
E-commerce Expansion: Strategies for Establishing
and Growing an Online Storefront, Including

Marketplace Integration
And consumers – whether urban or in tier-2 cities
– are buying online in record numbers (India’s
online shopper base is expected to rise
substantially from the current ~200 million as
more of those 850 million internet users gain
trust in e-commerce).

Introduction
Why Every Business Needs a Digital Storefront
A few years ago, a small manufacturer of organic
spices in Jaipur relied solely on local traders and
the occasional expo to sell its products. They
were doing okay, but growth was slow. Then in
2024, they decided to list on a major e-
commerce marketplace and also set up their
own website. Within a year, they were shipping
pan-India, their revenue had tripled, and they
even started getting inquiries from abroad online.
Contrast that with another small business – a
handicraft maker who refused to go digital and
saw orders decline as large buyers shifted to
online sourcing and younger retail customers
flocked to digital platforms. These stories
illustrate a simple truth: in today’s market, having
an online presence is no longer optional – it’s
increasingly critical for growth and even survival.

Let’s dive into the different e-commerce models
first to see which combination might suit your
business.

The numbers back this up. Globally, about 21% of
retail sales are expected to be online in 2025, up
from under 10% just a decade ago. In India, e-
commerce accounts for roughly 7-9% of total
retail sales as of FY23, and that share is projected
to more than double to ~15-17% by 2030. That
growth is driven by expanding internet access
(over 850 million internet users, of whom only
~20-25% currently shop online – a huge
untapped potential), rising comfort with digital
payments (UPI now powers ~80% of all retail
digital payment transactions in India), and
initiatives like ONDC (Open Network for Digital
Commerce) aiming to democratize e-commerce
for small players.
What does this mean for decision-makers in
PSUs, MNC procurement divisions, government
supply chains, and MSME owners? It means the
ecosystem is rapidly moving online – from PSU
procurement portals to B2B marketplaces and
consumer platforms. Buyers increasingly expect
vendors to have a digital storefront or at least
digital catalogs. Government organizations are
pushing vendors onto portals like GeM
(Government e-Marketplace) for transparency
and efficiency. Large corporates manage
supplier interactions via online systems. 

In short, having an online storefront is like having
a shop in the biggest mall in the world – except
this mall is accessible to everyone with a
smartphone. It can amplify your reach from local
to national or even global. This section will guide
you through how to establish and grow your
online presence pragmatically: choosing the
right model (your own site vs. marketplaces vs.
both), laying a solid foundation (products,
branding, content), and then marketing
effectively (traffic, analytics, customer
experience), all with an eye on budget and
practical execution for MSMEs and others.

Types of E-commerce Models –
From Basic to Advanced
Not all online selling is the same. Understanding
the models helps you decide where to invest
effort:

Direct-to-Consumer (D2C) – Your Own
Website: This is when you set up your own e-
commerce website (e.g., a .com or .in site)
and sell directly to end customers. Who it
suits: Brands or manufacturers that want
control over customer experience and data,
and have the ability to promote their site.
Investment/Effort: Moderate. Tools like Shopify,
WooCommerce (a plugin for WordPress), or
Wix make it easier – you don’t need to code,
but you will need to spend on web hosting, a
template, payment gateway fees, etc.
Possibly you’ll need some web design help
initially. 
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Pros: Full control of branding and
presentation, you set your own policies
(pricing, shipping, returns), and you directly
collect customer info (useful for repeat
marketing). Margins can be higher since no
marketplace commission. Cons: You have to
drive your own traffic (no built-in audience –
you’ll spend on marketing/SEO for people to
find you), and you must handle operational
pieces (hosting upkeep, security, integrating
couriers) largely yourself. It can start simple
though – even a basic site with your catalog
and a phone/email order option is better than
none, and you can gradually add full
cart/online payment features.
Marketplaces (Amazon, Flipkart, IndiaMART,
etc.): These are large e-commerce platforms
where many sellers list products. Who it suits:
Virtually any product seller, especially those
who want quick access to a national
customer base without building a site from
scratch. Also great for MSMEs supplying
consumers (B2C) and also for some B2B
categories (IndiaMART, Udaan cater to
wholesale/B2B). Even government
departments browse marketplaces for vendor
discovery and price benchmarks.
Investment/Effort: Low to start – you can
create an account and list products in days.
They often have no upfront cost, but they take
a commission per sale (ranging ~5% to 20%
depending on category and platform). Pros:
Immediately tap into millions of shoppers.
Trust and payment are handled by the
platform (buyers often feel safer on
Amazon/Flipkart due to established policies).
They provide infrastructure: catalog
templates, delivery options (Fulfilled by
Amazon, etc.), easy returns for customers
(which can be a pro or con). Cons: High
competition – your product sits next to
competitors and often price is the
differentiator. Limited branding – customers
may remember buying from Amazon, not
from your store name. The marketplace owns
the customer relationship (they usually won’t
give you the buyer’s contact info beyond
what’s needed to ship, and you’re often
restricted from marketing to them off-
platform). Also, rule changes or increased
fees on marketplaces are beyond your
control.

Example: A handicraft MSME on a marketplace
might see good sales during festive season due
to the platform’s traffic. But if a dozen other
sellers add similar items, they might need to cut
price or buy ads on the platform to stay visible.
Still, marketplaces are an excellent way to get
initial volume and market feedback. Many MSMEs
use them to supplement their own site. Also, note
specialized marketplaces: for instance, PSUs and
large cos use B2B ones (like mjunction for steel,
or government e-procurement sites). Being
present where your buyers are is key.

Who it suits: Small businesses with visually
appealing products (fashion, food, crafts)
often do well via social channels. Also,
businesses that grow through community and
engagement (like a boutique building a
following on Insta). Investment/Effort: Low
technical cost, but high effort in content
creation and messaging. Setting up a basic
Facebook Store or Instagram Shopping is free
(just link to your catalog), and WhatsApp
Business app is free and allows a product
catalog and quick replies. Pros: Direct
engagement with customers, easier to
leverage word-of-mouth and virality (a nice
product post can be shared widely). It feels
personal – some customers prefer messaging
the business owner directly. Cons: Managing
orders and queries can become very manual
as you scale (imagine handling 100 WhatsApp
inquiries a day – you might need an
employee just for that). Tracking inventory
and payments can get messy if you don’t
streamline (though new tools like WhatsApp
Pay and order tracking via messaging are
improving this). Also, not all social followers
convert to buyers – sometimes you get many
inquiries that don’t result in sales, which can
be time-consuming.

Use-case: A home baker might primarily use
Instagram to post cake photos and take orders
via DM/WhatsApp. This can work well locally. But
if she wants to expand city-wide or nationally (for
durable goods like cookies), she might then add
a website or join a platform. Social commerce is
often a great starting point or side-channel,
especially for businesses that thrive on visuals
and community (apparel, home decor, artisanal
goods). It’s also common to see businesses do
live commerce (Instagram live sales, etc.), which
can mimic the persuasive in-person selling
experience online.

B2B Platforms and Vendor Portals: If you
supply to PSUs, MNCs, or government, you
may need to engage through their specific
procurement portals or B2B marketplaces.
E.g., GeM (gem.gov.in) is the government’s
marketplace where even smallest vendors
can register and get orders from government
buyers. Large companies might have a
vendor portal (like SAP Ariba or custom
systems) you must log into to receive POs,
update invoices, etc. Who it suits: MSMEs that
are vendors to bigger entities or who want to
become one.

Social Commerce: This refers to selling
through social media channels – like having
an Instagram shop, Facebook page store, or
even taking orders on WhatsApp.
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Investment/Effort: The cost is typically just the
time to register and comply with
requirements (some require digital
certificates, paperwork). GeM is free to
register but you must have certain
documents (GST, etc.). The effort is learning
the system’s processes. Pros: These platforms
can open doors to big contracts that
traditionally were hard to access (e.g., a small
machinery supplier can directly offer to a PSU
on GeM without needing prior connections).
Some B2B platforms like IndiaMART generate
leads for exporters and wholesalers – a small
manufacturer can get bulk inquiries through
such a platform listing. Cons: The volume
might be unpredictable (listing is one thing,
getting chosen is another – you still must be
competitive on price/quality). Also,
participating in tenders or RFPs on these
systems can be complex for those new to it
(there’s a learning curve dealing with online
bidding, digital signatures, etc.). But support is
often available (GeM has helpdesks, etc., as
they are pushing MSME inclusion).

In practice, many businesses adopt a mix: e.g.,
have their own site for branding and loyal
customers, but also list on one or two
marketplaces for reach; use social media to drive
awareness which funnels either to their site or
marketplace listings; and for B2B, maintain a
presence on an industry portal or government e-
procurement site.

