
THE FUTURE OF

- DEMYSTIFIED

DIGITAL 
COMMERCE

T h e  p a n d e m i c  h a s  r e s u l t e d  i n 

o r g a n i z a t i o n s  d r i v i n g  d i g i t a l 

transformations at a rapid pace. But, 

needs of different organizations differ 

based on the industry, size and use case. 

This PoV demonstrates how enterprises 

ABSTRACT

and organizations must take advantage 

of a digital commerce platform to fuel 

their business opportunities, be relevant 

to stakeholders, drive efficiencies 

through a singular, business-ready 

solution that scales as you grow. 
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INTRODUCTION
The changing landscape of digital consumption is driving new services and experiences delivered in seconds, 

leading to digital commerce's growth.

The number of digital transactions went up from 1.29bn online purchases, led by amazon.com in 2019 to a 

stunning 2020, accounting for the largest share of purchases worldwide. The potential of digital commerce has 

been realized and enterprises and organizations will recognize that staying away from digital commerce is fatal 

for the fortunes. 

3
THE FUTURE OF DIGITAL COMMERCE -

DEMYSTIFIED

Retail 
e-commerce 

worldwide sales 
will touch

3.54TR
USD 

by 2023
- Statista

US B2B
e-commerce 
is expected 
to hit

1.8TR
USD 
by 2023
- Statista

Digital commerce involves a combination of 

positioning and selling (or marketing and 

sales) and hence different from e-commerce, 

where you have a website to sell your 

products and services. Digital commerce 

attempts to bring both parts together, 

resulting in a much more fulfilling and 

transparent experience to end consumers. It 

also ties in everything between (people, 

processes, technologies) to del iver 

consistent and reliable user journeys.

With the pandemic accelerating the need to 

go digital, businesses that never had a 

website are digital today. With lockdowns, 

consumers started to go online to fend for 

their needs. And so, everything from food to 

fashion, to groceries, to clothing, to furniture 

went the online way without people getting 

out. This shift from a traditional experience 

to an online front means service providers 

need to rethink their strategies accordingly 

and scale up fast. This inflection point is 

where service providers can bank on digital 

commerce and drive success in the future. 

Digital commerce helps businesses and 

enterprises integrate all of their functions 

onto a digital platform, provides accessibility 

and interoperability through APIs, and 

enables customers to purchase goods 

themselves through interactive touchpoints 

and self-service experience. The takeaway 

from such engagements is two-fold: high 

customer satisfaction as the buying 

experience is streamlined - two, a digital-first 

ecosystem that is agile and nimble enough to 

make transformational changes.

Digital commerce enables 

customers to purchase 

goods and services through an 

interactive and self-service 

experience. It includes the 

p e o p l e ,  p r o c e s s e s  a n d 

technologies to execute the 

o f f e r i n g  o f  d eve l o p m e n t 

content, analytics, promotion, 

pricing, customer acquisition 

and retention, and customer 

experience at all touchpoints 

throughout  the  customer 

buying journey.

What does 
Digital Commerce entail, 

and how is it different 
from e-commerce?

D
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DIGITAL COMMERCE IN THE NEW NORMAL

of consumers 
expect consistent 

experiences across 
multiple channels.

- Statista

%75
75%

75%

McKinsey that US e-commerce reports 

penetration made a 10-year growth leap 

in 90 days. This shows how the retailer game is 

changing – and changing fast. The 2020 

pandemic put our best efforts at business 

continuity and disaster management to the 

test. And, ever since, the demand to go digital 

has only skyrocketed. Statista reports that 75% 
of consumers expect consistent experiences 

across multiple channels. Today, businesses 

and establishments have aligned to a digital-

first model starting across every business 

sector like Finance, HR, Retail, FMCG, 

Education. With several countries still under 

clampdown and with a possible resurgence of 

yet another wave, digital seems to the only 

logical option to connect, collaborate, and 

move forward in these pressing times.

With digital as the prime engagement driver, 

online and mobile sales transactions peaked, 

making omnichannel the only channel. Research 
shows that mobile commerce will grow by 68% 
in 2022. 84% of customer-centric companies 

focus on customer experience, while 52% of 

potential customers are driven away by bad 

customer experience. 

