the customers with discounts basis order quantity. These technology aims ate offering customer centric solution through built-in pricing models. This technology has the in-built feature that considers the offer criteria and applies automatic discounts. Customized discount and free shipping basis order value and quantity attracts the customer into the platform by increasing the customer base and thereby boost sales. 
It is not that easy for the B2B eCommerce brands to maintain a strong relationship with the customers due to multiple reasons. They must ensure that the customer’s accounts are monitored and ensured of utilization. The main reason for the customers to lose hope on a particular platform is ineffective communication. Lack of adequate communication to the customers such as status updates of the orders, service requests and complaints raised will lead to loss of trust and interest from the customers end. 
B2B e-commerce companies must think about adopting a technology that has a substantial follow-up strategy resulting in optimal customer satisfaction. It would be good to manage the strategy if the internal technology team is able to handle the situation, else, the other option could be to outsource the service to an external vendor however it is crucial for the technology team to integrate with an appropriate CRM solution with the ecommerce platform to ensure smooth functioning. CRM can manage communication between customers and platforms. It helps in managing timely interactions with the customers and providing status updates. Furthermore, system integration benefits the platform by streamlining the processes and reducing overhead costs.
It is important for the B2B platforms to have all the information available basis prospects since buyers would expect to find the product with minimal searches. Some of the prospects that buyers expect are reviews about products, pricing, features and benefits. They are interested in assessing the products basis their interest and comparison with similar products. Enhancing the technology usage like upgrading to CRM with result in efficient order processing, even for bulk transactions. 
In the earlier scene, a significant capital was invested by the e-commerce businesses in an upfront mode. B2B e-commerce organisation had to plan for a substantial capital for investing in digitalization or the technological transformation which include positioning server, procuring software licenses, and managing infrastructure expenditures. B2B businesses were considering these huge investments as a challenge and repelling from opting to contemporary technology.
However, the current situation is contradictory to upfront and huge investment and more supportive to the B2B businesses. Nowadays, the market provides required technology with subscription models and packages that is business friendly and encourages the businesses to opt for digital transformation. Businesses can adopt their feasible investment style basis the situation. This also provides flexibility to the business in case of any upgrade or changes to the current scope of service. This kind of investment option significantly benefits B2B e-commerce businesses since payment can made as the business grows and pay for the functionalities that is opted.
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 One of the first eCommerce website was created by Amazon back in early 1990s and numerous websites followed then since then. An array of services and products is provided to both the individuals and the businesses across the globe by Amazon. They provide a simple value proposition and offer the extensive range of product at lowest prices with most convenience without compromising on quality in any way by leveraging technology. Amazon has been successful in leveraging the technology to such an extent that stocking inventory is not required. Amazon are trying to be the giant in the eCommerce industry while many stores are revolving around cost burdens of stocking inventory. “Amazon has always been at the centre of several technological advancements since its inception in 1994. In 2016, they have pioneered a new technology called contactless stores. These stores have been branded as “Amazon Go” stores. The unique selling point of these stores is that there are no humans involved. Amazon has achieved such high levels of automation, that they can run an entire departmental store without having any employees. It is technological advancements like these that will allow Amazon to reach its ambitious revenue targets.” (Prachi Juneja, 2022) 
Amazon runs with a unique business model which is hybrid. Their model focusses on both technology and retail and was initiated by them in 1994. They have been the pioneers since then. Amazon has operated through various business models that is designed to attract and retain customers and simultaneously focussing on technological transformation basis customer interests and demands.
Amazon Business has been spending their capital on implementing a range of modern features to its platform which includes catalogue curation and paying by invoice. “A new tool named Coupa Open Buy allows users of the Coupa procurement system to further streamline the Amazon Business purchasing experience by automatically applying an organisation’s spending and budget controls to the process. This allows users to effectively source products from outside their company’s usual catalogues and reduces the rate of failing to find a required item, and the knock-on effect of non-compliant spending. With Amazon Business, these one-time purchases can be handled compliantly by an employee, without the need to seek approval from higher up the chain.” (Hilton Dusseldorf, 2023)
Large companies such as Amazon have the infrastructure and investment power to trial new practices and/or technologies, which would simply be too risky for smaller businesses to consider. This allows other brands to sit back and let the big guys see what works – and what doesn’t – before deciding whether to incorporate the innovations for themselves. (Berlin, 2023)
A lot of work has been done by Amazon from the time it was a one-sided, simple ecommerce platform to building its own ecosystem. Today Amazon s at a stage wherein it’s business model has been unified by multiple units which includes one-sided platform, two-sided marketplace, kindle marketplace, web services, prime video, Amazon Go, Game Studio, and App Store.
The three main channels used by Amazon to deliver its services to their customers Amazon website, application and Amazon Go. Their application is available on App Store and Play Store. Amazon Go is a physical and partially automated store managed without the cashier and through self-checkout stations. It provides fast shopping experience using the advanced shopping technology.
Several CIO clients ask me how a future fit strategy relates to the daily operational challenges they face. How can they think future fit when faced with budget challenges and delays on costly enterprise resource planning deployments, headcount, or talent constraints, and increasing technical debt? Overcoming these very challenges requires adaptivity, creativity, and resilience grounded in trust to maintain a future fit outlook. It is imperative that tech leaders put their head above the parapet to guide strategic IT direction and not get lost in a reactive virtuous circle of tactical IT demands. This reminded me of Amazon’s leadership principles. Amazon expects its leaders to demonstrate and live by these principles’ day to day, and they are central to Amazon’s success and ways of working. (Phil Brunkard, 2021)
Amazon does not just have an online platform that brings the sellers and buyers together and allow them to sell their products, they also manufacture the products under their own brand and provide cloud computing service. They have a research and development team who develops products, services and appropriate technology that supports their operations and gain competitive advantage.
Amazon.com Inc.  established their operations in 1995 in Seattle. “Though his launching of the business was random and impulsive, Bezos has since been methodical in building his brand. During the 21st century, Amazon has led the way on many technological fronts, from cloud computing to e-readers, online grocery shopping, video streaming, and gaming. Most are, not incidentally, ways to receive, consume, and store information, entertainment, and products that are sold by Amazon. And the company has a host of new technologies in its pipeline, working their way through various stages of development. “(Khadija Khartit, 2021)
While e-commerce sellers have made strides to improve the B2B experience, plenty of work remains. A 2021 white paper from DHL Express said that by 2025, 80% of all B2B interactions between suppliers and buyers will take place in digital channels. The company cited the introduction of tech-savvy millennials into the workforce and the rapid acceleration of digital trends because of the COVID-19 pandemic that forced large segments of the global labour pool to shift to remote work. (Brian Straight, 2022)
“There are customers that like the direct access — the familiar look and feel from Amazon.com, and many others that prefer our seamless integration into their procurement systems.” (Chris Costello, executive vice president of U.S. strategic sales for Amazon Business, 2022) Costello noted that Amazon has integration capabilities that allow businesses to connect directly with Amazon’s platform and take advantage of security and control features, as well as guided buying capabilities. The integration enables the business to use the same software it is already using on a daily basis, eliminating costly installation and potential integration problems.
Amazon’s ability to identify the purchasing trends basis location helps in reducing the duplicate buying and thereby reducing cost. Purchasing basis veteran owned businesses and sustainability goas are some of the aspects that the business can take advantage of while shopping at Amazon.
Ultimately, we think that organizations have a significant opportunity to maximize e-procurement technologies that will help them overcome operational challenges that diminish efficiency and waste budget. For seller organizations, adapting to meet buyer demands will allow them to remain relevant with their B2B customers. At Amazon Business, we’re committed to helping buyers and sellers navigate the next chapters in their transformation journeys with our technology and expertise. Online features significantly outrank traditional ones in buyers’ purchasing decision processes. (Todd Heimes, director of Amazon Business, 2021) 
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Indian B2B ecommerce companies that can look upon for the best practices is Flipkart. Flipkart Wholesale has been at the forefront in leveraging technology to solve pain points in B2B ecommerce transactions. Flipkart Wholesale, the digital B2B marketplace of India’s homegrown ﻿Flipkart﻿ Group announced the launch of the Voice Search feature on its platform. The introduction of voice search using commands in Hindi and English is yet another technology innovation that reinforces the platform’s core proposition of “Business Banaye Aasaan” (Translation: Business Made Easy). Currently available in English and Hindi, this new feature will help kiranas (Tiny shops) and retailers utilise the search function more effectively, making it easier to transact on the platform, according to the company. 
Our core value proposition lies in offering a hassle-free shopping experience on the app through new technologies and innovations. At Flipkart, we are committed to addressing the problem areas our members face and deliver value to them. The launch of voice search is one such tech initiative that will help cater to the heterogeneous user population, making their ecommerce journey with Flipkart even simpler. As a technology enabler, we will continue to create more such innovations that will make digital commerce more inclusive, accessible, and convenient for existing as well as new customers. (Adarsh Menon, Senior Vice-President, and Head - Flipkart Wholesale, 2022)
The Voice Search feature is aimed at making the journey more convenient for internet users, including kiranas and MSMEs, who are from non-English speaking backgrounds as varying proficiency in English makes it challenging to perform searches using text input.
Flipkart Wholesale, the digital B2B marketplace of India’s homegrown Flipkart Group has enabled a ‘Scan 2 Buy’ feature on its e-commerce app to help kiranas and retailers with a superior shopping experience. Rolled out nationally across all 28 Flipkart Wholesale Best Price stores via the platform's app, ‘Scan 2 Buy’ feature has already witnessed a 30 percent jump in e-commerce adoption by walk-in members within 10 days of launch. (Indian Retailer Bureau, 2021).
Flipkart Wholesale aims to solve any technology barriers Kiranas may face in the adoption of e-commerce. The feature allows kiranas the convenience of making digital cart purchases in the comfort of a familiar environment of the store. (Adarsh Menon, 2021)
Flipkart also introduce the ‘Scan 2 Buy’ feature which addressed a key challenge faced by customers in creating their digital cart before checkouts. Searching for a product by manually typing item names or item numbers for an average cart size of 25-50 items is time-consuming and cumbersome. Flipkart Wholesale members can now use the scan option in the e-commerce app to simply scan the item’s barcode available on the item packaging to quickly access the product details page. 
This helps streamline the otherwise manual process of cart making and check out by enabling customers to directly create a digital cart and increase the checkout speed and efficiency. Once the digital cart is ready, the picker at the store completes the picking for the items already available in the physical cart. Once the order picking is completed, the order gets invoiced (auto process), and packing of goods is done, post which the customer can walk away with the order.
As a democratic marketplace, we want to ensure that all our seller partners can grow their business and keep pace with the growing consumer needs. We continue to innovate and grow the e-commerce marketplace segment in India with industry-first innovations and equip MSMEs and seller partners on their journey towards strong, sustainable growth. Our industry-first policy changes and new tech capabilities aim to empower sellers and consumers while promoting India’s e-commerce growth story. We are committed to address some of the industry limitations faced by sellers, from payments to onboarding to cataloguing, through our new policies and capabilities. (Jagjeet Harode, Senior Director and Head – Marketplace, Flipkart, 2022)
Some of the other tech capability details for existing and new sellers on Flipkart Marketplace includes: All new iOS app for sellers - Now, sellers can manage all aspects of their businesses using their mobile through the Flipkart Seller Hub app, which is among the best rated B2B apps currently. Flipkart’s new iOS app allows easy listing and AI-based cataloguing on the app itself. Ease of listing and cataloguing - Flipkart has solved for easy product listing/cataloguing by introducing an industry-first AI-led automated solution which converts any product image to Flipkart-standard quality on the go making it easier for sellers.