As a decision-maker, consider: - Where are my
customers looking? If you sell to young
consumers – definitely marketplaces and social
media. If to government – GeM. If to corporates –
maybe industry B2B platforms or even LinkedIn
connections leading to direct deals. - What
resources do I have? If you have zero in-house
tech, starting on a marketplace or using an easy
site builder is wiser than trying to custom-build a
fancy site. If marketing budget is thin, piggyback
on marketplace traffic first while building your
organic social media presence, then later funnel
people to your site as brand grows. - What
control vs. convenience trade-off suits me? If
you’re very particular about brand experience
(e.g., a premium brand), investing in your own
site is a must for that bespoke feel, even if slower
sales initially. If your product is more
commoditized (like a common electronic
accessory), you might just focus on high-volume
channels (marketplaces) and not worry much
about building a separate brand site beyond
maybe a simple catalog page.

Next, let’s assume you want to establish some
online presence (whichever model). How do you
set the foundation right – in terms of products,
branding, content – so that when buyers find you,
they like what they see and trust you enough to
transact?

Setting the Foundation: Products,
Brand, and Content
Before you build any online store or profile, get
the basics in order:

Product Readiness: Ensure you have a clear,
organized catalog of what you sell. This
means defining your SKUs (stock keeping
units) or service packages clearly. Online,
specificity sells. For each product, have details
like dimensions, material, variants (sizes,
colors), and pricing clearly determined. Also,
stock: if you’re going online, be prepared for
the possibility of more orders. Plan how much
inventory you can allocate to online sales and
how you’ll update stock figures to the
platform. Nothing turns a new customer away
like placing an order only to be told “actually
it’s out of stock.” If you manufacture on
demand, state the realistic lead time and
whether you’ll accept orders in excess of
ready stock. In short, get your product data
and supply chain ducks in a row. Digitize what
you can: maybe maintain a simple
spreadsheet or use an inventory
management software (there are affordable
cloud ones) to track online inventory. This will
help as you expand to multiple channels.
Brand Basics: Online, customers can’t meet
you or see your shop, so your brand must
speak for you. Spend a bit of effort on a
decent logo (it doesn’t have to be fancy –
there are free logo makers or hire a graphic
designer for a modest fee). Choose a brand
name for your online storefront that is
consistent (if your legal name is long or not
consumer-friendly, you might use a shorter
trade name online – just be careful to not
confuse existing customers). Use a consistent
color scheme and style in your site or
marketplace images to build recognition.
Importantly, establish trust signals: highlight
quality certifications (ISO, AGMARK, etc.)
upfront, mention big clients you serve (e.g.,
“Supplier to Indian Railways” – that impresses
visitors), and any warranties or guarantees
(like “100% genuine, or free returns”). If you
have been in business X years or are
registered with MSME or NSIC, mention that –
credibility matters because customers worry
if a small unknown online seller is a scam or
not.

If targeting international customers, check if your
brand name has any negative meanings abroad
(just in case – we’ve seen some funny mishaps in
global branding). 
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Also, secure a domain name that matches your
brand if you can (for your own site). It’s relatively
cheap (₹500-₹1000/year) and even if you aren’t
making a site immediately, you can use it for
professional email (e.g., info@yourbrand.com)
which looks more credible than a generic Gmail
in business communication.

Content – High-Quality Photos, Descriptions,
and Policies: Online, content is your
salesperson. Invest time in getting it right:

Photos: Humans are visual. If you sell
products, clear, well-lit images are a must.
You don’t need an expensive camera –
today’s good smartphone plus some
inexpensive lighting can do wonders. Take
multiple angles, show the scale (e.g.,
someone holding the item or wearing it if
apparel). For example, on marketplaces a
product with 4-5 photos (front, back, close-up
of material, in-use context) will convert far
better than one with a single grainy image.
Ensure your images are not too heavy (for site
speed) but high resolution enough to zoom. If
you provide a service, include images of your
team, your office or equipment, before-after
pics if applicable, etc. They provide
authenticity.

Descriptions: Write clear, honest, and detailed
product descriptions. Avoid only marketing
fluff – include factual specs/dimensions,
usage instructions, what's included in the
package, etc. This not only helps SEO (search
engines) but also reduces customer
questions. For instance, an apparel seller
should list fabric, care instructions, size chart;
a gadget seller should list compatibility,
technical specs; a B2B equipment seller
should list capacity, maintenance
requirements, etc. Also, tell the story if
relevant – people love hearing “handcrafted
by rural artisans” or “our family has made this
sweet for 3 generations.” It adds a personal
touch that big corporations often lack.

Pricing and Offers: Clearly state the price,
what it includes (e.g., with GST or shipping). If
you have introductory offers or bulk discounts,
mention them prominently. Online shoppers
often compare – if your price is higher but
justified by something (better warranty, free
accessory, etc.), point that out. Also, if you
cater to bulk buyers, indicate “Contact us for
bulk pricing” – you might attract B2B inquiries
even through a consumer-facing page.

Policies (Shipping, Return, Payment): Be
upfront about how you handle orders. How
fast do you dispatch (e.g., “Usually ships
within 2 business days”)? What are typical
delivery times (if you know, say “Delivery in 4-
6 days across metro cities”)? State your
return/refund policy in plain terms: e.g., “We
accept returns within 10 days of delivery if the
product is damaged or not as described.
Please keep packaging, and we’ll arrange
reverse pickup.” Even if your policy is “No
returns on custom-made items,” 

stating it clearly avoids future conflict and
builds trust (customers feel safer when
policies are spelled out rather than hidden).
·Also outline warranty if any, and customer
service contact info (email/phone) for issues.
Many customers read this to gauge if buying
from you is risky or not. A small seller with a
clearly stated fair return policy will get more
orders than one with none mentioned (buyers
fear the worst if nothing is said).
Case Example: A small electronics retailer put
effort into content on their new website – for
each item, they listed specs, added a short
guide on how to use it, and included a
testimonial from a customer. They also clearly
listed that they offer a 6-month seller
warranty. This made their site feel as
informative and reliable as a big e-tailer, and
customers started trusting them despite them
being a new brand.
Trust and Social Proof: If you have any media
coverage (“featured in The Hindu” etc.),
display their logos or quote. If you have
existing customer testimonials or can get
some initial reviews, showcase them (people
rely heavily on reviews – even one or two
genuine positive comments can tilt a
decision). On marketplaces, reviews will
accumulate (make sure to encourage happy
buyers to leave them). On your own site, you
can either manually add testimonials or
integrate a review plugin. Starting out, you
might incentivize first customers with a small
coupon for giving feedback (which you can
turn into a testimonial quote, with
permission).
Mobile-Friendly Setup: Ensure whatever
platform you use (your website or the
marketplace listing) looks good on mobile.
Over 70% of e-commerce traffic in India is via
mobile (the country leapfrogged PCs). Most
modern website templates are responsive by
default, but do test your site on a phone. If
using large images or certain layouts, check
that text isn’t cut off, buttons are easily
clickable. This is part of foundation because a
clunky mobile experience will drive away the
very audience that’s shopping online the
most.
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Setting a solid foundation might take a few
weeks of preparation – writing content, doing a
photo shoot, setting up accounts and pages, etc.
It is effort well spent. Think of it like setting up a
physical showroom: you’d decorate, arrange
products neatly, put price tags and info – here
it’s the same principle in digital form.

Plugins on Existing Websites (Open-source or
CMS plugins): If you already have a website
(perhaps on WordPress for your company
blog or info site), you can add e-commerce
via plugins like WooCommerce (for
WordPress) or Magento (a standalone open-
source e-com platform) or others. Pros: Often
no software cost (open-source = free, you just
pay hosting). Highly customizable – you have
full access to code if needed, and many
plugins to extend. With WooCommerce, for
example, you integrate with Indian payment
gateways (Razorpay, PayU) via free plugins,
add shipping calculators, etc. Cons: More
technical management – you (or an IT
person) must handle hosting, SSL certificate,
software updates, backups, and security
measures. If something breaks after an
update, you need to troubleshoot or hire
someone. It might be cheaper monetarily
than SaaS (since hosting for a small site could
be just ₹5k/year and plugin is free), but the
hidden cost is maintenance time and
potential downtime if not managed well.
Suitable for: Businesses with some IT support
or those who want a very tailored solution.
Also, if you expect rapid scale or need to
integrate deeply with other systems, open-
source can be tweaked extensively.

Once your storefront (be it a marketplace profile
or own site or social page) is set up with good
content and branding, the next step is to attract
customers (drive traffic) and then convert that
traffic to sales by providing a great experience
and support. We’ll cover those in the following
sections.