A  study points out that worldwide IT research
spending is projected at $3.4trillion by 2020, 

and this is a decline of 8% compared to 2019. 

Due to the pandemic's pervasive effect, almost 

M all businesses and organizations have reduced 

spending and are on a cost conservancy mode, 

spending only "mission-critical"requirements.

Cloud-based telephony and conference 

services, virtual and work from home platforms 

have all seen high growth levels and acceptance 

growing at 8% and 24.3%, respectively. It is also 

predicted that most enterprise organizations' 

recovery may extend to two or three years to 

reach pre-2019 spending levels, and it requires a 

mindset change. The pandemic has also made 

the case more potent for the B2B segment to 

invest in digital commerce platforms and drive 

business benefits.

Popu la r  e -commerce  ca tegor ies  a re 

experiencing a 10% growth rate due to the 

pandemic. At least 73% of consumers have tried 

on new shopping behaviors in the US, with 

reasons like quality, value, and brand being the 

most sought after ones.

DIGITAL COMMERCE TECHNOLOGIES

B2B sales and
commerce platform 

evolution

More online
revenue from services
attached to products

Increased diversity
for digital commerce

go-to-market

More success 
with third-party 

marketplace models

Global digitization
efforts to

reduce cash So
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Digital assets will impact 55% of all 
European retail sales in some way, 

by 2021, (digital transactions or 

digital influence on in-store sales 

(e.g., online research or email)

Forrester

https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/five-fifty-the-quickening
https://www.forbes.com/sites/shelleykohan/2020/02/09/mobile-commerce-to-grow-68-by-2022-as-more-people-shop-on-their-phones/?sh=7731220d652d
https://www.gartner.com/en/newsroom/press-releases/2020-05-13-gartner-says-global-it-spending-to-decline-8-percent-in-2020-due-to-impact-of-covid19
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REALIZE SUPERIOR CX THROUGH DIGITALLY POWERED 

EXTERNAL FACING INFRASTRUCTURE OPERATIONS 

WHAT ARE THE TRENDS DRIVING DIGITAL COMMERCE?

Social network 
penetration stood at 

45
globally.

%
An average user spends 142 minutes daily on 
social media. Social commerce transactions in 
china for 2019 reached 592 billion – much 
more than US and UK combined.

THE FUTURE OF DIGITAL COMMERCE -
DEMYSTIFIED

D igital interactions, unlike the traditional ones, create consistent, reliable, and promising experiences that are 

rich in interactivity, information, and transparency. These attributes have exponentially spawned next-

generation e-commerce activities that signaled the move from physical store experiences to more engaging, 

personalized, and contextual ones. Few key trends that will continue to fuel this growth into the future include:

D

-1- Social Commerce

Social media users are projected to reach ~3.1 
billion by 2021. More social media providers 

are expected to enable shopping directly on 

their platforms like Facebook Marketplace. In 

recent years, social e-commerce has been on 

the rise, and many enterprises with great 

potential have emerged, becoming the future 

of e-commerce and new retail.

-2- Mobile Apps

In 2018, users downloaded mobile applications 

194 billion times, with shopping apps being the 

most downloaded on Android and Apple 

platforms. Today, up to 70% of traffic happens 

over mobile phones. Thanks to integrated 

payment systems and biosecurity features, 

shopping in mobile apps became seamless 

both in physical and virtual spaces driving its 

adoption and acceptance.

194 Billion

Number of mobile
apps downloaded
worldwide in 2018
(all platforms)

+9%
Annual growth
in the number 
of mobile apps
downloaded

$101 Billion

Total value of
global consumer
spend on
mobile in 2018

+23%
Annual growth
in value of global
consumer spend
on mobile apps

$20.15
Annual consumer
spend on mobile
apps per smartphone
in 2018
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-3- Omnichannel selling will become the norm 

Customers like to see and interact with content 

across multiple channels. Be it a tablet, mobile, 

websites, chatbots, and service providers are 

already integrating their business platforms 

with applications like Amazon Personalize and 

Pinpoint that help them drive CX and 

communicate with customers across multiple 

channels.

