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Executive Summary
In today’s competitive business climate, speed-to-market is a 
top priority for many B2B and B2C organizations. Demand for 
rapid deployment of agile e-commerce systems appears to be 
growing as quickly as the e-commerce market itself. Accord-
ing to the 2014 edition of Internet Retailer Magazine’s Top 500 
Guide, “Collectively, web merchants ranked in the 2014 Internet 
Retailer Top 500 Guide boosted online revenue 17.1% to $255.61 
billion, from $218.26 billion in 2012.”  Whether the goal is to 
increase customer loyalty and boost online sales, or test a new 
market, executives are being asked to implement user experi-
ence enhancements and new commerce platforms more quickly 
than ever. It’s now common for organizations to set a goal of 
implementing a new or next generation e-commerce solution in 
90 days or less.

For commerce organizations operating under these tight sched-
ules, the key question is often “Will this timetable be achievable?” 
Based on the recent experiences of leading retailers and B2B 
manufacturers, the qualified answer is “yes.” Best-in-class tech-
nologies can empower organizations to deploy e-commerce solu-
tions on the most aggressive deadlines without sacrificing long-
term objectives. Companies should have realistic expectations 
of the features available at launch. However, a fully-functional 
e-commerce platform can be implemented in three months.

This paper provides guidance on how B2B and B2C companies 
can navigate a variety of e-commerce implementation choices to 
accelerate time-to-market. It outlines various platform options 
and provides insight on important features that organizations 
should look for when evaluating solutions and vendors. It also 
suggests what functionality can realistically be included when 
a company has only three months to deploy a solution, and it 
provides guidance on which capabilities should be postponed for 
implementation until after the initial 90-day period.

1 Internet Retailer, “Top merchants gain ground in the new Top 500,” April 2014
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A New B2B E-Commerce Platform in 90 Days?
B2B commerce executives reviewing this paper may initially believe 
that a three-month implementation applies to B2C organizations.

It’s true that deploying B2B e-commerce platform involves many 
unique requirements not commonly found in B2C operations, such 
as incorporating a complex product portfolio, multiple distribution 
channels, and integrating with third-party systems.

Yet, it’s possible to complete an initial out-of-the-box B2B 
implementation within three months, if all the critical steps are 
followed correctly. Additional features and functionality can be added 
after the initial launch, provided that the chosen out-of-the-box 
platform is designed to be used over the long run.

DAYS 
90 
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Managed Services or On-Demand:  
Choosing the Appropriate Solution
The extent of today’s e-commerce platforms has resulted in a 
wide availability of solutions that drastically reduce time-to-
market and meet the diverse needs of both B2B and B2C orga-
nizations. Companies evaluating e-commerce solutions typically 
choose one of three implementation options:

  → On-premise installations implemented and managed 
in-house by internal IT resources, thus offering the 
most flexibility.

  → Managed Services installations identical to on-premise 
installations, except they are implemented and maintained 
by an outside vendor, reducing or eliminating the need for 
internal IT resources.

  → On-demand Software-as-a-Service (SaaS) installations in-
volve a vendor running multiple e-commerce implementa-
tions on a single installation of software, using pooled serv-
ers and other shared resources. These solutions are less 
costly and can be rolled out quicker and more efficiently.

Organizations planning to go live within three months should 
rule out an on-premise installation. This option relies heavily on 
internal IT resources, which can often be scarce. Even when they 
are available, existing IT staff members usually lack the domain 
knowledge necessary to quickly and successfully implement 
a new platform.

The most appropriate solution becomes a managed services 
platform or an on-demand SaaS solution that is capable of 
converting to a hosted or on-premise solution, as business 
requirements become more specialized over time. When evalu-
ating commerce platform providers in a rapid implementation 
scenario, companies should consider the following:

  → Speed: Executives evaluating managed services should 
ensure their vendor of choice has a product designed for 
rapid deployment. A vendor with a successful track record 
of managed services implementations, especially in the 
organization’s specific industry, will more likely deliver this 
option successfully and on time.

  → Agility of the Solution: When considering SaaS implemen-
tations, companies should assess both the breadth and 
depth of what is available in a vendor’s offering. They should 
evaluate the long-term viability of the platforms considered. 
After the 90-day implementation is complete, the winning 
solution should allow for additional features and functional-
ity to be added to fulfill longer-term requirements. The cho-
sen vendor should have a clear path to effectively migrate 
from SaaS to managed services or on-premise.

  → Globalization/Internationalization: While evaluating the 
need to go live quickly, B2B and B2C organizations must 
consider their plans for future global expansion. The select-
ed platform should support multiple languages, multiple 
currencies, and other international requirements.