Choosing Technology for the Online
Storefront
If you decide to sell through your own website,
one of the first technical decisions is which
platform or solution to use. The good news: you
don’t have to build from scratch (and shouldn’t,
given the robust options available). Here’s a
rundown of the main approaches:

Hosted E-commerce Platforms (SaaS): These
are services like Shopify, BigCommerce, Wix
eCommerce, Zoho Commerce, etc. They
provide an all-in-one solution – you sign up,
choose a template, add products, set up
payment and shipping, and you’re live. Pros:
Very quick to launch (often in days), no
coding needed, they handle security, updates,
server maintenance. They often have
integrated features like product reviews,
abandoned cart emails, discount code
management, basic SEO tools, etc., which you
can turn on easily. For example, Shopify is
known for its ease of use and a huge app
store to add functionalities (maybe a
WhatsApp chat widget or a courier
integration). Cons: They charge a monthly fee
(Shopify basic is ~₹2000/month) and
sometimes a transaction fee. They can be
less flexible in terms of deep customization –
you fit into their framework (though for most
small businesses that’s okay). If you ever want
to move away, migrating can be a task (lock-
in to some extent). Suitable for: Most MSMEs
who want a professional store without hiring a
developer. I often tell small businesses: if you
can budget around ₹20-30k/year, a platform
like Shopify can pay for itself in time saved
and features.

Example: A niche electronics retailer chose
WooCommerce because they needed a custom
bundling feature and wanted direct database
access to sync with their offline inventory system.
It took more setup time and they had a developer
on contract for maintenance, but it gave them
exactly the features they needed.

Custom-Built Platform: This means hiring
developers to create a site from scratch or
using a web framework. Pros: You get exactly
what you specify, potentially with unique
design and features not available elsewhere.
You have full control over the tech stack.
Cons: High cost (development can run into
lakhs), longer time to launch, and then you
must maintain it (if the developer moves on,
will you have skills to update it?). For most
MSMEs, this route is unnecessary given
excellent SaaS and open-source options.
Suitable for: Those with very specific needs
that off-the-shelf can’t handle, or larger
enterprises with IT teams. Example might be
an online service marketplace with complex
logic – but even then, often customizing an
existing platform is smarter.

Marketplace-Provided Microsite: Some
marketplaces or B2B platforms allow you a
“store page” that can function as a mini
website (e.g., Amazon Brand Stores). ONDC
(Open Network for Digital Commerce) in India
is heading towards a model where your
product catalog can be shown on multiple
buyer apps without you building anything –
you just plug into the network via a seller app.
Pros: Minimal setup – you piggyback on their
ecosystem. Cons: Limited to their ecosystem’s
reach and features; not a full-fledged
independent presence. 
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Suitable for: Starting out or as supplementary
channel. I mention this because as ONDC
grows, an MSME might technically skip
building their own site and just ensure their
catalog is ONDC-listed so it shows up across
apps (like Paytm, Meesho, etc.). It's a new
model and we’ll see how effective it is, but it’s
worth keeping an eye on.

Indian consumers are spoiled by the likes of
Amazon’s one-click order – they will drop off if
your checkout is too cumbersome on mobile. Use
features like social login or OTP login for ease if
possible.

When choosing, ask: - How quickly do I need to
launch, and how much can I spend upfront vs.
monthly? If you need to be live in a week and lack
IT staff, go SaaS (Shopify, etc.). If you have more
time and tight recurring budget, maybe invest in
a WordPress site with WooCommerce and a one-
time developer fee. - Do I need integrations with
offline systems or unusual features? SaaS covers
90% of typical needs – product pages, cart,
online payments, shipping labels, etc. If you have
something unusual (say a build-your-own-
product configurator, or user role-based pricing),
check the SaaS app store if there's a plugin; if not,
open-source might achieve it. - How do I plan to
handle online payments and logistics? Most
modern solutions integrate Indian payment
gateways easily (Razorpay, CCAvenue, UPI, etc.).
Ensure whichever you choose supports your
needed payment methods (credit/debit cards,
netbanking, UPI – nowadays they usually do). For
logistics, many SaaS have partnerships (Shopify
in India easily connects to Delhivery/FedEx via
apps). With open-source, you may use services
like Shiprocket which provide plugins to manage
multi-courier shipping. Essentially, plan for how
you'll get orders delivered – choose a tech that
makes it straightforward to print labels, track
shipments, and update customers (for example,
some platforms can send automatic "your order
is shipped, here’s tracking" emails – a great
customer experience point). - Scalability and
performance: A slow site can kill sales. SaaS
platforms are generally optimized for scale (their
job is to keep your store fast globally). If your own
site, choose good hosting. Initially, traffic will be
moderate, but as an example, if you expect
thousands of visitors during a sale, ensure your
hosting plan can handle it or use cloud auto-
scaling hosting. This may not be a concern until
you grow, but keep it in mind (maybe avoid very
cheap unknown hosts that might slow down with
a slight traffic uptick).

One anecdote: a small fashion boutique started
on a basic Wix store – very easy to set up, but as
they added lots of high-res images, the site got a
bit slow and SEO was limited. After a year, they
migrated to Shopify which gave better speed
and SEO control, and saw a boost in search
rankings and conversions. The lesson is, it’s okay
to start simple and upgrade tech later as you
learn what you need.

Mobile-first design is crucial whichever tech you
pick. Most SaaS templates are responsive; if
custom building, instruct developers to prioritize
the mobile layout. Test the whole user journey on
a phone (product browse, add to cart, payment).
If something is fiddly (like a sign-up form with too
many fields), streamline it.

Also, think ahead about content management:
you will need to update products, add offers,
banners, etc. SaaS makes this easy through their
admin panel. With open-source, ensure you or
someone non-technical can handle routine
updates via an admin interface.

In summary, choose a technology platform that
fits your current resources and gives a bit of
room to grow. It’s often better to start with a solid
template than to delay months trying to perfect
a custom site. You can always refine as you get
real feedback from online customers.

Now that tech and foundation are chosen, the
next step is dealing with the nitty-gritty of
payments, logistics, and compliance –
essentially, fulfilling orders smoothly and legally.

Payments, Logistics, and
Compliance
Selling online isn’t just about the digital
storefront; you must also collect payment, deliver
the product or service, and abide by tax and
legal rules. Let’s break these down:

Payments
Indian online shoppers use a mix of UPI, wallets,
cards, net banking, and COD (Cash on Delivery).
To facilitate these: - Payment Gateway: If you
have your own site, you’ll integrate a payment
gateway (like Razorpay, Paytm, CCAvenue,
Instamojo, etc.). These providers aggregate
various methods – UPI, cards, etc. Choose one
with good success rates and easy setup. Many
offer MSME-friendly pricing (often ~2% per
transaction for credit cards, maybe lower
negotiated for large volume, and some flat fee or
annual fee plans). Check that it supports
international payments too if you plan to sell
abroad (some gateways have an option for
accepting foreign cards, PayPal integration, etc.).
Also ensure it can handle COD orders (usually
COD is handled by logistics partner rather than
gateway – see below). - Setup tip: Gateway
onboarding requires KYC – have your business
documents (GST, PAN, bank proof) ready. It can
take 1-2 weeks to get fully activated, so do it
early. 
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UPI and Wallets: UPI is huge (80% of retail digital
payments). Most gateways now support UPI QR
and intent. It’s wise to allow UPI as a checkout
option – it’s frictionless especially on mobile
(user just approves a collect request in their UPI
app). - Cash on Delivery (COD): COD still forms a
significant chunk of e-commerce orders
(especially in certain product categories and
non-metro areas). It builds trust – people may try
your service COD first, then use prepaid later if
happy. To enable COD on your own site, you
typically allow the order to be placed without
payment and mark it as COD. Your courier will
handle collecting cash. Courier aggregators (like
Shiprocket, NimbusPost, etc.) facilitate COD
remittance to you (they collect from customer
then deposit to your account after a certain time,
often a weekly cycle). Note: COD has risks –
higher returns (some people order and refuse
delivery), and cash handling delays. You might
consider offering small discount for prepaid to
encourage it. But as a new online seller, offering
COD will likely boost conversion by giving
skeptical customers confidence to order. -
Transaction Fees and Settlements: Understand
the fee structure – e.g., 2% + ₹3 per transaction
plus 18% GST on that fee. Factor this into pricing.
Gateways usually settle amounts to your bank
after T+2 or T+3 days (some offer faster
settlement for a fee). COD settlements from
courier can be 1-2 weeks. This affects your cash
flow – plan accordingly (don’t promise vendor
payments expecting instant access to sale funds;
there’s a lag). - International Payments: If you
plan to sell globally, set up ability to take USD/EUR
etc. PayPal is one common option (especially for
services or craft sellers, easy to add a PayPal
button). Some Indian gateways allow multi-
currency processing but check their rates (and
RBI compliance – you’ll need an Import-Export
code and such for merchandise exports, we’ll
touch compliance soon). Keep in mind currency
conversion costs and possibly slightly higher
fraud risk with international cards (use 3D Secure
where possible). - Security and Trust Seals: Use
SSL (your site should show https:// and a
padlock). Most SaaS platforms include this, or
you can get free SSL via Let’s Encrypt for your site.
Having the padlock (no “Not secure” warning) is
crucial – browsers and customers will flag you
otherwise. Many payment gateways provide a
“Secured by X” badge or you can display a PCI-
DSS compliance badge if applicable – these
small things reassure users that paying on your
site is safe. Also, offer familiar payment options –
e.g., showing “Paytm, PhonePe, Google Pay
accepted” icons can comfort users who prefer
those. - Smooth Checkout: Try to keep checkout
steps minimal. Don’t force account creation
before order (you can offer guest checkout then
ask to set password after ordering). The more
fields and steps, the more drop-offs. Autofill and
address lookup tools can help (pin code auto-
fills city/state for instance). Also, clearly show
total price including shipping and any taxes
before final confirmation – surprises kill sales. If
you can, integrate an address validation or
serviceability check by pincode – either upfront 

(user enters pincode to see if you deliver there)
or at checkout – to avoid taking orders you can’t
fulfill.