-4- Personalization will go beyond 

97% of leaders agree that customer experience 

management is an essential business strategy 

for creating loyal and long-lasting customer 

relationships. And customers engage more 

often with the same brand when they 

personalize messaging.

purchases and forge bonds 

-5- Subscription Commerce 

The ability to provide repeat business by 

subscribing to service has swelled in 

popularity, making it a promising business 

model within industries like food and drinks, 

health and wellness, entertainment. The global 

subscription e-commerce  is expected market
to attain a $ 478.2 billion market size by 2025, 

growing exponentially at an exponential CAGR 

of 68.0% during 2019-2025.

-6- PWAs (Progressive Web Apps)

A nifty way to deliver byte-sized content helps 

enterprises connect with their customers 

through device and technology agnostic 

means. PWAs rank high on the experience 

-7- Immersive Experiences (VR/AR/XR)

Immersive technologies like virtual and 

augmented reality have transformed the way 

users shop and interact with products. They are 

being used in fashion, healthcare, retail, 

automotive, and support sectors to drive new 

personalization waves, efficiency, and novelty. 

The good news is that they are more 

sophisticated than before, affordable, and 

available across many devices. XR or Extended 

Reality is a new concept where the experience 

is made up of virtual and physical interactions. 

Unl ike in-store VR experiences,  these 

interactions and their outcomes can be 

dynamically updated. The retail sector has the 

maximum potential for XR, topping out at 80%. 

There are about 171mn global VR users today.

64% of leading consumer brands 

are starting to invest in immersive 

technologies.

Accenture Study

86% believe that XR “will be as 

ubiquitous as mobile devices in the 

consumer market.

Hubspot

quotient and blurs the lines between web and 

mobile applications by providing seamless 

accessibility services across both worlds. 

WHAT ARE THE CHALLENGES THAT SLOW THE GROWTH OF 
DIGITAL COMMERCE?

D igital has broken down many walls that limited enterprises from outperforming their potential. For the first time, 

it has enabled a complete overhaul of selling and brought in analytics, contextualization, personalization to 

goods and services through a digital layer. While this is undoubtedly good news for early digital adopters, the majority 

of businesses are still finding their way through various stages of their digital transformation initiatives. The recent 

pandemic is another reason for the lull and slow spend as almost all enterprises are in a lean spending mode. 

D

By 2022, organizations using multiple go-to-market approaches 
for digital commerce will outperform non-commerce 

organizations by 

percentage points in sales growth.

30
- Gartner

https://univdatos.com/news/Global-Subscription-E-commerce-Market-is-expected-to-attain-market-size-of-USD-478.2-billion-by-2025
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The challenges that limit enterprises from going full steam with digital commerce, thus limiting their 

capabilities and opportunities, include:

Technology platforms and 
integration with 

existing applications

7

Most enterprises stil l  have 

m o n o l i t h i c ,  p r o p r i e t a r y 

s o f t w a r e ,  a n d  h a r d w a r e 

platforms that are intrinsic to 

their business. With little or no 

digital capabilities, application 

integrations, they are mostly 

s t u c k  w i t h  i n t e g r a t i o n 

challenges, andnew feature 

rollouts are often issues leading 

to a loss in efficiencies and 

robustness. This limits them to 

take advantage of digital's many 

capabilities.

Service providers are already looking to create world-class e-commerce platforms using solution integrators like AI-

enabled conversations, omnichannel based commerce, and AR-based product selections. Digital commerce 

ecosystems can transform brick and mortar experiences, migrate various types of commerce and legacy applications. 

 Training and change 
management

W i t h  m a n y  a p p l i c a t i o n s 

processing data, interacting, 

updating and syncing them 

across platforms, versioning, 

training, change management, 

and monitoring becomes a 

critical part of the journey, 

primarily when service providers 

work within a heterogeneous 

environment.

Data Regulations 
& Security

There is a growing concern on data security as 

many applications take in personal data and 

increase the surface area for such attacks, 

significantly when the dependency on IoT and 

smart devices is rising. Applications and 

software interfaces that handle data need to 

pass these certifications and have audit trails to 

ensure private data stays private according to 

defined laws and regulations.