[bookmark: _Toc157539079]IT Strategic Theory:
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Applying Porter’s Five Forces for B2B ecommerce companies can help a brand adjust its business strategy accordingly by taking full advantage of a strong market position or strengthen a weak one, all while avoiding future mistakes.
According to this framework, competitiveness does not come solely from competitors. Instead, the state of competition in a given industry is determined by five fundamental forces:
· Competitive rivalry
· Threat of new entrants
· Bargaining power of customer
· Bargaining power of supplier
· Threat of substitute products
Competitive rivalry: The number of competitors and their ability to undercut a brand comes under the first of the five forces. Higher the competition in an industry, the lesser the power of the brand. If a brand’s competition offers better deals or lower product prices, suppliers and buyers seek them out. Conversely, when the competition is low in an industry, a brand has more power to charge higher prices and set the terms of deals to increase sales and profits.
In the e-commerce industry, competition among major players is very high, as there is no switching cost for customers. The players are constantly competing on the basis of technology usage which helps in better customer shopping experience. The high availability of substitutes in terms of customers expected features such as fast page load times, easy-to-use on-site search, detailed product images and self-service options add to the competitive rivalry.
The Threat of New Entrants:

It is not only existing rivals that pose a threat to firms in an industry; the possibility of new entries in the industry also affects competition. The less time and money a brand’s competitor take to enter the market and become viable; the more vulnerable an established brand’s position becomes. The severity of this threat is determined by the entry barriers into a particular industry. The greater these barriers to entry, the lower the threat for existing players. 
As the business and online sales grow, so may the technologies that requires to adequately support the business growth. To ensure the business has room to scale its importance to consider how easily and cost-efficiently the tech stack is chosen that can integrate with the future tech needs Adapting to the technology that is conducive to the latest e-commerce requirements plays an important role and there is always a threat that a new entrant would choose the latest technology while the existing business is still following the legacy systems.
Businesses have a core objective to develop and improve the technology foundations and innovation their firms need to win, serve, and retain customers. They must also enable their employees with the capabilities to achieve this customer obsession in an efficient and effective way. The challenge, though, is how to transform IT in an effective manner that enables the company to deliver on the vision of customer obsession, which is just not applicable today, but future fit.
Bargaining power of customer:

This force examines the power of the consumer, and their effect on pricing and quality. Consumers have power when they are fewer in number but there are plentiful sellers and it’s easy for consumers to switch. Conversely, buying power is low when consumers purchase products in small amounts and the seller’s product is very different from that of its competitors.
Like other industries, B2B customer has a variety of options to switch to, if the prices are not satisfying for them. B2B companies could follow the same practice that Amazon has been following. They offer the most convenience, widest range, and the lowest prices. Amazon provides goods and services at extremely low cost without compromising on quality by any means. Amazon makes the lowest prices possible by leveraging technology. Firstly, it has leveraged technology in such a way that it does not have to stock inventory of any kind. While other stores are reeling under the massive cost burdens of stocking inventory, Amazon can afford to undercut the competition on this.


Bargaining power of supplier:

This force examines how much power and control a brand’s supplier has over the ability to raise prices or lower the quality of purchased goods or services, which in turn would lower an industry’s profitability potential. The important factors that determine supplier power are the availability of substitute suppliers and the concentration of suppliers. When a company has a large number of suppliers, it is in a better position.
Better customer experience would drive the attention of suppliers to a B2B platform since it also benefits them with increased sales. B2B companies should opt for the right technology that helps in improved customer experience like faster order fulfilment, product and price comparison, personalised product catalogue and faster response to buyer/marker demand. In case of large supplier, ERP system would help in gaining better visibility, particularly over your inventory/warehouse stock levels which reduces manual work. 
e-commerce technology can be used to improve the efficiency of managing payments between businesses. By processing payments electronically, companies are able to lower the number of clerical errors and increase the speed of processing invoices, which results in driving suppliers’ attention.
Threat of Substitute Products:

The Threat of Substitutes formulates the fifth and final force. This force investigates how easy it is for customers to switch from a brand’s product or service to another. It focuses on the number of competitors, how their prices and quality compare to the business under consideration, and how much profit those competitors make, in order to see if they can cut costs even further. Switching costs, both immediate and long-term, as well as consumers’ willingness to change, inform the threat of substitutes.
The low switching costs of buyers is a challenge since they can easily transfer between companies. The high availability of substitutes in terms of customers expected features such as fast page load times, easy-to-use on-site search, detailed product images and self-service options add to the competitive rivalry and the low product costs increase the influence of substitutes against the company. Using e-commerce enabled business applications, companies are able to better control their supplier costs by reducing PO (purchase order) processing costs and cycle times. This has the added benefit of being able to process more POs at a lesser cost in the same amount of time. E-commerce technology can also serve to shorten the order-ship- bill cycle of inventory management by linking business partners together with the company to provide faster data access.
Rather than plunging on to the legacy systems, B2B companies should focus on the emerging trends and apply future fit technologies. There needs to be continuous development in order to guarantee the growth of an organization. B2B e-commerce platforms are highly dynamic, and it is important to focus on the right technology to ensure that there are no setbacks to the progress.
The Indian post pandemic era:

According to Koteshwar LN, Financial Express, 2023, A robust B2B is the backbone of the retail sector. Post pandemic, the dynamics and the needs of businesses have changed. Adapting and adopting have become a way of life. However, at less than 50 per cent of digital adoption, the B2B industry was hugely impacted during the pandemic. The breakdown in the supply chain due to multiple intermediaries and bottlenecks created inefficiencies in the B2B commerce ecosystem. With increased pressure from consumers, learning has reignited this sector with the help of technology.
The situation in India pre-Covid-19 was such that there was a significant resistance from the local shop keepers in purchasing goods online due to lack of education and exposure to the technical aspects however the MSME owners have pushed themselves very hard due to inevitability during Covid and has boosted online sales.
The pandemic has been a learning for everyone. There is a need to make India a digital first country. Hence, there is tremendous dependency on digital acceleration. Adding to this is the evolved consumer behavior that has redefined the way consumers and businesses shop. Addressing the quality and reliability concerns surrounding the unorganized traditional B2B sector, it brought together sellers and buyers. Hence, as the digital touch points expand and get into the day-to-day aspect of consumers and businesses, we are witnessing the world become a marketplace. It is here that the digitization of a B2B marketplace has the potential to catapult the trade economy of India.
With the economy recovering post the Covid-19 pandemic there has been a significant shift in the way Micro Small and Medium Enterprises (MSMEs) buy, sell, and operate. While a lot has been written about the B2C e-commerce boom in India, it is B2B e-commerce that is silently turning the wheels of the economy by facilitating critical everyday commerce between businesses. Driven by necessity during the pandemic and by the government’s broader push for digitization of commerce, B2B marketplace platforms have been on the rise and are now an integral part of the operations of retailers, wholesalers, distributors, and even your friendly neighborhood kiranas.
Over the last few years, B2B e-commerce space has come a long way with the public listing of Indiamart and risk capital cornered by Udaan, ShopX, Jumbotail, Max Wholesale among others. While Udaan is a de facto leader in space with its $1 billion-plus fundraise, Standard Chartered entered the B2B e-commerce via Solv with a sizable investment in late 2019.
Solv’s B2B eCommerce platform offers India’s MSME sector an open and inclusive trade ecosystem across the entire value chain. The platform facilitates connections and negotiations with verified sellers and buyers, door-step pick-up and delivery of goods, timely and easy access to finance as well as simplified business support functions. These are critical elements that help expand market access, bring operational efficiencies, and shape success for millions of small businesses across the country. It is working with the vision to accelerate the Indian economy by solving growth challenges of every micro, small and medium enterprises (MSMEs) in the country.
Solv’s intuitive and user-friendly conversational commerce platform brings the power of technologies like blockchain, artificial intelligence and machine learning – to small businesses and helps them conduct their business with multiple stakeholders in a trusted environment.
Technologies like blockchain and AI/ML help strengthen the digital trust ecosystem and automate several critical workflows. We see the strongest use case of AI/ML in building the SOLV Score where we leverage the IndiaStack and triangulate publicly available data to create an alternate credit score – the SOLV Score. This score helps financial institutions make credit decisions for the small business segment. Some other notable use cases lie in matchmaking of MSMEs with the right financial services provider and powering the commerce platform’s recommendation engine. (Jiten Arora, Global Head for SME Platforms, SC Ventures (a business unit of Standard Chartered) and Venture Lead, SOLV, 2020)
Through a full-stack e-commerce platform, MSMEs can own digital storefronts, access a range of products, optimize inventory, digitize their payments, generate GST compliant invoices, and reconcile accounts. SOLV platform also lets them generate ‘SOLV score’, which can be used as an alternative to credit score by small businesses on the platform to create creditworthiness within the system.
This strategic partnership and investment will give us significant tailwinds and help us become a dominant B2B player over the next 12-18 months. At Solv, we are passionate about improving the livelihoods of millions of underserved MSMEs in India and globally. Within 18 months of launch in India, Solv claims have become India’s fastest-growing B2B marketplace, with a 2,20,000 know your customer (KYC)-verified MSMEs base and 10 times growth of Gross Merchandise Value (GMV) with 60 per cent repeats. (Amit Bansal, CEO of Solv, 2022)
We are excited to lead Solv’s Series A fundraiser, one of our largest investments in the region. We are confident that Solv will become a global technology powerhouse and play a defining role in turbo-charging the growth of underserved MSMEs. (Yoshitaka Kitao, CEO, SBI Holdings, 2022)
Our goal is to enable small businesses, especially those operating in the informal sector, to leverage technology and data to find newer avenues of growth in a trusted environment and build their digital presence and credibility. (Jiten Arora, 2020) As the Indian market moves towards being data-rich, SOLV is plugging into these data sources and building simple and intuitive technology-led commerce and financial services solutions for MSMEs. Jiten believes these can help solve problems across customer onboarding, alternative credit scoring and underwriting, digitizing operations, and improving the efficiency of supply chains.
Over 80 percent of the MSME sector functions in the unorganized segment, with zero digital traceability of business operations. As a result, the gap in India’s MSME financing is huge, with only four percent of MSMEs availing formal financing channels. We believe that digitizing traditional supply chains will lead to the opening of newer markets for growth in overall commerce transactions between small businesses. It will also be an important turning point in bringing this segment into the formal economy, thereby helping them get access to affordable growth and working capital. We saw that every MSME needs three important things to grow sustainably: a strong network, access to finance and simplified business support functions. Through SOLV, our aim is to create a platform which will help businesses fulfil all these needs by the use of technology and data. (Jiten Arora, 2020)
With data growing at an exponential rate in the Indian market, the company is advancing into big data and building end-to-end technology-led commerce and financial services solutions. This will be supported by business solutions which will aid in customer onboarding, alternative credit scoring, underwriting digitizing operations, and enhancing the efficiency of supply chains. (Jiten Arora, 2020)
B2B e-commerce players will increasingly leverage the power of data and technology to gain customer insights and create compelling and personalized interactions and experiences for their buyers. From mining data for insights into individual buyers’ purchase habits and patterns, to features like AI-powered live search and product recommendation engines, B2B e-commerce will adopt many of the features that buyers are used to in B2C e-commerce – in order to create a customized experience for customers. (Amit Bansal, 2022)
One of the biggest challenges of B2B e-commerce is maintaining and nurturing customer relationships in a digital age. According to B2B Buyer report, 2022, “84% of B2B buyers would choose to buy from a supplier that they had a great relationship with – even if the competition’s business terms were more favorable”. The lifetime value of B2B customers is much higher than that of B2C buyers, making positive customer relationships even more crucial. The key to fostering strong relationships with the customers online is to provide an exceptional customer experience.  This means delivering a fast, easy-to-use B2B e-commerce store that provides reliable, transparent, and accurate information to the customers, when they need it, from wherever they need it.
Although Solv started its B2B journey from 2019, the company has been aiming to compete with all the big giants in its sector within the country. However, in my opinion Solv must focus on data analytics since big data analytics in B2B e-commerce allows the companies to collect large volumes of data from multiple sources and run that data through business intelligence (BI) platforms for valuable insights into the day-to-day operations. By identifying patterns and trends in e-commerce data, the company can focus on improving decision-making, optimization, and problem-solving. Big data analytics can provide B2B companies with all kinds of intelligence about their e-commerce operations.
According to estimates, the Indian MSME sector's contribution to the national GDP is no more than 28 to 30 per cent despite the country being one of the largest MSME hubs in the world after China. Solv was launched with a desire to understand the challenges responsible for this conundrum. We spoke to over 3,000 MSMEs from various sectors across India and realized that the most pressing problem for them was to expand their business beyond first- or second-degree connections due to the lack of trust, timely credit, and avenues to scale their business rapidly with technology. (Amit Bansal, 2022)