Logistics (Shipping and Delivery)
For physical goods, the e-commerce battle is
won or lost on the last mile: - Choosing Couriers:
You can tie up directly with major couriers (Blue
Dart, Delhivery, etc.) but an easier route for
MSMEs is to use a courier aggregator like
Shiprocket, Pickrr, Vamaship, etc. They give you
one dashboard to access multiple courier
partners, compare rates by pincode, and
schedule pickups. They often have no monthly
fee – you pay per shipment (at discounted
corporate rates because they pool many sellers).
Early on, aggregators are a boon – you can ship
across India without separate accounts and
enjoy volume rates. As you scale, you might sign
direct contracts with couriers for better rates or
specialized services. - Packaging: Good
packaging prevents damages and signals
professionalism. Invest in proper materials –
corrugated boxes, bubble wrap, tamper-proof
plastic envelopes, etc., as needed. Brand your
package if possible (even a sticker with logo) to
build brand recall. But first ensure it's secure:
products shouldn’t rattle; use fillers. If shipping
fragile items, label accordingly and check if
courier covers damage (many won’t unless you
buy insurance). Note: for liquid/food, some
couriers require extra sealing or disclaimers. Ask
your logistics partner for any product-specific
guidelines (e.g., batteries have special rules,
liquids may need leak-proof packing). - Labels
and Documentation: Your shipping tool or
platform will generate an address label with
barcode – attach that clearly. Also, include any
required forms: e.g., for interstate commerce, a
GST invoice must be inside or attached (some
states also require an e-way bill if invoice value >
₹50k; but if you ship via courier under “courier
waybill”, often e-way not needed – verify current
rules in your state). For international, you’ll need
customs declaration, export invoice, packing list,
etc., and possibly importer's KYC. Initially, stick to
domestic unless you research export process or
use an assisted service. - Shipping Charges
Strategy: Will you offer free shipping, flat rate, or
charge actuals? Many sellers build an average
shipping cost into product price and advertise
“Free shipping” because customers prefer all-
inclusive pricing. If your margins allow, this can
increase conversion. 

January 2026 - THE WORLDONOMICS TIMES

83



Alternatively, you can set a threshold like “Free
delivery for orders above ₹500”. If charging
separately, be transparent up front (show in cart
before checkout). Use weight-based or zone-
based rate charts provided by your courier
partners. A mistake to avoid: don't undercharge
shipping significantly, or you'll bleed profit on
faraway deliveries. Use shipping aggregator
calculators to estimate typical costs to various
zones and set your fees accordingly. - Delivery
Time and Communication: Customers expect
reasonably fast delivery (thanks to Prime). As a
small seller, you may not match 1-2 day delivery
nationwide, but do your best. Ship orders quickly
– ideally same or next working day. Choose
courier service types wisely (surface vs air)
balancing cost and speed. Provide tracking
numbers to customers as soon as shipped (most
e-com platforms do this automatically by
email/SMS if you input the tracking). Send
updates – e.g., email/SMS like “Your order has
been dispatched via X courier, tracking: ...”.
Customers love being kept in loop. Also, clearly
mention expected delivery times on your site (like
“Delivery usually in 3-7 days depending on
location”). It sets expectations and reduces
“Where is my order?” queries. If using a shipping
aggregator, some offer automated tracking
notifications on your behalf – leverage that if
possible. - Handle COD well: For COD, couriers will
attempt delivery and collect cash. Ensure
someone in your team monitors COD shipments
and if they’re undelivered (maybe buyer not
home or changed mind), proactively reach out to
customer or mark as return to avoid long hold in
courier’s network (returns cost you money). Also
plan how you handle fake COD orders (some
pranksters do this). You might confirm COD
orders by call or OTP before shipping if that
becomes an issue. Keep an eye on the ratio of
returns from COD vs prepaid – you may refine
strategy (like restrict COD for high-value custom
items or far-flung areas if loss rate is high). -
Returns and Customer Service: Not exactly
shipping, but intimately tied. Have a process to
handle returns: when a return comes back,
inspect it quickly and process refund or
replacement as per policy. Delays here frustrate
customers immensely. Use your platform’s
features (if on marketplace, follow their return
flow; if on your site, you might include a return
form in the package or allow them to request via
site). Keep records of returns so you can identify
serial returners or problems with certain product
batches. Also, if an item often gets returned due
to damage, figure out if packaging needs
improvement or if product description is
misleading causing dissatisfaction. -
International Shipping considerations: If/when
you ship abroad, use an experienced
international courier or aggregator. They’ll guide
on customs paperwork. Be aware of costs
(international shipping can be very expensive
relative to product price), so usually international
sales make sense for high margin or unique
products that foreigners can’t get locally. Offer
international shipping only if you’ve done the
homework on pricing it properly and complying
with export rules (IEC code, etc.). 

There’s also the option of selling via global
marketplaces like Etsy or eBay – they have
programs (Etsy will help with shipping or eBay’s
Global Shipping Program). But that’s an
expansion stage move.

Compliance (GST, Legal, etc.)
Doing e-commerce means a few extra
compliance checkpoints: - GST and Taxes: If you
are selling goods, you likely have GST registration
(threshold ₹40 lakh for goods in most states, ₹20
lakh for services – lower if inter-state or on
marketplace since they require it regardless of
turnover). Online sales must be reflected in GST
returns like any sales. Marketplaces will also
deduct TCS (Tax Collected at Source) at 1% on
the net value and deposit to your GST credit –
you need to reconcile that. If you use your own
site, no TCS scenario. Ensure you apply correct
GST rates on products. Most e-com platforms
allow you to set the tax rate per product. If you
sell exempt goods or have composition scheme,
check rules (composition dealers cannot sell
through marketplace as per GST law). Keep
invoices for all shipments – many couriers won’t
pick up without an invoice copy for commercial
shipments. - Import/Export: For international
sales (even via marketplaces that ship abroad),
you need an IEC (Importer Exporter Code) from
DGFT (simple online process). Also, you must file
periodic export data in GST returns (exports are
zero-rated but you either do LUT or claim refund
of GST if paid). If you’re not ready for this
paperwork, consider sticking to domestic until
you can engage a CHA (customs agent) or learn
processes. An alternative is using cross-border
platforms like Etsy which simplify a lot but you
still need IEC as the exporter of record in many
cases. - Legal Metrology & Consumer laws: If you
sell packaged goods, you must comply with
labeling laws (Legal Metrology Packaged
Commodity Rules) – which require certain
declarations (net weight, MRP, customer care,
etc.) on the product. Also, e-commerce rules
require that your product listing shows specific
information: e.g., MRP (with all taxes), origin
(Made in India or imported), manufacturer name
& address, common generic name of product,
etc. Marketplaces enforce this for you by
requiring those fields when listing. On your own
site, make sure to include such info on product
pages to be compliant. - Data Protection: You’ll
have customer personal data (names,
addresses, phone, possibly emails). Keep it
secure (don’t share it, protect it from breaches).

January 2026 - THE WORLDONOMICS TIMES

84



India’s new data protection bill will likely
mandate explicit consent and reasonable
security practices even for SMEs. Basic
compliance would be having a privacy policy on
your site, using data only for fulfilment and not
spamming customers without opt-in, and
honoring any customer request to delete data if
they ask (especially from EU citizens if you sell
internationally, due to GDPR). These laws are
evolving; stay updated. - Intellectual Property:
Ensure you’re not accidentally infringing
someone’s IP (like selling unlicensed fan-merch
etc. can get you delisted or sued). Also protect
your own IP – if you have trademarked your
brand or designs, list that on marketplaces (they
often have programs like Amazon Brand Registry
to safeguard your listings from copycats). Avoid
using images or text in your content that you just
grabbed from Google – use your own or properly
licensed ones, to avoid future copyright issues. -
Local Laws and Sectoral Rules: If you deal in
specialty items (food, cosmetics, medicines,
etc.), there are additional laws. FSSAI for food –
you need a license and must display FSSAI
number on listings of food products online as well
(some marketplaces have a field for it). For
ayurvedic medicines or cosmetics, make sure
you comply with labeling and don’t make claims
not allowed. If selling electronics that need BIS
certification, have it in place or you risk packages
being stopped by authorities. Essentially, the
regulations that apply to selling offline still apply
online, plus some specific e-com ones.