  → Integration with other Systems: Many B2B and B2C 
organizations rely on external systems such as ERP and 
warehouse fulfillment software to run their businesses. An 
agile e-commerce solution must provide the opportunity 
to integrate these systems into the e-commerce platform 
after the initial 90-day launch.

Whether an organization leverages a managed services or SaaS 
platform, it is unlikely an initial out-of-the-box e-commerce 
platform will include every item on their wish list. There are 
a number of features which should be deferred until after the 
initial implementation, or omitted completely. This is especially 
true for SaaS implementations, where customization options are 
limited. Below are features which must be part of an “out-of-the 
box” solution, and others that can wait until later.

To achieve a successful e-commerce deployment, every de-
partment within an organization must work in harmony. From 
marketing to operations to IT and finance, each functional area 
should invest in the implementation to reap the rewards of the 
new platform. Each area must be clear about what the initial 
implementation will deliver, and which capabilities will be out of 
scope and added later.

The following sections describe the roles of the departments 
that use and interact with digital commerce platforms.

THE MARKETING ORGANIZATION

Branding and promotions are the two aspects of an e-commerce 
platform that are most relevant to the marketing group. Style 
sheets are an integral part of many solutions, and make it possi-

Must-Have Features “Out of the Box”
  → Branding

  → Simple Promotions

  → Multi-Language/Multi-Currency

  → Robust Search and Navigation

  → Customer Accounts Capability

  → Basic Mobile Storefront

  → Simple Analytics

  → Integration with Fulfillment System

  → Integration with a Payment Provider

Features That Can Wait
  → Site Redesign

  → Personalization

  → Ratings and Reviews

  → Complex Promotions

•  Multiple Stores/Domains

•  Complex Products

•  Complex Sales/Pricing Rules

  → Other Integrations: 
PIM, ERP, Financial Systems



4Speed-to-Market: Implementing an E-Commerce Platform in Three Months

ble to dictate the aesthetics of the platform. In the first 90 days, 
the marketing team will be able to control the color palette, 
basic branding, and general layout of the site.

An advanced, strategic site restructure with an outside de-
sign firm is not generally possible on an accelerated three-
month schedule.

From a promotions perspective, the marketing group should 
expect the platform to support basic promotions such as 
percentages, flat discounts, and buy one/get one free offers. 
More complex promotions should be postponed until after the 
initial launch.

INFORMATION TECHNOLOGY

In an e-commerce implementation, the IT group’s primary role 
is to integrate the platform with other systems. With a 90-day 
schedule, IT can expect to integrate the platform with payment 
services and fulfillment systems. These tasks can be made 
easier if the vendor has experience integrating other instances 
of the systems.

In certain cases, companies choose to change their ancillary 
systems in order to reduce complexity. For example, some 
e-commerce platforms pre-integrate with specific payment 
service providers, and companies may opt to use one of them to 
expedite implementation.

There are some integrations, especially for B2B companies, that 
can’t be completed in three months. Integration with an external 
product information management (PIM) system, or a customer 
information system (CRM), will probably have to wait. Infor-
mation can be exchanged and entered manually until further 
integration phases have been completed.

MERCHANDISING AND PRODUCT MANAGEMENT

The company’s merchandising or product management depart-
ment can expect to have control over the online product catalog 
and pricing at launch. In a three-month implementation, as no-
ted above, it might not be possible to integrate the e-commerce 
platform with an external product information management 
(PIM) or product content management (PCM) system. This limi-
tation may require that product information is kept in two places, 
perhaps in both a PIM and an ERP system, for example, for an 
interim period.

The rapidly deployed e-commerce platform may not support 
the complexities of a company’s current product taxonomy until 
further development and integration take place. Downstream, 
though, enhancements can be made to provide full functionali-
ty. By making these relatively minor compromises, the 90-day 
launch deadline can be met.

FINANCE AND ANALYTICS

Sales and finance departments will interact closely with the new 
e-commerce platform. An initial implementation will provide ba-
sic sales reports from online channels, restocking information, 
and the popularity of viewed items – those viewed most often, 
whether purchased or not. However, there are many features an 
agile implementation will not offer, such as integrating with exis-
ting financial, ERP, or CRM systems. These systems are driven 
by complex rule sets, and it might be necessary to exchange 
data manually for a short time. 

Choosing an Implementation Partner
Many companies choose to work with an independent third-party consulting firm, or the consulting arm 
of their e-commerce platform developer, to implement the new solution. The reason for this is intuitive. 
Most internal IT departments are scheduled with numerous projects already in the pipeline. Internal IT 
people may have little or no experience with the new platform, and will face a steep learning curve that 
could endanger the 90-day deadline.