E-commerce businesses can have more competition than brick-and-mortar stores.  In most cases, consumers can compare one company’s products to every other online offering worldwide, as opposed to only those stores or products available in a single town or region. Ensuring the business remains on the customers’ radar is a major challenge of B2B e-commerce. Strong competitor analysis allows B2B e-commerce sellers to better understand their technological strategy.
Looking at Solv’s approach, it appears to be a direct competition to Udaan. Both companies are two-sided (sellers and buyers) full-stack e-commerce platforms where they own every piece of the process right from buying to logistics. They also share the common business model: lending. Standard Chartered sees Solv as an enabler of its credit business among MSMEs. While there are several companies including Nandan Nilekani-backed ShopX, Jumbotail and Max Wholesale which compete with Udaan in a few categories, Solv appears to have a horizontal approach. “Standard Chartered has a deep understanding of credit business and that’s an advantage, but the group has no prior experience of running a technology business,” said Satish Meena, forecast analyst, Forrester India, 2021.
By analyzing data, the company can learn more about the businesses that purchase their products and services. For example, it provides insights on previously closed deals in specific campaigns which in turn can be used to identify new lead generation opportunities. Running data through a BI platform provides incredible insights into the lead generation processes which also helps in analyzing metrics like cost per lead, qualified lead volume, and sales volume. 
Another benefit of big data analytics in B2B e-commerce is better customer experiences. The data analysis from e-commerce operations can help in discovering more information about the businesses that use their products and services and deliver better customer service. For example, metrics such as B2B sales, customer satisfaction (CSAT), customer lifetime value (CLV), retention rate, and churn rate can be tracked, and this information can be used to optimize communication and engagement with business clients. All these aspects of data analysis are at the early stage at Solv and help the company to understand the customer experience level to a great extent and ensure the service level is improving on a day-to-day basis.
With the mushrooming of B2B marketplaces, the traditional B2B commerce market is undergoing a seismic shift. As the businesses start to implement strategies to adapt to these changing dynamics, it is imperative to crystal gaze into some trends that are helping capitalize on the growing demand for online selling, digital connectivity, and an ever-increasing customer base.
Choosing the right technology is crucial to the success of B2B ecommerce. Integrated e-commerce software keeps the inventory organized and ensures the customer has a good experience with the brand. As business and online sales grow, it is imperative that the required technologies to adequately support business growth. To ensure the room to scale it’s important to consider how easily and cost-efficiently the chosen tech stack can integrate with the future tech needs (for example integrating with e-commerce optimized CRM software). It is vital to consider how the software helps with the order process, if it’s easy to fulfil orders quickly through the software’s order management system, the customer’s shopping experience, if all staff members can easily access and operate the software, the accuracy of inventory, numbers, and statistics, the ability to customize the software to meet your business’s needs while choosing the technology. Advanced technology can help in avoiding online order errors and in turn lowering the return rate and keeping customers happy. An easy-to-navigate customer portal is crucial to keep track of orders and record customer details. This data can be used later when deciding how much inventory is needed and to keep in contact with customers.
Another B2B e-commerce challenge is adequate data and security measures within the online store. To serve customers efficiently, the e-commerce business must store data, such as customers’ names, contact information, order history, and payment methods. Consumers put their trust in the business to collect, store, and utilize this data with care. Cybersecurity measures for the e-commerce site are key to maintaining this trust. 
B2B marketplace platforms will play a critical role in driving new and innovative embedded finance solutions to underserved customers. While credit flow to the MSME sector has been improving, nearly 80% of the 63 million+ MSMEs in India still lack access to formal sources of credit. According to an IFC report, the overall credit demand of the MSME sector is $1.1 trillion, of which only 16%, or $168 billion, is financed through formal sources, with the remaining being financed informally through family, friends, and local money lenders. Innovations such as technology-based invoice financing offered via B2B marketplace platforms will make a huge difference in 2023 and beyond. We have already seen platform-based, transaction-led invoice financing achieve success in the B2C space. Going forward, embedded “pay-later” options targeted toward micro and small enterprises will gain traction. These purchase financing products for small businesses transacting with suppliers, distributors, aggregator platforms, or B2B marketplaces will offer a seamless and hassle-free credit experience. Anchor-led invoice financing models will also see significant uptake as they are particularly suited for the Indian MSME ecosystem and provide even the smallest buyers tied to an anchor-supplier chain, with credit for their regular purchases, through a third-party lender. (Amit Bansal, 2022) At Solv, there are multiple platform embedded credit source like ‘Buy Now Pay Later which ranges between Rs 5000 to Rs 500000 and Supply chain Finance for bigger credit.
He further adds, “In all, the future looks both bright and exciting for the B2B e-commerce space in India. Proactive government initiatives in building the enabling infrastructure and transforming logistics, technology-driven innovations in embedded financing and credit, and adopting the best of B2C e-commerce practices to the B2B space will give the sector a well-deserved boost and position it for even faster growth in the coming years.
Solv has adopted an omni channel strategy for marketing and sales. “B2B marketplaces will increasingly adopt an omnichannel strategy for marketing and sales. B2B customers have changed the way they shop in a way that’s mirroring B2C habits and are now using more channels than ever before to interact with suppliers. According to a study by RubyGarage, the average B2B customer now uses 10+ channels including email, supplier websites, mobile apps, and search engines to interact with a company – up from just seven in 2019. This means B2B e-commerce platforms will need to quickly build the necessary omnichannel capabilities to stay ahead of customer expectations.” (Amit Bansal, 2022)
He mentions, “Enabling customers to buy via their mobile devices is no longer an exception, it’s an expectation. A study by McKinsey shows that the number of customers who prefer placing orders via mobile apps increased by 30% compared to pre-pandemic periods. B2B e-commerce will double down on the mobile commerce experience by creating mobile-first sites and mobile apps and introducing features for faster shopping like one-click checkout. Solv has benefitted significantly with the mobile sales from the very initial days.”
It is crucial to track and analyze the signals that customers are sharing across social media, websites, and search interactions. Most of the B2B eCommerce companies in India and across the globe customize their products based on their searches on websites and mobile apps. Solv allows their customers to choose the products from their catalogue using the categories. However, they must focus on adopting the SEO strategy in order to improve the customer experience by targeting their customer behavior and preferences. The key performance indicator of SEO for a B2B company is lead quality and lead quantity. Productive SEO campaigns promote a large number of good contacts. The whole purpose of adopting the B2B SEO is not the Number 1 ranking, but to increase the quantity and quality of organic traffic to the B2B website. B2B products and services are generally more expensive than B2C products and typically designed for long-term investments. Organizations tend to have more consideration and would involve more decision-makers before deciding on a purchase. And understanding their preference using SEO would result in better customer experience.
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In order to understand the B2B ecommerce technological patterns in India in comparison with the global giants based in India, Quantitative research method is used since it helps in analyzing the general understanding and trends relating to the topic across the chosen population and various settings. Quantitative research is considered quick, scientific, focused, relatable and can clearly demonstrate the results using unbiased statistics.  