“Build it and they will come” does not hold true in
e-commerce. Once your online store is up, you
need to actively bring in potential customers.
There are two broad avenues: organic (unpaid)
and paid channels.

Organic Channels

This can sound heavy, but if you are already a
compliant business offline, most is common
sense extension to online. Many MSMEs go online
informally at first; while that might slip under
radar for a bit, as you scale it’s vital to get formal
– register that GST, file those returns, etc. Not only
to avoid penalties, but many consumers and
businesses only want to deal with compliant
vendors (e.g., you need GST to sell on GeM or to
bigger companies who take input credit). It also
gives you advantages like being able to open
current accounts, get loans, etc., which you’ll
need as you grow.
At this point, we have covered setting up shop
and fulfilling orders. The next big aspect is getting
people to find your online store and persuading
them to buy – i.e., marketing and driving traffic,
then analyzing data to optimize. Let’s explore
those.

Driving Traffic and Sales

These methods don’t cost (much) money, but
rather time and creativity: - Search Engine
Optimization (SEO): This means optimizing your
site so that when people search relevant
keywords on Google (or Bing, etc.), your site ranks
high in results. For example, if you sell khadi
shirts, you want to appear when someone
searches “handwoven khadi shirt India” or “best
khadi clothing online”. Key steps: - Research
keywords that potential buyers use (Google
Keyword Planner or even just observe
autocomplete suggestions). - Use those
keywords naturally in your page titles, product
descriptions, meta tags. E.g., title might be
“Handwoven Khadi Cotton Shirt – Men’s Kurta
(Natural Dye) – YourBrand” which hits various
likely search terms. - Ensure your site is crawlable
(SaaS platforms do this for you; if WordPress, use
an SEO plugin like Yoast to set meta descriptions,
etc.). - Get other sites to link to you if possible
(maybe a local blog reviews your product, or you
write a guest article somewhere). Such backlinks
improve SEO.

SEO is a long game but critical. The aim is to have
a steady stream of “free” visitors who found you
on Google. For local businesses, also optimize
Google My Business listing (so you show up in
Google Maps for relevant local searches).

Content Marketing: This involves creating
content (blogs, videos, infographics) that
draws people in. For example, a company
selling accounting software might write blog
posts like “5 GST Filing Tips for Small
Businesses” which attract MSME owners via
search and establish credibility (some will
then check out their software). Or a baking
supplies store might post recipes and cake
decorating video tutorials – people come for
the content, and the content gently promotes
their products (“To do this, we used XYZ
baking mold available on our site”). Consider
what knowledge you have that potential
customers would value. It also gives you
material to share on social media or via email
newsletters. 
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While not immediate sales, it warms up an
audience and builds trust (and helps SEO
too).

Online Marketplaces (Organic presence): If
you are on a marketplace like Amazon, it’s not
exactly “organic” because you’re on their
platform, but some techniques are akin to
SEO: optimize your product title and
description with keywords buyers search on
that marketplace. Encourage satisfied buyers
to leave reviews (perhaps via a follow-up
thank you email through the marketplace
system). Answer customer questions on the
listing openly – these Q&As also become part
of the page content and help future shoppers.
Essentially, if marketplace is a channel, treat
your listing as a mini-site to be optimized –
good content, good images, and good service
that leads to positive ratings. That organically
boosts your ranking within the marketplace
(Amazon’s algorithm heavily factors
conversion rate and ratings).

Social Media (Organic): We touched on using
social commerce to sell, but even if you don’t
sell directly on social platforms, you should
likely have a presence there. Identify which
platforms your target customers use –
Instagram for younger lifestyle/fashion,
LinkedIn for B2B/professional services,
Facebook for general consumer reach, maybe
YouTube for how-to content across all
domains. Then consistently share engaging
content: product photos in real use, behind-
the-scenes videos, customer testimonials,
tips related to your niche, etc. The goal is to
build a follower base who might convert to
customers or who amplify your message.
Respond to comments and messages
promptly – social media is a two-way street.
Success here doesn’t necessarily mean
millions of followers (which might not
translate to sales). Even a few thousand
engaged followers can drive steady traffic
and word-of-mouth. Use relevant hashtags
(e.g., #MadeInIndia #organicfood) to appear
in topic searches. Also, join relevant groups or
communities – e.g., if you sell industrial tools,
participating helpfully in engineering forums
can indirectly draw people to your site.
WhatsApp and Email Marketing (to existing
contacts): Leverage your network. WhatsApp
Business allows broadcast lists (so you can
send new product announcements to many
at once without starting a noisy group chat).
Just avoid spamming – make sure recipients
either gave consent or are likely interested
(e.g., past customers or business contacts
who agreed to updates). Same with email –
start collecting email addresses (from site
sign-ups, from order history, or events you
attend). Then periodically send a newsletter:
highlight new arrivals, a limited-time sale, or
share a useful tip related to your products.
Keep emails short, visually appealing, and
mobile-friendly. Services like MailChimp (free
up to a certain number of subscribers) help
manage email campaigns and ensure
compliance (unsubscribe links, etc.). These
direct channels are great for driving repeat
sales: e.g., a person bought once, an email
about “New stock for the festive season”
might make them buy again.

Referral Program: Encourage existing
customers to refer others by providing a small
incentive – e.g., “Refer a friend and you both
get ₹100 off.” This can be tracked via unique
referral codes or simpler, just ask new
customers to mention who referred them
(then you send a coupon to the referrer).
Word-of-mouth is extremely potent for SMEs;
a formalized referral offer can stimulate it.
There are referral plugins or you can manage
it manually for a start (issue bespoke coupon
codes to your top 10 customers to share with
friends, etc.).

The beauty of organic channels is they build
sustainable advantage – a high Google ranking
or a loyal Instagram following continues to pay
dividends without proportional spend. But it takes
time to build. That's where paid channels can
complement by giving you a boost, especially in
the early days or around key campaigns:

Paid Channels
Money can buy you visibility. Key paid methods
include: - Search Engine Ads (SEM): Google Ads
(and Bing Ads to a lesser extent) allow you to
show your site at the top of search results for
certain keywords, marked as “Ad.” For example,
you can bid to show your ad when someone
searches “buy organic honey online.” You pay a
cost-per-click (CPC) when someone clicks your
ad. This can range widely – ₹2 to ₹50 or more per
click depending on competition for that keyword
(insurance, for instance, is expensive; niche
handicrafts might be cheap). Google Ads also
offers Shopping ads where product images with
price show up (requires uploading a product
feed to Google Merchant Center). Pros:
Immediate visibility on relevant queries, can be
turned on/off or scaled quickly. Cons: Costs can
add up; not all clicks lead to sales (so you have
to monitor and optimize or you might overspend
on broad keywords that don’t convert). But it's a
great way to attract customers actively
searching for what you offer, especially while
your SEO is still building. Tip: start with specific
(long-tail) keywords that indicate high intent
(e.g., “organic ajwain honey 1kg price” – someone
searching that is likely ready to buy if they find a
good offer).
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duration, e.g., only retarget up to 2 weeks after
their visit, else it gets annoying). - Influencer or
Sponsored Content: This is paying individuals or
publishers to promote you – e.g., an Instagram
fashion influencer posts wearing your dress and
tags your handle (you might gift the item or pay
a fee), or a YouTuber reviews your gadget. In B2B,
it could be sponsoring an industry newsletter or
webinar. Pros: Leverages trust and follower base
of the influencer – can yield sales if authentic
and target fits (micro-influencers with 10k loyal
followers often drive more action than a generic
celebrity shoutout). Cons: Results can be hit-or-
miss and hard to track (use unique coupon
codes or trackable links to see what comes from
that campaign). Also, finding the right influencer
(with genuine engagement and whose audience
matches yours) is key; otherwise you pay and get
little. Always disclose proper if needed (ethical
and in some jurisdictions required to mark as
ad). Start small: maybe collaborate with a couple
of micro-influencers for product-for-post deals
to test waters before considering bigger paid
collaborations.