Some of the qualities organizations should look for when choosing an implementation partner are:

  → Recent Experience with the E-Commerce Platform: An external implementation partner must have in-depth experience 
with the platform of choice. Recent experience is preferred, since e-commerce platforms can change dramatically in 
just a few months.

  → Experience with the Company’s Industry/Segment: An implementation partner needs to be familiar with their client’s 
industry and adapt the implementation process accordingly. Learning the peculiarities of a new industry can greatly slow 
the implementation.

  → Cultural Fit: This is a characteristic which can easily be overlooked, but it is a crucial element. The organization needs to 
ensure that their implementation partner’s delivery methodology fits the corporate culture to ensure good communica-
tion, speed delivery, and prevent technical headaches.

  → Scope Fit: The implementation partner needs to have experience working with companies similar in size to the client. 
If an implementation partner regularly works with Fortune 500 companies, they might not be as effective working with 
smaller, venture-backed firms—and vice versa.
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Steps to Go Live in 90 Days
Companies faced with the challenge to implement an e-commerce solution quickly will need to employ a great deal of discipline to 
launch successfully. Even before a vendor is selected, an effective go-to-market strategy should be solidified.

Successful organizations will reach an internal consensus on the basics. What are they going to sell, how are they are going to source 
products and services, and how will sales be fulfilled? They should also decide if they will manage the implementation themselves or 
engage a professional services team that has experience rapidly implementing the chosen e-commerce platform.

Once this foundation is in place, and a vendor is chosen, the three-month implementation cycle can begin.

PHASE ONE: REQUIREMENTS GATHERING / MAPPING  
(DURATION: TWO TO THREE WEEKS)

The most important platform requirements must be identified 
and analyzed before a final vendor decision can be made. After 
this step, the less significant needs should be compared to the 
capabilities of the selected e-commerce platform. Implemen-
tation team members should familiarize themselves with the 
vendor’s best practice recommendations, and make adjustment 
to them as necessary.

Organizations can reduce the need for interim manual proces-
ses – and future customization – by identifying and standardizing 
some of their unique business processes. Later on, a relatively 
small amount of change management could make a signifi-
cant difference.

Category managers should determine how products are 
displayed, and how much product data is needed to optimize 
the relevance of search results. Marketing managers should 
evaluate the promotional capabilities available out-of-the-box, 
and decide which of those will initially be used.

PHASE TWO: DESIGN (DURATION: TWO TO THREE WEEKS)

Once detailed requirements have been gathered and mapped 
to the best practice sets – features than can be delivered with 
minimal or no development – the next step is to build functional 
specifications. This may be best accomplished with an imple-
mentation partner and can involve documenting data flows, 
planning platform configuration results, and determining which 
elements will require development or integration.

In parallel with building functional specifications, creative 
development should begin. Most often, this means gathering the 
aesthetics of an existing online presence or website, and then 
deciding which of them will be rendered into the new platform.

Case Study: Global Commerce Accelerated
Swiss company FREITAG is known for its fashionable, 
one-of-a-kind bags and accessories made from re-
cycled materials and sold in more than 450 locations 
around the globe. 

The company has been a digital commerce pioneer for 
nearly a decade, and it recently upgraded its commerce 
platform. Prior to the upgrade, it used a comprehensive 
evaluation process to ensure that their new implemen-
tation was based on the best technology, would support 
their growth plans, and would accurately represent 
their brand online.

Since they wanted roll out a new site in just a few 
months, they employed a specialized commerce acce-
lerator solution which enabled faster development at 
lower cost. It delivered many essential omni-channel 
commerce tools and functions that had been pre-tested 
and market-proven, one that provided the flexibility to 
work with a wide range of partners. The new site suppor-
ted multiple languages and multiple currencies to reach 
a wide global audience. Today, it serves as a model for 
successfully achieving speed-to-market. 
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PHASE THREE: CONSTRUCTION (DURATION: FOUR WEEKS)

The functional specifications become a blueprint for the next 
phase. During the construction phase, the functionality develo-
ped during the design phase is delivered. Work is often comple-
ted in one-week to ten-day sprints. The functional users of the 
e-commerce platform should be heavily involved in reviewing 
the work at the end of each sprint, to ensure that development 
and rollout remain on track and within budget.

The construction phase is also when the user interface and in-
tegration work is done. During this time, multiple mini-projects 
must be undertaken simultaneously. For example, four teams 
might be configuring the product catalog, tweaking the user 
interface to accurately reflect the company’s brand, integrating 
with a payment service provider, and developing new mission-
critical functionality.

Quality assurance testing is an important element of Phase 
Three and can become a full-time job for the IT team. It is ad-
visable to include key business users in the QA testing process 
to avoid some of the pitfalls described in the next phase. With 
only four weeks available to complete Phase Three, all team 
members must be organized and ready to do their part at the 
appointed time.