The purpose of quantitative research is to attain greater knowledge and understanding of the social world. Researchers use quantitative methods to observe situations or events that affect people. Quantitative research produces objective data that can be clearly communicated through statistics and numbers. Researchers typically use quantitative data when the objective of their study is to assess a problem or answer the “what” or “how many” of a research question. In essence, the goal of quantitative research studies is to understand the relationship in a population between an independent variable and one or more dependent variables. (Traci Williams, 2021)

Compared to other research methods such as the interview, the questionnaire helps bring greater structure to any research, which can help maximize the success of whatever you’re trying to investigate and answer. (Philip Cleave, 2023)
A survey is conducted as part of the quantitative research with 31 questions related to the technological aspects that impact the customer experience in the B2B ecommerce market. Professionals working at Indian as well as multinational B2B eCommerce companies have been chosen as part of the survey population and the respondents were requested to answer 26 questions on Microsoft forms. The data collected from the selected respondents is statistically analyzed to depict insightful research conclusions. 

[bookmark: _Toc157539084]Research Survey Design:

Survey questionnaire offers quick, inexpensive, and efficient results by providing insights on subject preference, behavior, intention, and opinion. The most crucial part of the research survey process is framing effective questions that help in accurately evaluating the behavior, experience, and opinions of the targeted audience. Hence, survey questions are designed to understand the background of the respondents, the current positioning of the eCommerce platforms that the respondents are associated with along with their opinion on technological aspects. The questionnaire is subdivided into multiple sections for further analysis.
Demography:
Below questions were asked to understand the background of the respondents and eCommerce company they are associated with. This provides insights for segregating the professional opinion basis the type of associated platforms.
1. What is the type of the organization you work for? – MNC, Indian, Other
2. How old is your organization? <10yrs, >10yrs
3. What is the size of your organization? < 500 Employees, 500 - 2000 Employees, > 2000 Employees
4. What is your designation category? - Customer facing, Mid-Level Management, High Level Management
5. Which of the following function do you work for? – Marketing, Sales, IT, Operations, HR, Other
Customer Behaviour:
Below questions were asked to understand the customer behaviour in a B2B eCommerce platform. This section provides insights on the customer expectation and the level of support that needs to be provided by the B2B platforms for increasing the conversion rates.
1. Which of the following do you think the customers at your organization prefers? - Purchasing online – Website, Purchasing online – Mobile App, Purchasing in a traditional environment.
2. How independently can your B2B customers in India use the modern technology on a scale of 1 to 5 (1 -lowest and 5 highest)
3. How many customers in 100 would according to you use the self-service option provided on B2B platform without calling the customer care in India?
4. How according to you is social media like Facebook, Twitter and Instagram helping your ecommerce platform to connect with their customers?
5. Which of the following do you think is the main reason for increase in customer’s interest in ecommerce?
6. Which of the following do you think will play a major role in improving the customer satisfaction?
Technological Position:
Below questions are asked to understand the position of current technology of Indian and other multi-national B2B eCommerce platforms. This section provides insights on comparison of B2B platforms between Indian and global giants, the technology used in the current situation by them.
1. In your opinion, how do you rate the Indian B2B e-commerce platforms in comparison to other global giants in terms of technology adaptation on a scale of 1 to 5 (1 -lowest and 5 highest)?
2. Which of the following in your opinion is the biggest challenge in adopting modern technology?
3. What according to you is the must technological feature that should be implemented on B2B platform?
4. Does your eCommerce platform use chatbot as one of the conversational tools?
5. How do you rate the System integration comparing Indian B2B ecommerce business with international players on a scale of 1 to 5 (1 -lowest and 5 highest)
6. How the data managed at your B2B business?
7. Does your eCommerce platform use Enterprise Resource Planning (ERP) system?
8. What according to you is the frequent mode of payment at your B2B ecommerce platform?
9. Which of the following technological strategy according to you does your B2B organization follows?
10. Does your eCommerce platform suggest the products to the buyer on the basis of their search history, buying patterns and business category?
11. Does your eCommerce platform use follow up strategy (Abandoned cart reminders, Re-engaging dormant customers) on your B2B eCommerce App?
12. Does your product range changes with region basis buying patterns/customer consumption?
Expert Opinion:
Below questions are asked to understand the opinions of professionals at different levels of b2B eCommerce platforms in terms of using the suitable technology.
1. How does system integration help in customer satisfaction?
2. What according to you is the biggest technological challenge in B2B ecommerce?
3. What according to you is the disadvantages of digital transformation?
4. What is the outcome of identifying customer patterns and trends?
5. In your opinion, How has data availability helped in improving the B2B business?
6. Which of these do you think plays a vital marketing role for B2B ecommerce?
7. How do you think the self-service option provided to the customer on B2B platform help in improving the customer satisfaction?
Government Aid:
Below question is asked to understand if there is any support provided by the government for establishing B2B eCommerce platforms 
1. In your experience, is there government aid for developing e-commerce platform in India?
[bookmark: _Toc157539085]Presentation of Findings

The survey questionnaire was rolled out to 108 professionals working at B2B eCommerce companies on Microsoft forms and received 32 responses. Below is the summary of the responses received from various designations of employees ranging from customer facing to high level management roles from both Indian as well as international B2B ecommerce companies operating in India.





The responses include 25 Indian and 7 international B2B ecommerce platforms which can be further categorized into 19 startup (<= 10 Years) and 13 established (> 10 years) companies. The survey was conducted to various organizational size ranging from <500 to >2000 employees along with different functions such as Marketing, Sales, IT, Operations, HR, and others. The responses that are adding value to the problem statement of the thesis has been conferred further below. 

To begin with, the below questions help us understand the importance of technology in the B2B ecommerce market from the business perspective and the significance of personalizing the products basis customer purchasing pattern, regional financial situation, diversity and so on. 
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According to the above responses, 81% of the respondents have voted for the customer’s interest in purchasing the products using mobile app in comparison with 13% for website and 6% for traditional shopping. This clearly shows the importance of technology in the B2B ecommerce market. With this response, it is clear that the customers are expecting a mobile app which is user friendly through which they can purchase products just with a click of a button.