Also, set a moderate daily budget initially (say
₹500/day) and see how it performs. - Social
Media Ads: Platforms like Facebook/Instagram,
LinkedIn, Twitter, etc., offer targeted advertising.
You can target by demographics, interests,
behaviors, locations, etc. For instance, an ethnic
apparel brand could target women aged 22-45
in metro cities who have shown interest in ethnic
wear or follow related pages. These ads can be
powerful for creating awareness or retargeting
(showing ads to people who visited your site but
didn’t buy). Pros: Visual format helps showcase
product; targeting can be very granular; costs
per impression or click can be relatively low
(especially on Facebook/Instagram where ₹1000
might reach tens of thousands of eyeballs,
depending on targeting). Cons: It’s interruptive
marketing – people on social media aren’t
actively looking to buy right at that moment, so
conversion rates are usually lower than search
ads. The creative matters a lot – you need an
eye-catching image/video and concise
message to stop the scroll. For LinkedIn (if you do
B2B marketing), costs are higher but targeting
professional attributes is unique (e.g., show an ad
only to supply chain managers in pharma
companies if you sell lab equipment – very
possible on LinkedIn). - Marketplace Promotions:
If you sell on a marketplace, they each have their
internal ad system (Amazon Sponsored Products,
Flipkart Product Ads, etc.). Using these can bump
you to page 1 for keywords on that platform.
Particularly useful in crowded categories or for
new products with no sales history. For instance,
you could advertise your new smartphone
accessory for the keyword “Bluetooth earphones”
on Amazon – you’ll pay a CPC for clicks. Pros:
Speeds up initial momentum; once a product
gets some sales and reviews, you can taper
down ads and let organic take over. Cons: It’s
easy to burn money if you don’t monitor – some
sellers overspend chasing rank and lose margin.
Start with a small daily budget and target
specific terms related to your product rather than
broad category terms (which might be
dominated by big brands and get lots of clicks
but low conversion for you). Over time, optimize:
turn off ads on keywords that don’t convert for
you. - Retargeting Ads: These are ads shown to
people who have interacted with you before –
like visited your site but not purchased, or added
to cart but not completed order. You’ve likely
seen these yourself (“that pair of shoes follows
you around the internet after you looked at it
once”). Retargeting is effective because the
audience is warm – they know your brand
already to some extent. You can do this via
Google Display Network or Facebook Ads (install
their pixel on your site which builds a custom
audience of site visitors, then run ads to them).
Pros: Often higher ROI since these folks showed
interest. Good for converting “window shoppers”
into buyers by reminding them or offering a
slightly sweeter deal (“Still interested? Use code
SAVE10 for 10% off”). Cons: Need enough initial site
traffic to have an audience to retarget; also
frequency should be controlled (don’t stalk users
for months – set ad frequency caps and a 

No matter which paid channels you try, track the
metrics. Use UTM parameters on URLs and check
Google Analytics to see which campaigns are
driving traffic and conversion. Calculate rough
Customer Acquisition Cost (CAC) from each
channel (total spend on channel / number of
customers acquired from it). Compare with the
Lifetime Value (LTV) of those customers (if you
have repeat purchase business). As a simple
rule: CAC should be less than the profit from the
first order ideally, or at least justified by LTV if you
know customers will buy again. For instance, if
you spend ₹500 in ads to get one customer who
orders ₹1000 of goods at 30% margin, you
actually made only ₹300 gross profit, which
doesn’t cover the ₹500 ad spend – that channel
is unprofitable unless that customer is likely to
order multiple times in future. This analysis helps
decide where to scale up and where to cut
spend.
Often, businesses use paid channels to kickstart
– e.g., first 6 months heavy on ads to build
customer base, then relying more on repeat
business and organics. It’s a balance: too little
spend and no one finds you, too much and you
might get growth but with losses. So start
modest, experiment (A/B test ad creatives and
audiences), and optimize constantly.
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Geographical data: See which cities or regions
most customers come from. You might focus ads
more there or even plan distribution accordingly
(e.g., stock inventory at a warehouse in that zone
for speed). For example, an MSME saw most of his
organic food orders came from Bengaluru and
Mumbai – so he did city-specific Facebook
campaigns there which performed well (since
interest was proven), rather than broad national
targeting. - Product Performance: Identify which
items are top sellers and which hardly move.
Push the winners (maybe consider expanding
their variants, or highlighting them on home
page). For the slow movers, figure out why – is it
lack of visibility (maybe burying in site
navigation) or truly low demand? Maybe
discontinue or replace those to avoid tying up
capital.

Analytics: Measuring and Improving
A big advantage of online business is the wealth
of data you can get. But data is only useful if you
act on it: - Set up Analytics Tools: Install Google
Analytics (GA) on your site – it’s free and shows
how many people visit, from where, what pages
they see, etc. For marketplaces, use any
dashboards they give (Amazon has business
reports on sessions, conversion, etc.). If selling
through social media, look at profile insights
(Instagram offers reach, engagement stats for
business accounts). These help gauge overall
performance. - Track Key Metrics: Common e-
commerce KPIs: - Traffic/Visitors: How many
people visit your site (or see your products on
marketplaces). - Conversion Rate: The
percentage of visitors who make a purchase. E.g.,
if 100 people visit and 2 buy, conversion = 2%. A
typical small e-com site might see 1-3% initially. If
yours is much lower, investigate why (is site slow,
product not compelling, etc.). Marketplaces often
have higher conversion because people there
are ready to buy. - Average Order Value (AOV):
Total revenue / number of orders. If you can
increase AOV (like by cross-selling or bundling),
you earn more per customer, which can offset ad
costs. - Bounce Rate: % of visitors who leave
immediately without interacting. If bounce is high
(>70%) on your site, that could mean wrong
traffic (people coming expecting something else)
or a poor landing page (maybe it loads slow on
mobile or is visually unappealing). Optimize
content or targeting to reduce bounce. - Cart
Abandonment Rate: Many add to cart but don’t
complete checkout – track that. If it’s, say, 60%
(which is common in retail), try to improve by
sending reminder emails (“You left something in
your cart”), simplifying checkout, or offering a
small discount for completing the order. There
are tools to automate an email within a few
hours of abandonment if user provided email in
cart. - Customer Acquisition Cost (CAC): As
discussed, know roughly what you’re spending to
get a new customer. Break it by channel if
possible. This lets you allocate budget smarter. -
Repeat Customer Rate: How many of your orders
each month are from previous customers vs new.
If you see a healthy repeat rate building (e.g., 20-
30% of orders from returning customers by
month 6), that’s great – it means your product
and service satisfy, and you should nurture that
base (via loyalty programs, new product
announcements). 

Use Analytics Insights: Don’t collect dust. Set a
routine – maybe every Monday review the
past week’s data. Look for anomalies: did a
certain blog post bring a spike of traffic? Did
conversion drop after a site redesign? Did a
particular ad campaign show a high bounce
rate, meaning its landing page might be
irrelevant? The numbers often tell a story: e.g.,
if mobile conversion is half of desktop
conversion, maybe your mobile site needs
improvement.

Test and Iterate: Use A/B testing for elements
on site – e.g., try two different homepage
banners and see which yields more clicks or
sales (there are tools like Google Optimize for
simple tests). Or test two versions of ad copy
to see which gets better ROI. E-commerce is
continuous improvement – even giants
constantly tweak page layout, button colors,
etc., to see what lifts sales. For an MSME, start
with bigger wins (like improving product
descriptions across site could raise
conversion more than fiddling with button
color). But over time, these optimizations
stack up.

Customer Feedback Loop: Analytics give
quantitative data, but also seek qualitative
input. Encourage buyers to leave product
reviews or do a post-purchase survey (“How
did you find us? Was the ordering process
easy? Any suggestions?”). This feedback can
highlight issues or ideas not obvious from
numbers. For instance, reviews might mention
“runs small, order one size up” – if you see
that, update your description to guide future
buyers and reduce returns.

Keep an Eye on Competitors: Use tools or
manual checks to see how others are doing.
For example, search your target keywords on
Google periodically – see who else appears
(maybe they have a blog post ranking above
you – can you write a better one?). On
marketplaces, look at competitor pricing and
reviews to position yourself. There are even
tools to track competitors’ online promotions,
stock status, etc., though as an MSME you may
not need that depth. 
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Some manufacturers use e-commerce just
for small spare parts or replacement orders,
while bulk orders still go via offline contracts –
that’s fine; the online channel can
complement by handling the low-volume,
long-tail sales efficiently. Also, consider
participating in the government’s GeM portal
as an e-supplier – MSMEs have an edge there
due to preference policies, and it’s essentially
e-commerce to government departments.

Just being aware – e.g., if a competitor
launched a new feature or got media
coverage leading to an online traffic jump –
can inform your strategy (“They got a lot of
traction by offering a subscription plan…
maybe we should consider subscription
model for our consumable product”).

The data-oriented approach keeps you agile. For
example, one MSME dealing in home decor saw
via analytics that Pinterest was an unexpected
traffic source – people pinned their product
images and that drove visits. Noticing this, they
started actively posting on Pinterest and
optimizing images for that platform (taller aspect
ratio, adding decorative text on image) and saw
even more referral traffic and sales from it.
In summary, treat data as your friend – it points
out where you’re losing potential customers (e.g.,
heavy drop-off at checkout step 2 = maybe step
2 asks for too much info or is broken on mobile),
and where you can double-down (e.g., a certain
product has great conversion rate = it's a hit, so
promote it more).
Bringing it all together: By setting a strong
foundation (good products, content, easy tech),
driving traffic through multiple channels
(marketplaces, SEO, social, ads) and then
measuring and refining based on real data, you
create a growth engine. Initially, it might feel like
a lot of moving parts, but you can start small
(maybe start on one marketplace + one social
platform + a basic site), then add and refine as
you gain confidence.
Finally, let's consider scaling up beyond the initial
expansion – thinking 6-12 months ahead, how to
evolve your e-commerce presence from a side
channel to a core part of your business strategy.