Personalization 
at scale

Service providers are finding it 

harder to personal ize and 

provide consistent experiences 

across multiple touchpoints. UX 

personalizations take center 

s tage  as  they  de f ine  the 

"experience" customers get. So 

getting that right is crucial, 

especially when you extend your 

online experience across many 

d e v i c e s .  C u s t o m e r s  a r e 

demanding experiences that go 

deeper and deeper, providing 

experiences beyond shopping 

l i s t  r e c o m m e n d a t i o n s . 

B u s i n e s s e s  a r e  a l r e a d y 

leveraging AI to drive long-

lasting relationships and bonds.

Content Marketing

Digital is all about speed, responsiveness, and 

transparency. With billions of transactions 

every minute, content becomes king in 

disseminating information faster. But with this 

explosion, service providers find it challenging 

to provide the right recommendations and 

real-time content that attracts customers, 

transforms them from shoppers to buyers.

C H A L L E N G E S 
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INVEST IN AN ALL-ENCOMPASSING DIGITAL SOLUTION

T o reap benefits in a digital world, 

enterprise organizations and service 

providers should think digital-first. While this 

involves digital transformation, digitalization 

of processes and functions, the most crucial 

point is the technology layer. Technology 

defines and drives your business forward, and 

it is prudent to invest in that because 

technology is your business. It should not be 

an afterthought. 

CSS Corp's digital commerce solution aims to 

enable enterprises to transform all aspects of 

their business and power benefits while 

decoupling them from daily transactional 

activities. The solution boasts API integration, 

mobile-first omnichannel solutions, native 

security, cognitive intelligence-driven actions, 

VR and AR-based immersive experiences, 

chatbots, conversational commerce, and an 

analytics layer to drive actionable business 

i n s i g h t s  a c r o s s  a l l  t o u c h p o i n t s .  A 

diagrammatic representation is shown below:

T

OUR
SERVICES

Support
Managed support services,
version upgrade, migration

with minimal disruption

Omni Channel
Leveraging mobile and

social commerce 
along-with Web

Ecommerce Data Analytics
Analytics driven customer

insights and personalization

Migration Service
Migration from Legacy 

ecommerce platforms to 
Magento/ Commerce Cloud

Consulting
Strategic digital commerce
roadmap planning, product
selection

Ecommerce Data Engineering
Provide multiple views and usage
statistics to enable accurate decision
and targeting

Implementation
Rapid implementation of leading
commerce platforms

ERP, OMS, CRM Integration
Integration with existing 
functional systems - legacy
and modernized
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The below representation sums the solutions through which enterprises can drive their digital commerce initiatives.

DRIVE NEXT-GEN DIGITAL COMMERCE WITH EASE

C SS Corp's digital commerce services 

integrate all touchpoints customers use 

to build reliable user journeys that convert 

shoppers to loyal buyers over time by 

removing bottlenecks and challenges through 

digital technologies. As shown in the 

representation above, our services cover 

everything from providing managed support 

services to consulting, integration, analytics, 

data engineering covering customer-facing 

functions, and internal backend requirements. 

With analytics running parallel, the solution 

provides insights that lay the foundations for 

supercharged customer experiences. 

The plug and play feature of the suite makes it 

easy for enterprise organizations to integrate 

all or specific modules with no change or 

dependency on o the r  a reas o f your 

ecosystem. Our strong relationship with 

industry majors like Adobe, Salesforce, 

Commercetools leverages their expertise 

a n d  o p p o r t u n i t i e s  i n  O m n i c h a n n e l 

Commerce. Al enabled conversational 

commerce, AR-based product experience, 

and Magento/ Commerce cloud platform 

migration, including multiple forms of brick 

and mortar commerce applications and 

hybrid ones. 