Mobile shopping, also termed eCommerce, is expected to reach $728.28 billion by 2025. 44.2% of sales in the US is expected to contribute to this enormous growth. The consumer is becoming addicted to mobile shopping because of the attractive user interface, great choices, and ease of shopping. The trend is likely to continue. However, organizations need to ensure that they continuously evolve technologically to keep the customers engaged and to ensure that the customers keep coming back to them for new and better experiences. (Nitin Soni, 2023)
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The above responses clarifies that the Indian B2B ecommerce is performing well however there is lot of room for improvement in terms of technology. There are few B2B platforms like Flipkart and Indiamart who are competing with the global giants, however there are many startups who are struggling to adopt the right technology. With the rise of globalization, the concept is not just stuck in the United States of America. The e-commerce’s center of attraction has moved beyond the western world and has earned its name on almost every corner of the world. The growth graph of e-commerce is uneven and even though e-commerce has penetrated well in the Asia-Pacific zone, it still needs five more years to reach the top in the European countries. On the other hand, e-commerce is facing a little bit downfall in the United States of America. So needless to say, these retailers will also have to implement various digital marketing strategies to hit the top spot in e-commerce all over the world in the years to come. (Delhi School of Marketing, 2019)
With digitization of small shops, an influx of startups in the B2B segment, and investments and the growing focus on retail giants, B2B e-commerce emerged as one of the fastest growing segments of the online retail market. Over the next decade, B2B is projected to play a crucial role in India’s e-commerce growth story. According to a recent report by Redseer, “India’s eB2B market is projected to reach a GMV of $100 billion by 2030,” said Koteshwar L N, business head, Flipkart Wholesale. He highlighted that the need to build a sustainable omnichannel business model, applications of technology, and increased adoption of digital commerce among small retailers and MSMEs will be key trends to dominate the B2B e-commerce market in India in 2023. (Pallavi Goel, 2023)
She further adds citing that B2B eCommerce market in India is still less than 1 per cent of the USD 1 trillion addressable market, Udaan’s spokesperson said, “a horizontal business model catering to mass-market like ours has the potential to change the overall consumer landscape as more retailers and kirana stores across Bharat adopt digital.”
Giving a peek into strategy for 2023, LN from Flipkart Wholesale said, “Our focus for the next year will largely remain on providing differentiated and value-added products and services to our members.” He added that the company will bring in more technological and digital interventions to drive e-commerce adoption and accelerate the growth journey of its kirana partners.” (LN Koteshwar, 2023)
[image: ]As per the above responses, the customer’s expectation is more than just a mobile app. The mobile centric app should have customized or personalized products as per their buying patterns/interests. “We all have a place in the brain (the reticular activating system, or RAS) that acts like an information filter. (Sana, 2023) Among other functions, it operates what we call “selective attention” (Dr. Rachna Jain, a psychologist specializing in the interconnections of neuroscience, psychology, and social media, 2023). The RAS decides what we pay attention to. We, as humans, are naturally drawn to what we find interesting and to ideas we can relate to. Making relevance an attractive trait in information.” Bigcommerce mentions that “Offering a personalized ecommerce experience has become an industry standard and is crucial for any business that wants to attract and retain customers and prevail over the competition. Personalization starts with collecting customers, defining your key user segments, analyzing this data to understand customer intent for each segment and offering individualized pathways to purchase for each segment.” 
“The future of fashion is tailor-made and online." The study found that 49% of Americans are interested in buying customized items, with 3% of these online buyers willing to spend more than $1,000 on "made-to-measure" products.” (Gatis Dukurs, Forbes Councils Member, 2021) eCommerce businesses should consider product customization in order to gain competitive advantage in the market.
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37% of the respondents have voted for not customizing the product range basis region. India is a land of diversity where every 200 kilometers languages, food habits and dress codes change. Considering the diversity factor as an advantage by providing the customized products basis the region will improve customer satisfaction, help in building loyalty and thus leading to higher conversion rates and revenue.
Furthermore, the key to bringing great shopping experiences to the digital world has been personalization in e-commerce as more and more buying has gone online, a trend that was accelerated by the pandemic. B2C retailers raised customer expectations and set the standard for all e-commerce, including B2B sales, as they were among the early adopters of digital personalization tactics. Customers who shop online today expect personalization, and there are many use cases for boosting the sales process with personalization throughout the entire customer journey in the B2B sector where the buying cycle can be terribly complex. 
Consumers expect businesses to provide personalized experiences, and 76 per cent become annoyed when this doesn't happen, according to McKinsey. Compared to other players, businesses that succeed at customization pull in 40% more profit from those activities. Knowing how to offer customers the ideal products at the ideal time in their online shopping journey and delivering it all with a first-rate digital experience is really the key to personalization success. (Shruti, Indiatimes, 2022)
The below few questions confers about tools and strategies required in the B2B ecommerce platform.
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The overall market size for chatbots worldwide will be over $1.3 billion by 2024. Being part of a wider transition to automate business processes and systems that support customer service in the e-commerce industry, chatbots streamline a vast matrix of complex interactions and drive businesses forward.” The above responses illustrate that 56% of the companies participated in the survey use AI chatbot however another 46% of the respondents vote for not using AI chatbot. (Global Market Insights, 2022)
While the market is still nascent in India, it has huge potential. The infrastructure, along with the reach provided by these platforms and vernacular accessibility through voice commands, sets the right platform for Indian as well as global brands to penetrate the Tier II and Tier III cities. (Business Today, 2023) eCommerce platforms should focus on introducing AI chatbot to increase customer satisfaction and in turn drive sales.
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The above responses describe how the B2B platforms are looking forward to following the technological strategies followed by international giants or domestic platforms rather than building their own strategy. However, the focus needs to be on choosing the right strategy that fits the platform and not just because a global giant is using it or that is the best new technology in the market, since businesses can experience substantial growth in short periods of time if the right technological strategy is chosen. Technology is part of business innovation and the ability to find technology-solutions to basic business problems allows a company to make instant decisions when dire challenges arise.
The below few questions illustrate how well modern technology is being accepted by the B2B businesses.
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The B2B market consists of mostly small and medium enterprises. Most of those shopkeepers falls in the category of lower and lower middle class of poverty or hails from rural India and are not mostly educated. “The Annual Status of Education Report for 2022 released in January confirms, like all previous reports, that a significant proportion of school children in rural India fail to acquire basic reading and arithmetic abilities despite years of formal education. Nearly one in three class VIII pupils cannot read a class II text, and more than half in class VIII cannot perform simple division.” (Sanjay Kumar, News Click, 2023)
Hence understanding or utilizing the modern technology by the B2B customers would be challenging. B2B Platforms should be able to guide them in every aspect by providing self-service options along with guidelines on how to use it. These kinds of proactive steps will help gain trust from the customers and build loyalty.
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Adding to the previous question on the use of modern technology by the B2B businesses, the above responses clearly says that not all the customers can use modern technology or self-service option in ease. Assisting them to use the self-service option until they are comfortable is a must for all the B2B ecommerce platforms to generate increased sales.
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The above responses illustrate the usage of social media which is also one of the media for promoting sales B2B. “Social networks play an important role, allowing consumers to instantly share their purchases, as well as rate and comment on them. This further strengthens the connective bond between the consumer and the product. Customers who are pleased with a purchase gladly share photos of their personalized products online, transforming shoppers into brand ambassadors.” (Gatis Dukurs, 2021)
 The latest data ranking Facebook users by country shows that India is home to 369.9 million of them, making it the country with the highest number of Facebook users. This represents around 22.1% of the population. In other words, over one out of every five people in India is a Facebook user. (DataReportal, 2022)
 Although not everyone in the B2B market is educated, social media is something everyone looks up to and gets fascinated by. Taking advantage of the social media usage in the country would be the best way to increase sales by sharing posts on attractive offers, range of products, creative videos, engaging stories and user-generated content. 
The below few questions focus on the importance of effective system integration.
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According to the above responses, 61% of respondents say that their B2B platforms use multiple applications and 10% of respondents say that their data is being managed manually. Respondents who have voted for one integrated system are mostly working for the international B2B platforms like Amazon. Systems integration with e-commerce, over time, will become more critical as online sales drive larger shares of organizations’ overall revenue.
Businesses that select their systems over time can find themselves with a poorly planned architecture that handles short-term tactical needs sub-optimally while holding the company back from scaling efficiently over the long term. These inefficiencies can become so severe that they cripple growth. (Netsuite, 2016)
“Getting an accurate view of a company’s operations can be a challenge if there are multiple disconnected business systems. Data is fragmented and scattered across disparate systems and spreadsheets, often out-of-date, error-prone, and hard to maintain. Efforts to tie together multiple sources of data can be time consuming and incomplete. Important processes such as order processing, invoicing, expense approvals and fulfilment, can take a lot longer to get completed if too much manual effort is required and are often erroneous. “(Netsuite, 2017) There will be multiple overlapping databases if software systems are not integrated and getting a view of the business performance on time will be challenging. It is crucial to have an integrated view of the business operations through reports the portrays the performance of sales, service, marketing, fulfilment and finance departments. Most of the companies compromise on obtaining this data since it is way too time consuming and requires data analysis.
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B2B ecommerce requires system integration for business intelligence activities like data analysis however, “creating an integration of the B2B eCommerce application with the other software systems requires the different data structures to be converted into a data format compatible with all the integrated applications. Developing such a system is time-consuming and requires expertise for successful implementation.” (AppseConnect, 2022) https://www.appseconnect.com/how-to-overcome-the-challenges-in-b2b-ecommerce-integration/ This is the reason most of the B2B ecommerce platforms find system integration a challenge.
Another aspect B2B platform fear about system integration is with so many disparate applications, IT wastes an enormous amount of time and money on integrating, maintaining, upgrading, and acquiring new versions of these applications.
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According to the respondents the biggest technological challenge in B2B ecommerce is system integration. Real time information/updates, flexibility and speedy delivery are extremely critical aspects in B2B e-commerce business. B2B customers expect to know the delivery status on a real time basis through online tracking, make alterations post ordering, and effortlessly return the product in case of dissatisfaction with any charges. All these expectations are set as a standard in B2C e-commerce, and the same level of expectation is followed by B2B customers as well. 
“The benefits of operational flexibility, reduced time to market, and sustainable business scalability make full-stack integration of an organization’s software ecosystem a very in-demand functionality across the industry. With Enterprise Resource Planning (ERP) and Customer Relationship Management (CRM) applications storing business-critical data such as product details, item prices, account information, order data, and many more, B2B eCommerce integration with those systems is not a choice, but a necessity. However, most small and medium enterprises do not have the disposable resources for the in-house development of those integrations.” (AppeConnect, 2022) Due to this, they end up with Consolidating Multiple Data Formats. 
Integrating all the systems from scratch demands great exertion or effort. It requires specialized skills and a dedicated team to develop integration, and this is not something every company or team member possesses.  Also, a significant amount of time and money is required to integrate B2B applications with others. Organizing these requirements such as time and expertise and capital is a tedious task for B2B businesses since it is not readily available. Integrating the applications manually requires time to time maintenance by upgrading it to newer versions. The version of the dependency library changes during these upgrades and any mismatch will end up with errors in the integration. “With every customer bringing in unique requirements, custom data for order quotes, product volume, and invoices must be managed by the B2B eCommerce platform. Thus, during the development of the integrations, resources need to be allocated to define custom rules to synchronize the information across the applications. There is a high chance of information inconsistency across the different databases. Integration of these databases will lead to conflicting details between the systems, defeating the entire purpose of creating an end-to-end integrated application ecosystem. Thus, organizations need to devote time to cleaning up their databases before migrating to an integrated architecture.” (AppeConnect, 2022) 
[bookmark: _Toc157539086]
Case Study:

A case study has been conducted based on the responses received in the research survey to understand how a chosen B2B ecommerce platform is utilizing the technology.
[bookmark: _Toc157539087]Objective: 
To determine the use of right technology at the chosen B2B ecommerce platform
[bookmark: _Toc157539088]Introduction: 
Solv is chosen as part of the case study to understand the technological features/strategy followed, challenges faced and identified solutions have been discussed along with recommendations to overcome the challenges.