PHASE FOUR: DEPLOYMENT (DURATION: FOUR WEEKS)

At the start of this fourth and final phase, bugs and requirement 
gaps should have been resolved. Users in each functional area 
of the company should complete a rigorous set of acceptance 
tests. This is the time for internal users to be thoroughly trained, 
and when production data is loaded into the platform.

Four weeks should be planned for the deployment phase, 
though it is not uncommon for the construction phase to take 
longer than anticipated, leaving only three weeks to complete 
Phase Four. In addition, critical requirements may be discovered 
during this final phase. Therefore, it’s best to impose a firm, 
four-week cap on the duration of the construction phase.

Case Study: Precision Commerce for 
a Distinctive Clientele
21DIAMONDS specializes in handcrafted jewelry custo-
mized to fit unique tastes. Customers select premium 
gemstones and metals, and craftsmen deliver a finished 
result within three weeks. 

When the company needed to move quickly to imple-
ment a new commerce site, it relied on a state-of-the-
art commerce accelerator. They were able to launch a 
full-feature site in just eleven weeks, in time for the peak 
holiday gift season. 

Customers across the US and Europe were soon able 
to access a completely functional, feature-packed 
omni-channel storefront that provided everything they 
needed for a rich, engaging, and satisfying custom 
jewelry experience.
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ABOUT HYBRIS  
hybris software, an SAP company, provides omni-channel customer engagement and commerce solutions that allow organizations to build up a contextual 
understanding of their customers in real-time, deliver a more impactful, relevant customer experience and sell more goods, services and digital content across 
every touch point, channel and device. Through its state-of-the-art customer data management, context driven marketing tools and unified commerce processes, 
hybris has helped some of the world’s leading organizations including 3M, ASICS, Bridgestone, EE, Galeries Lafayette, Johnson & Johnson, Levi Strauss & Co, 
Nestlé, Nespresso, Nikon, Rexel, Samsung Electronics, Ted Baker, Tommy Bahama and W.W. Grainger, to attract, retain, and grow a profitable customer base. 
hybris Commerce Suite and hybris Marketing sit right at the heart of SAP’s customer engagement and commerce (CEC) suite of solutions, alongside SAP® Cloud 
for Sales, SAP Cloud for Service and SAP CRM. These provide organizations with the foundation, framework and business tools to create a holistic customer view 
across channels, simplify customer engagement and solve complex business problems. www.hybris.com | sales@hybris.com

Version: April 2015 Subject to change without prior notice ©2015 hybris software, an SAP Company
hybris is a trademark of the hybris Group. Other brand names are trademarks and registered trademarks of the respective companies.

Ensuring Long-Term Success
To increase the likelihood that their investment in a new e-com-
merce solution provides rapid ROI and future financial success, 
companies must take time to anticipate future needs. What 
works during the early days might not be sufficient in the future.

Organizations operating under an aggressive deployment dead-
line should choose a platform vendor who offers SaaS, managed 
services, and an on-premise version of their platform – without 
locking the customer into any one solution. This enables a 
company to bridge the gap between initial needs and long-term 
requirements. When done successfully, the need to abandon 
integrations with third-party software and fulfillment systems is 
greatly reduced. Future global expansion will be easier and will 
not require a separate, discrete system.

Selecting a vendor who offers agile deployment options to meet 
the needs of fast-paced B2B and B2C commerce organizations 
helps future-proof e-commerce investments. After deploying 
a SaaS or managed services platform, a company can evaluate 
the effectiveness of the platform in meeting its business goals, 
and adopt more functionality as the business matures over time.

In the long run, this flexible approach will save time,  
resources, and money.

OTHER RESOURCES:

B2B E-Commerce Playbook  
and Resource Guide 
Customer behavior has placed business-to-business (B2B)  
companies under heavy pressure to offer their customers and  
employees robust e-commerce capabilities on easy-to-use  
platforms. This guide provides best practices and applications  
for creating successful  customer experiences.

Email sales@hybris.com to get your copy. 

B2B E-COMMERCE 
PLAYBOOK AND 
RESOURCE GUIDE
Best practices and resources for companies researching, justifying, developing, 
launching, and maintaining successful B2B e-commerce operations

https://www.hybris.com/commerce
http://www.hybris.com/marketing
http://www.sap.com/pc/tech/cloud/software/cloud-for-sales/overview/index.html
http://www.sap.com/pc/tech/cloud/software/cloud-for-sales/overview/index.html
http://www.sap.com/pc/tech/cloud/software/cloud-for-service/index.html
http://go.sap.com/solution/lob/sales.html
http://www.hybris.com
mailto:sales%40hybris.com?subject=
mailto:sales%40hybris.com?subject=