Industry-Specific Examples (short,
practical)
(To ensure we cover a breadth of scenarios, let's
touch on a few industry-specific e-commerce
tactics, as requested in the outline):

Manufacturing (B2B focus): A small
component manufacturer might not sell to
end consumers, but establishing an online
catalog and inquiry system can streamline
dealings with PSU or MNC buyers. For example,
listing products on IndiaMart or your own site
with detailed specs and an “Add to RFQ” cart
can speed up the quotation process. 

Services: While selling services online is a bit
different, many principles apply. If you’re an
HR consultancy, set up a site where clients
can purchase fixed-price service packages
(e.g., “Resume review – ₹1000” or “Virtual 1-
hour legal consultation – ₹5000”). They pay
online, you deliver service via Zoom or email.
This productization of services allows even a
one-person consultancy to “sell online.” You’d
focus on content marketing (blogs, LinkedIn
thought leadership) to drive traffic, and
leverage scheduling and delivery tools
(maybe integrate Calendly for appointment
booking with payment). Social proof like client
testimonials are crucial here because trust is
key.
MSMEs in Retail/Distribution: If you’re a
distributor who traditionally supplies shops,
you could consider going D2C online to get
better margins (many Indian SMEs are doing
this – e.g., a regional snacks distributor
launching a direct online store and Flipkart
listing to reach consumers nationally). It can
coexist with your B2B business. Just ensure
you manage channel conflict (maybe keep
pricing consistent or offer different SKUs for
D2C). The flip side: if you’re a retailer (a
physical shop), getting on e-commerce can
greatly expand your catchment – many local
stores became “dark stores” fulfilling online
orders during lockdowns and continued
because it added sales. Tie up with hyperlocal
delivery (Dunzo, Swiggy Genie) for local quick
delivery, and use courier for farther orders.
Export-Oriented MSMEs: If you make
handicrafts, textiles, etc. for export, consider
global marketplaces like Etsy, Amazon Global,
eBay. They connect you to international
buyers without you having to market from
scratch in those countries. Many Indian
handicraft sellers find success on Etsy due to
high demand for authentic products. There
are logistics programs (like Etsy’s India Post
tie-up) to help ship abroad. The key is to
follow platform guidelines (e.g., for Etsy, it’s
about storytelling and authenticity). Over
time, you could even launch your own
international storefront if volume merits, but
starting on a known platform is wise.
Edible Products: If you sell food items, e-
commerce opens a huge geographic market,
but pay attention to shelf-life and shipping
conditions (chocolates may melt, etc.). Start
by targeting zones where delivery can be
done within the product’s freshness window.
Use proper packaging (insulated boxes, etc., if
needed). 
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Set Up Online Channel(s): Choose your
primary channel and get it running. For
instance, build your website using a platform
like Shopify or set up your Amazon/Flipkart
seller account and list products (you can do
both concurrently if bandwidth allows). Ensure
all the foundation elements we discussed
(content, images, policies) are in place.

Build trust with FSSAI license display and by
encouraging reviews (because new buyers
are wary about food quality online). Many
small food businesses do well via Instagram
and WhatsApp communities (like home
bakers or regional snack sellers), which then
evolve into full-fledged online brands listed
on marketplaces or their own sites. The
advantage in food is strong repeat if people
love the taste, so focus on retention
(subscribe & save options, loyalty discounts
for frequent buyers, etc.).

As you can see, strategies may tweak slightly by
sector (services focus more on content, exports
more on specialized marketplaces, etc.), but the
core approach remains: get online visibility,
provide an easy purchase process, and deliver
as promised to build trust and repeat business.

Tool Landscape: From No-Code to
Enterprise
(The outline suggests a section here, but we've
largely covered tech platforms earlier. Possibly
we can mention low-code integrations or scaling
tools in brief, but to avoid redundancy, I'll treat
this as partially covered in the “Choosing
Technology” section. I will ensure we mention no-
code vs enterprise and integration – we did talk
about that. We can highlight criteria to select
tools like we did. So I'll consider this sufficiently
covered above.)

(Moving on to governance, but that was more
relevant to cloud – likely the “Data, Privacy,
Governance” section we did for e-commerce
suffices for that outline point. Up next is
combining everything into a roadmap, which
we'll interpret as the 6–12 month plan, already
requested.)

6–12 Month Roadmap for a New E-
commerce Business
Establishing and growing your e-commerce
presence is a journey. Let’s outline a pragmatic
phase-by-phase roadmap for roughly the first
year of going online:

Quarter 1 (Months 1–3): Lay the Groundwork
and Launch

Finalize Product and Pricing for Online: Decide
which products/services to start selling online.
Ensure you have attractive pricing (account
for platform fees/shipping in your pricing). If
needed, create e-commerce specific bundles
or smaller packs that are easier to ship.

Complete Necessary Registrations: Register
for GST if not already (most platforms require
it). Get your FSSAI if selling food, IEC if
planning to export, etc. Also, register your
brand trademark if you foresee brand-
building (it takes time, so earlier the better;
meanwhile use TM symbol).

Beta Test and Soft Launch: Before shouting
from the rooftops, do a trial run. Place a
couple of test orders (maybe have friends or
family across different locations order
through your site or marketplace listing). This
will test payments, packaging, courier pickup,
delivery times, and your internal process
(printing invoice, updating stock). Work out
any kinks (e.g., if shipping takes longer than
expected, adjust messaging; if a payment
method had an issue, fix it).

Official Launch Promotion: Announce your
online store through whatever channels you
have – email your existing customer list, post
on social media, perhaps a small ad
campaign targeting your city or niche. Maybe
offer a “Launch Week” promo code to
encourage first orders. The goal in Q1 is to
drive those initial sales and gather feedback.
Don’t be disheartened if slow at first – each
order is a chance to learn and get a review.

Customer Service System: As orders come in,
set up a simple tracking method for customer
inquiries (even if it’s just an Excel or using a
helpdesk software’s free tier). Respond quickly
to questions or issues – as a new seller,
responsive support can turn a curious visitor
into a loyal customer.

Quarter 2 (Months 4–6): Drive Traffic and
Optimize Conversion

Scale Marketing Efforts: Based on what
worked in Q1, ramp it up. If Google Ads
brought good traffic, increase budget
modestly. 
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This quarter, focus not just on new customers
but keeping previous ones in the loop via
emails or WhatsApp updates (without
spamming).

If social media content got engagement, post
more frequently or consider a small
collaboration (e.g., an influencer campaign).
Continue SEO work – perhaps write 2-3 blog
posts addressing common search queries
related to your products.

Introduce Additional Sales Channels: If you
launched with your own site, now consider
also listing on a marketplace (or vice versa).
More channels = more reach. Ensure you have
bandwidth to manage them (maybe use a
tool like Browntape or Unicommerce to
centralize inventory across channels if
manual updating gets tough).

Analyze Data & Improve Site: By now you
have some site analytics and user behavior
data. Identify bottlenecks – e.g., if many users
drop off at shipping page, maybe your
shipping charges are too high or unclear. If a
product gets lots of views but few buys,
consider why (maybe price too high or
description not convincing; check if
competitors selling same item cheaper).
Make improvements accordingly – tweak
prices, adjust page layouts, add an FAQ
section to product pages to address common
doubts.

Build Trust Signals: By Q2, hopefully you have
some happy customers. Solicit
reviews/testimonials and display them. If you
can gather user-generated content (like a
customer photo with your product), feature it
(with permission) on social or site – it builds
authenticity. You can also add trust badges
on site (“100% Secure Payments”, “Free Returns
within 7 days”, etc., whatever applies).

Expand Product Range or Stock: If certain
items sold out quickly or you got requests for
variations (maybe people ask “Do you have
this in red?”), consider expanding the catalog
to cater to demand. Ensure you manage stock
levels to avoid stockouts – if you see one item
trending, produce/procure more ahead of
time. Conversely, if some products didn’t sell
at all, you might phase them out or try a
clearance discount to move inventory.

Customer Engagement and Retention: Start a
regular pattern of engaging existing
customers to drive repeat orders. For
example, send a thank-you coupon code
after their first purchase (valid for next 3
months). Launch a simple loyalty program
(even if just “buy 5 times, get 6th free” tracked
manually). 

Quarter 3 (Months 7–9): Scale Operations
and Explore Growth Opportunities

Streamline Operations: If order volume has
grown, invest in tools or processes to keep
service quality up. Maybe start using an order
management system if you haven’t, or hire a
part-time packer or customer support
assistant. Ensure your return handling is
efficient now that you have more transactions
(set up a dedicated day or person each week
to process returns/refunds so nothing falls
through cracks).