Solv, registered as Standard Chartered Research and Technology India Pvt. Ltd. Is a venture of Standard Chartered Bank established in 2019 and head quartered in Bangalore, India. Solv is India’s trusted B2B e-commerce marketplace for MSMEs. MSMEs power India’s economy, accounting for nearly 30% of GDP, 40% of the workforce and 40% of exports. The platform facilitates connections and negotiations with verified sellers and buyers, door-step pick-up and delivery of goods, timely and easy access to finance as well as simplified business support functions.

Solv caters to 2,00,000+ buyers through 2300+ sellers and uses omni channel marketing strategy to market their platform however the orders can be placed only through their mobile application. Solv provides multiple payment options to its customers like cash, online payment, and UPI along with a credit line called “Buy Now Pay Later” as short term and “Supply Chain Finance” as long-term financing solution. It allows customers to connect with them via multiple channels like helpline call, email, chat, and social media and provide resolution.

Solv, a B2B digital marketplace for Micro, Small and Medium Enterprises, has raised $40 million in its Series A funding round led by Japan-based SBI Holdings with participation from SC Ventures. (Harsh Upadhay, 2022) Although Solv is doing good in terms of raising funds for their B2B ecommerce business and running the business for the past 4 years, there are multiple challenges that Solv must overcome to provide effective customer service and increase revenue. 

Solv uses multiple applications such as mobile app for customer (buyer/Seller) registration, profile management, placing orders and raising return requests, Seller portal for the sellers to list their products, Dynamics 365, a Customer Relationship Management (CRM) tool for managing customer concerns that is coming through helpline calls, email and chat requests or any other transactions relating to customer relationship, Order Management System (OMS) for managing the logistic related information, Moengage/google forms for obtaining customer feedback (C-Sat Survey). Details related to payments are currently being managed manually on spreadsheets by the revenue assurance team.

Additionally, Solv has outsourced the level 1 customer support team (Helpline) and phone sales to different partners and all complaints are managed by an in-house team due to which there are multiple dialers used. These dialers are not integrated into any of the Solv software systems and all this information is being managed separately. 
Note: All the details about Solv are legitimate since I work for the organization as part of Process Excellence team.

[bookmark: _Toc157539089]Major challenges identified: 

· Use of multiple applications and manual data management 
· Inefficient customer Relationship management 
· Use of single channel sales strategy
· Product Personalization not available
[bookmark: _Toc157539090]Recommendations:

Survey responses were discussed with the operations management team at SOLV and some of the solutions were identified based on the challenges identified through the research responses and the technology followed by the competitors. The solutions that are being worked upon are listed below.
· Solv has now started working on integrating their CRM (Dynamics 365) with the dialers so that the customer related data can be instantly reportable and used for analysis, understanding the customer expectation, behavior, and pattern. Also, OMS (Order Management System) is being integrated with CRM to ensure the team members has the visibility to the live data, operations which helps in enhancing the team association, resulting in efficient customer experience.

· Solv is also working on automated SMS and OBD notification to ensure the customers are updated about the statuses of their orders, concerns as and when required since it communicates faster, allows future marketing opportunities, and enhances customer loyalty.  “Integrating SMS order notification plugin in your website is a necessary and a wise step. To support this, it is worth mentioning that eCommerce giants like Amazon, Ebay, Ali Baba, Flipkart, Snap Deal, etc. are still using SMS as the prime channel for communication to market and service their customers. Because of its efficient and cost-effective nature, SMS not only puts a smile on the face of a customer but also the eCommerce owner. The short yet precise old timer SMS tops the chart of preferred ways of communication when it comes to Return on Investment.” (NopCommerce, 2017)

· Solv caters to small and medium enterprises who mostly have minimal or no education. Due to which, understanding and following the self-service option would be a challenging task for those customers. Hence, Solv is coming up with video assistance incorporated on their platform so that the customers can help themselves to use those self-service options without contacting customer support. This leads to reduction of waiting time and improved service efficiency, decision-making through data-driven analytics and Empower customers to take control of their transactions.

· Customers expect to have their concerns resolved instantly without speaking to the customer support executive. Solv has taken up the implementation of smart IVR which improves the customer experience by providing instant resolution on call and escalating it to the customer support executive only if required. This includes listing the possible scenarios which can be resolved in the first instance such as providing required information to the registered customers through IVR by fetching the data from (Application programming interface) API and resolving possible concerns over the call without the human intervention. Calls will be diverted to the agent only in case the smart IVR is unable to resolve the customer concern. This improves customer experience and thereby increases conversion rates.
Below are some of the recommendations for Solv apart from those solutions that is being worked on.
· Customers expect improved and user-friendly features with better performance along with an efficient way to place their orders. System integration is the way that makes it possible. “An integrated system consolidates data, automates processes, reduces errors, streamlines sales, saves the ecommerce business money and gives a competitive edge in the future of online retail.” (BigCommerce, 2023) Although Solv is currently working on integrating few of its applications, it is imperative to have one integrated system since some of the data like payments is still being managed manually and the chance of human error is still high. Also, the team/customers find it a challenge in case of information requirement related to payments. 
The success of the integration should be based on the quality of the overall customer experience and not just on the sales numbers. Successful integration supports smooth adaptations of various third-party applications and do not interrupt functionality. ERP is the main frame technology which coordinates and connects the important aspects of the B2B eCommerce business such as inventory, material management, accounting, fulfillment, finance, reporting, product, and customer related data. “Gartner predicts that by 2023, 65% of organizations will use ERP applications that encompass one or more fourth-era hallmarks,” (Rob van der Meulen, 2020) Successful integration helps in enhancing the strategy resulting in speed, personalization, and business convenience to achieve customer expectation.
Integrating B2B application is a major challenge due to which the B2B businesses steer away from it. However, overcoming these challenges and integrating the application in a holistic way will not only result in better Return on Investment but also provides a scalable and sustainable business growth. It is imperative for all the B2B business to maintain a repository of information and integration helps in instantly accessing the required information from the databases. Integration paves way for a future-ready business to effortlessly connect any new software into the ecosystem without the need for any additional resources. 
· B2B marketplaces will increasingly adopt an omnichannel strategy for marketing and sales. B2B customers have changed the way they shop in a way that’s mirroring B2C habits and are now using more channels than ever before to interact with suppliers. According to a study by RubyGarage, the average B2B customer now uses 10+ channels including email, supplier websites, mobile apps, and search engines to interact with a company – up from just seven in 2019. This means B2B e-commerce platforms will need to quickly build the necessary omnichannel capabilities to stay ahead of customer expectations. Solv uses omni channel marketing strategy to market their platform however the orders can be placed only through their mobile application. “73% of retailers find selling across multiple channels to be significant; meanwhile only 38%of them consider selling on a single platform” (Tanya, 2022) since multichannel sales helps in Improving conversion rate, focusing on target markets, boosting customer loyalty, diversifying risk, increasing market presence, and improving customer perception. Following a single channel sales strategy will restrict Solv customers from placing orders only on Solv platform thereby limiting sales. Developing a robust multichannel sales approach can brand visibility, improve revenue, competitive edge and most essentially customer experience.

· Personalized approach is a great way to maintain the relationship with the customers in B2B e-commerce. “In B2B e-commerce, personalization goes a long way for both the seller and the buyer. Personalization is great for the seller because it allows you to efficiently give clients everything they need while boosting bottom-line metrics. Personalization is great for the seller because it allows you to efficiently give clients everything they need while boosting bottom-line metrics. When content is personalized, people feel that they have a certain amount of control over what they’re interacting with. It makes their experience more enjoyable.” (Sana, 2023) There’s more to personalization than relevance and control, of course. The important thing is that it makes a big difference in the way your customers perceive their shopping experience, and therefore in how they purchase. The benefits of personalized marketing are to everyone’s advantage. Hence Solv must focus on offering personalized/customized products to its customers.
[bookmark: _Toc157539091]Summary Discussion of Findings