C

FOCUSSED
USE CASE

AR based Product Experience
Go phygital, allow customers to
get the experience of store at

their home

Custom based AR solution

Third party AR product Integration

Payment Integration
Integration with leading payment

gateways - reduce cart abandonment

Adyen Payment

Paypal

Apple Pay

After Pay/Clear Pay

Services through Whatsapp
Allow your customers anytime,

anywhere instant service

Status update

Invoice details

After Sales support

Omni-channel Ecommerce App
Enable your customers to enjoy a

seamless experience across channels

Showcase your complete catalogue

Facilitate direct app shopping

Enables easy one touch payment

Social Commerce
Bring your store to where 

your customers are

Facebook

Instagram

Digital Shopping Assistant
Let your knowledge of your customers

reflect in their experience

AI based

Personalized product 

recommendation
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DIGITAL COMMERCE – A CASE IN POINT

O ur c l ient is the world leader in 

manufacturing upscale cosmetics, 

including quality skincare, makeup, fragrance, 

and hair care. Their products include over 

1,000 brands. The client realized that their 

infrastructure was aging and unable to cope 

with the increased demand for brands. They 

needed new technologies to untangle the 

complexities that impacted day to day 

operations.

CSS Corp designed a digital 
commerce solution that comprised of 
the four digital experience enablers 

as follows:

Digital Content 
Management:

We migrated the 

client's content 

management system 

from PERL to 

DRUPAL, powered by 

digital workflows, 

reduced website 

maintenance, and 

accelerated go-to-

market scope.

Consumer Experience 
Transformation: 

We enhanced customer 

experience by enabling 

third-party applications 

and integrations with 

social plugins such as 

FB, Google, YouTube, 

Extole, and Live Chat. 

We also setup digital 

wallets like Paypal, 

ApplePayon the mobile 

application.

Quality               
Assurance: 

We setup a testing 

center of excellence 

that tested websites, 

mobile applications 

across functional, 

integration, 

regression, API, and 

security.

Accessibility          
Testing: 

We performed digital 

accessibility testing 

that ensured 7200 

websites passed the 

ADA compliance and 

met Web Content 

Accessibility 

Guidelines 2.0 

(including Level A, 

AA,& AAA 

conformance).

1

2

3

4

BUSINESS OUTCOMES

85%

Increased CSAT by 85% due to 

improved digital experiences 

across channels, and adoption 

of customer-centric initiatives

20%

95% 18%

Gained 20% faster time to 

market by streamlining digital 

practices across digital 

channels and websites

Automated 95% of ADA 

defects and issues for faster 

alignment to compliance 

laws

Reduced TCO by 18% through 

platform migration, Center of Excellence 

approach, standardized delivery, and 

improved governance

O
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ADDITIONAL READING

Digital Commerce Services - Flyer

Digital Commerce Services – Webpage

 Digital Concierge - Flyer

Digital Experience Services

CONCLUSION

Businesses of the future need robust, digital 

technologies and platforms to continue driving 

efficiencies of scale. The recent pandemic has 

set the bells ringing. The future will see 

c o n s u m e r  e n g a g e m e n t s  d r i v e n  b y 

personalizations, hyper experiences, making 

every step of the customer journey important 

and action-rich. And to support this digital 

mandate, enterprise organizations must make 

changes as soon as possible and align 

themselves to a digital-friendly ecosystem that 

delivers and balances both worlds together. 

https://www.csscorp.com/wp-content/uploads/2021/01/Digital-Commerce-Services.pdf
https://www.csscorp.com/services/digital-transformation-consulting/digital-commerce-services/
https://www.csscorp.com/wp-content/uploads/2020/12/Digital-Concierge.pdf
https://www.csscorp.com/wp-content/uploads/2021/01/Digital-Experience-Services-Flyer.pdf
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Dilip has over 2 decades of industry 

experience and is responsible for the 

Digital business at CSS Corp.

Prior to joining CSS Corp, Dilip led AI 

and Automation at Infosys, engaging 

clients to deliver programs in AI and 

Automation which included 

consulting, solution design and 

relationship management for clients 

globally. He has also built disruptive 

practices ground-up. He was the 

founding partner for FirstChoice 
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conglomerate) and also built the 

Package Assurance Practice at Infosys.

He has been a thought leader in Digital 

across various forums like:

Member of Advisory Board, Seton Hall 

University’s Customer Experience 

Program

Joint Speaker with Clients at - 

Automation Anywhere Imagine 2018, 

UIPath Forward 2018

Eminent Speaker - IBM Innovate 2013, 

Orlando

Advisory Board Member – ISQT 

International
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linkedin.com/in/dilippatnaik/

https://www.linkedin.com/in/dilippatnaik/
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