Improve Site Features: Based on feedback
and competition benchmarking, add site
features that can boost sales. For instance,
enable a “Related Products” carousel to
upsell, integrate a live chat plugin for instant
query resolution (could simply be WhatsApp
chat link if full chat software is overkill). If
many customers ask similar questions, add
those as a Q&A on the site for self-service.

Explore New Markets: By now you have a hang
of domestic shipping. Consider if you want to
start serving international orders (if relevant
and profitable). If yes, this quarter obtain the
export paperwork (IEC) and list your products
on a global platform or your site with
international shipping enabled. Alternatively,
if you’re mainly in one region of India,
consider focusing marketing to new states
where you got a few orders organically – push
more there to grow national footprint.

Festive/Campaign Preparation: Many
businesses get a large chunk of sales during
festive seasons or yearly sales. Identify which
ones matter for you (Diwali, Christmas,
wedding season, financial year-end for B2B,
etc.). Start planning a special campaign or
offers for that – decide products to highlight,
procure extra inventory if needed, design
ads/banners in advance. Q3 might include
one big season (e.g., Dussehra/Diwali). Make
sure you're ready with stock and marketing to
ride that wave – often MSMEs see their site
traffic double during such times if marketed
right.

Monitor Financials: As you scale, ensure to
check that increased sales are also
increasing profit, not just top-line. Re-calc
your effective margins after accounting for all
e-com costs (packing materials, shipping
fees, gateway fees, returns losses). Identify
where you can cut cost or increase price
slightly to maintain profitability. For example,
maybe you realize courier costs are eating
too much; you could negotiate with your
aggregator for a better slab rate now that
your volume is higher, or decide to introduce
a shipping fee above a certain weight rather
than free shipping for all orders.
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Customer Feedback Loop: By month 9,
consider doing a survey among your repeat
customers – ask what they like and what
could be improved. Could even incentivize it
(chance to win a ₹500 voucher for
completing survey). This direct feedback can
reveal opportunities for new products or
needed service improvements that internal
data might not show.

Evaluate Channel Performance: Look at a full
year view. Which channel gave most sales?
Highest ROI? Worst return rate? Use that to
plan the next year. Maybe you find
marketplace sales outpaced your own site 3x
– then next year allocate more inventory and
ad budget to marketplace where it's working,
but also question why site lagged (was
marketing insufficient or site conversion
poor?). Conversely, if your own site built a
loyal base and marketplace was more hassle
than it's worth (happens in niches where
community matters), you might reduce
marketplace focus.

Quarter 4 (Months 10–12): Consolidate and
Expand Reach

Plan Year 2 Strategy: Lastly, use this quarter to
strategize beyond immediate. Identify new
product lines to add based on demand
trends, new marketing channels to
experiment (maybe try content on a new
platform like starting a YouTube channel
since you now have more resources for it),
and set targets for Year 2 (e.g., double sales,
expand internationally, or improve profit
margins by X%). A clear plan helps align any
investments needed (maybe you'll invest in
better packaging equipment or in-house
content studio, etc., to support that plan).

This roadmap is generalized, but it gives a
structure: start small and lean, focus on getting
things right for a few months, then gradually
ramp up marketing and offerings, continuously
refine by data, and by end of year be in a
position to either scale faster or maintain a
strong, efficiently-run online business as a core
part of your revenue.

Scale Advertising for Peak Season: If say
December or Jan is big for you, in Q4 go
aggressive (assuming you’ve fine-tuned your
ads by now to be cost-effective). This could
be the time to do an ad blitz or a social media
contest to amplify brand presence now that
fulfillment and site are running smoothly.

Consider Advanced E-com Techniques: If
you’ve grown enough, you can implement
more sophisticated strategies: for example, a
subscription model (get products auto-
delivered monthly – secure recurring
revenue), or selling in new channels like ONDC
(the open network – by end of year, see if
joining ONDC seller side can open an
additional sales avenue as it gains traction).
Perhaps launch a mobile app if you have
many repeat customers (apps make
reordering easier, though getting people to
install is a challenge – weigh the benefit).

Team and Infrastructure: By one year, gauge
if you need to build a team. Perhaps hire a
dedicated e-commerce manager or a digital
marketing person if you as owner have been
juggling it all. Also consider warehousing
needs – is your home/office overflowing with
inventory now? You might rent a small
warehouse or use a 3PL fulfillment service for
storage and dispatch if volume is large. This is
the time to ensure your operations can
sustain the growth pace without
compromising service quality.

Throughout this journey, stay customer-centric –
as you grow online, you’ll gather a community of
buyers; nurture them through great service,
engagement, and by adapting to their needs.
Happy online customers become brand
ambassadors, leaving good reviews and
referring others – the cheapest and best
marketing you can get.

Governance and Compliance Check: With
growth, ensure you haven't let compliance
slip. Do an internal audit of all GST filings,
marketplace TCS credits, etc., to make sure
accounts reconcile. If you had made any ad-
hoc arrangements in the rush (like shipping
some items without proper invoices early on),
get everything formalized and clean. Being a
year in business, you may face more scrutiny
(e.g., GST department might flag differences
between marketplace TCS and your return; or
MCA might require additional reporting if
you’re a company). So make sure back-office
is solid.
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E-commerce isn’t just an additional sales
channel; done right, it can become a growth
engine that transforms your business. By
establishing a digital storefront, you break past
geographical limitations – a boutique in Kanpur
can find customers in Kochi; a tool manufacturer
in Ludhiana can receive orders from NTPC plants
across the country. Online presence also means
better data and customer insight – you learn
which products are hits, what customers search
for, and can quickly adapt to market signals
(something traditional channels relay much
slower).

Conclusion: E-commerce as a
Growth Engine, Not Just a Sales
Channel

Having an e-commerce capability also
strengthens your position with large buyers. PSUs,
MNC procurement teams, and government
bodies increasingly use digital methods to
discover and evaluate vendors. An MSME that is
e-commerce savvy (with a professional website,
active marketplace ratings, etc.) signals that it is
modern, responsive, and able to integrate with
digital supply chains. In vendor selection, this can
tip the scales in your favor over a competitor
who’s stuck in all-offline ways. Some large
companies even prefer ordering via vendors’
online portals or through B2B networks as it’s
more efficient – if you can offer that, you become
a more attractive partner. In essence, your digital
readiness becomes a competitive advantage in
B2B as well, not just in retail.

A key point to remember: e-commerce is not a
zero-sum against your existing channels. It can
complement retail distributors, augment exports,
and provide resilience (as seen during COVID-19
when businesses with online routes survived
better). It also allows you to build a direct
relationship with end customers even if you
mostly sell via intermediaries – for example, a
small appliance brand might mostly sell via
dealers, but also run an online store where they
can hear feedback directly, offer accessories,
and reinforce brand loyalty with content and
service. This direct connect is invaluable in a
world where understanding consumer
preferences quickly is gold.

Finally, the barrier to entry in e-commerce has
lowered significantly: with no-code tools, one can
go online in days, and marketplace on-boarding
for MSMEs has been simplified by initiatives and
support from companies and government 

To wrap up, here are a few action-oriented
closing thoughts: - Just Start: If you’ve been on
the fence, take the first step – list one product on
a marketplace or set up a basic site this quarter.
The insights from actually operating will teach
more than months of planning. - Learn and
Iterate: Use the rich data e-commerce provides
to make smart decisions – treat each low sale
item as a lesson (either improve it or drop it),
each marketing campaign as a test (double
down if ROI positive, tweak or stop if not). - Stay
Customer-focused: What wins online is
understanding what customers want and
delivering it conveniently. Keep gathering
feedback, watch reviews, reply to comments –
show that you care more than faceless big
companies. That human touch can be your
differentiator. - Step by Step: You don’t need to
launch with 100 products and an omni-channel
presence from day one. Expand gradually – it's
better to provide excellent service on a smaller
scale and build a good reputation, then scale up,
rather than overextend and get bad reviews due
to lapses.

E-commerce isn't a sprint, it's a marathon that
can steadily accelerate your growth trajectory.
With the strategies and points we discussed –
from solid foundations to savvy marketing and
continuous analysis – you can turn your online
storefront into a significant revenue driver. More
importantly, you’ll future-proof your business in a
world where digital commerce is not just for a
few but for everyone from consumers in small
towns to large organizations doing procurement.

The digital marketplace is vast and growing –
start small, think big, and build step by step. The
opportunities are enormous, and with a
thoughtful, human approach (blending
technology with good old customer service
values), your MSME can not just participate in but
truly leverage e-commerce as the engine of
growth, profitability, and competitive strength in
the years to come.

(e.g., Amazon and Flipkart have MSME seller
support programs; GoI has training for small
artisans to sell online). If you haven’t started yet,
the best time is now – start with one product on
one platform and learn as you go. If you’re
already selling online, there are always new
strategies or markets to try – e-commerce is
dynamic, so keep experimenting (maybe ONDC
or social commerce or a new international
market).
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