(The findings have been discussed in detail in the suggestions and recommendations section, however, below is only the summary of findings.)
Although Solv is a toddler B2B company, they have established themselves in a positive way with adequate sales and revenue. “Solv, backed by the Standard Chartered Group, has announced Rs 1200 crore run rate on its platform, supported by 100,000+ KYC verified buyer & seller MSMEs, a significant milestone achieved within a year of the platform’s commercial launch. (Construction Week, 2021)
Solv was able to attract investors due to its performance in the early stages and now trying to expand their business across the globe. “B2B platform Solv raises $40 million in Series A funding round.” (Haripriya Sureban, 2022) She further adds, Solv is building a global tech stack from India to help expand operations in multiple countries in Africa and Southeast Asia. They are trying to take advantage of modern technology by following in the footsteps of the global giants. However, Solv has to focus on integrating the system since the data is maintained in multiple systems and manually on MS Excel which results in human errors since it becomes a challenge to instantly obtain the data. Maintaining multiple applications is time consuming as well as expensive.  It is also impacting the customer relationship since the employees in the customer support are finding it difficult to instantly fetch the data on a real time basis and provide it to the customer basis their query or concern which is in turn affecting the customer satisfaction. “B2B companies in the ecommerce sector need to integrate data as much as those specializing in B2C. However, most data integration solutions only target the latter, making data integration for B2B e-commerce an ongoing challenge. Choosing a data warehouse integration platform that streamlines B2B ecommerce can solve this problem.” (Donal Tobin, 2022)
B2B marketplaces will increasingly adopt an omnichannel strategy for marketing and sales. B2B customers are used to the way they shop with B2C and expect B2B platforms to offer multi-channel options. It also helps the B2B company to increase the conversion rates and boost customer loyalty. “By providing consumers with more places to buy, you open yourself up to more opportunities while giving your customers even greater flexibility.” (BigCommerce, 2023)
Customers in today’s world expect personalized experience by purchasing products on B2B platforms. “Personalized experiences can help build a stronger relationship between your business and its customers. When customers receive product recommendations that align with their preferences and purchasing habits, they’re more likely to continue shopping with your brand.” (Jan Soerensen, 2023) However, Solv does not personalize the product range basis customer preference or purchasing patterns. They need to offer personalized products basis a particular customer’s purchase history and searches.
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[bookmark: _Toc157539094]Discussion and Conclusions:

The digital disruptions are very much visible in the B2B ecommerce industry where online businesses are embracing technology and innovating at a pace not seen in the past and the offline businesses are finding it difficult to compete with this change. With the increasing competition in the e-commerce market, players who can adapt and innovate in the face of these changes will be in better position for success. B2B platforms need to address challenges in this ever-evolving marketplace. 
In India, E-commerce is growing rapidly with impressive penetration potential. “The foreign players hence have enough room to grow without dislodging Indian players due to market development potential. It could only be a matter of time for these players to establish themselves firmly on Indian soil, especially when they have deep pocket.” (Dr. Ashita Aggarwal, 2022) Global B2B try to replicate their international business model without understanding local needs and preferences. Indian platforms must focus on providing better customer services considering the local culture and the customer purchasing patterns.
Urbanization, growth of digital literacy, evolution in customer patterns and lockdown impact, consumption of internet services, and increased use of smartphones over time, technological advancements have contributed to the growth of the B2B e-commerce sector in recent times and encouraging SMEs to purchase online in India.
B2B eCommerce market has grown wider than ever before. Traditional B2B sellers are now looking all the way to turn online. B2B platforms must try to offer a little extra than ever due to the increasing B2B businesses in order to stay ahead of the competition. System integration helps B2B eCommerce companies to acquire the required insights for providing an exceptional customer journey. Hastily implementing the application without any proper integration will lead to adverse effects in the long run due to stretched-out resources and erroneous data.
It gets critically essential for the B2B business to integrate the business applications and standardize across a single database as the company grows. Designing software systems by integrating improves business visibility and sales across the organization along with cost saving.
An integrated software system ensures the customers are provided with right information on a real time basis by providing the instant access to the customer facing executives so that the customers are satisfied with the service provided.
Integration across the front and back office helps in avoiding duplicative and manual work Automating such processes improves employee productivity and the business can re deploy those employees to higher-value activities through which the business can focus on innovation and growth.
Companies with disparate software systems must contend with several types of applications ranging from accounting to financial planning, order management, CRM, ecommerce and business intelligence tools. Multiple applications consume valuable IT time spent planning, deploying, managing, integrating, maintaining, and upgrading various systems. Expansion to new geographies, markets, product lines and additional sales channels can be accomplished faster with an integrated system because of unified order and accounting management processes and data. (AST LLC, 2020)
Today, companies in virtually every industry are using sophisticated business software to manage operations but many are still struggling to keep up with their growth and manage costs effectively because of a hairball of disparate software applications. This hairball is causing process bottlenecks and employee productivity issues. Integrated business management software system is transforming companies and enabling them to transcend growing pains that previously were holding them back from taking their business to the next level of profitable growth. (AST LLC, 2020)
Although B2B ecommerce in India is driven by necessity during the pandemic and by the government’s broader push for digitisation of commerce, B2B marketplace platforms have been on the rise and are now an integral part of the operations of retailers, wholesalers, distributors, and even your friendly neighbourhood kiranas. “The government has rolled out numerous initiatives to foster a vibrant e-commerce ecosystem in the country. It has put in place a legal framework for enabling e-commerce, including streamlining the licence process. It has notified consumer protection rules for e-commerce, amended equalisation levy rules, and increased the FDI limit in B2B e-commerce to 100% thereby opening the doors for foreign investment in the sector.” (Amit Bansal, 2022)
[bookmark: _Toc157539095]Limitations of the study

Every research has limitations due to constraints in participation, research design or methodology. “It is not unusual for researchers to come across the term limitations of research during their academic paper writing. More often this is interpreted as something terrible. However, when it comes to research study, limitations can help structure the research study better. Therefore, do not underestimate significance of limitations of research study. “(Shrutika Sirisilla, 2023)
The initial approach for the research was to conduct a research survey along with an interview with the CEO of an Indian B2B eCommerce company by name SOLV. However, it was a challenge to get the availability of the CEO and hence the research methodology was redesigned to conduct a quantitative survey along with a case study on SOLV. Although, there was a limitation in interviewing the CEO, the relevant content from their prior interviews have been quoted in the case study and the thesis and tried to ensure that the research outcome is not compromised due to case study approach.
Access to population was limited since the target audience were professionals from B2B eCommerce platform and B2C was not considered. However, this has helped in deriving the accurate observations pertaining to B2B platform only. Furthermore, the overall responses received were 32 out of 108 survey triggers wherein the outcome could have impacted in a positive way with more responses. But the challenge was to have the survey filled even with multiple follow ups due to the busy schedule of the respondents and the number of questions were slightly high. 
Survey was conducted with limited audience working at B2B eCommerce company within India and international B2B based out of India due to the lack of network. However, it would have given more insights on comparison of technological strategy if the survey was triggered to the B2B professional across the globe.  Research has been successfully progressed with all these limitations without compromising on the result. 
[bookmark: _Toc157539096]Future Direction of Research: 

The future direction of research is required to suggest new hypotheses, questions, or further investigation area. It is structured upon the findings of previous research by addressing the limitations and building the research in a new context and expanding or reassessing the framework or model that is assessed in the current research. 
In this context, further research can be conducted in the next few years to evaluate the rate of development in terms of technology within India and in comparison, to the global market.
Research can be extended to evaluate the technological path, development, and positioning of the B2B eCommerce across the globe with more responses from the global B2B professionals.
Research can be extended to the B2B customers to understand the voice of the customer and evaluate the technology positioning basis the responses. 
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6. Which of the following do you think the customers at your organization prefers?

@ ruchasing oline ~Website 4
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7. In your opinion, how do you rate the Indian B2B e-commerce platforms in comparison to
other global giants in terms of technology adaptation on a scale of 1 to 5 (1 -lowest and
5 highest)?
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11. What according to you is the must technological feature that should be implemented
on B28 platform?
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23. Does your product range changes with region basis buying patterns/customer
consumption?
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12. Does your eCommerce platform use chatbot as one of the conversational tools?

® 18
o |4





image9.png
20. Which of the following technological strategy according to you does your B2B
organization follows?
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8. How independently can your B2B customers in India use the modern technology on a
scale of 1to 5 (1 -lowest and 5 highest)
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10. How many customers in 100 would according to you use the self-service option
provided on B2B platform without calling the customer care in India?
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28. Which of these do you think plays a vital marketing role for B28 ecommerce?
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16. How the data managed at your B2B business?
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15. How do you rate the System integration comparing Indian B2B ecommerce business
with international players on a scale of 1to 5 (1 -lowest and 5 highest)
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18. What according to you is the biggest technological challenge in B2B ecommerce?
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