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Gap Analysis: E-commerce Retail Company 

The rapidly evolving landscape of e-commerce has ushered in unprecedented 

opportunities and challenges for companies vying for prominence in this dynamic sector. In 

the contemporary digital marketplace, major players such as Amazon, Alibaba, and eBay set 

the standards for customer expectations, technological innovation, and operational efficiency 

(Dwivedi et al., 2019; GlobalData, 2021). This gap analysis essay aims to meticulously 

examine the current state of an e-commerce retail company in comparison to industry leaders, 

focusing on key aspects including website performance, inventory management, customer 

engagement, mobile commerce strategies, and data security. As the industry continues to 

witness transformative shifts, a comprehensive understanding of existing gaps is paramount 

for the targeted and strategic enhancement of the company's operations and competitiveness 

in the ever-expanding e-commerce arena. 
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Fig 1.0: Gap Analysis Matrix

 

Identification of Gaps 

Before delving into specific aspects, it is essential to understand how these gaps were 

identified for evaluation. This process involved a multifaceted approach, encompassing input 

from key stakeholders, thorough market research, analysis of industry trends, and an in-depth 

examination of the company's internal operations. By synthesizing insights from these 

diverse sources, the identified aspects for evaluation were refined, ensuring a holistic and 

nuanced understanding of the challenges and opportunities in the e-commerce landscape. 

The identification of aspects for evaluation was a collaborative effort that considered 

various dimensions crucial to the success of an e-commerce retail company. Key 

stakeholders, including representatives from marketing, operations, IT, and customer service, 
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provided valuable insights into areas where improvements could have the most significant 

impact. Market research played a pivotal role in understanding current trends and consumer 

expectations within the e-commerce industry. This involved analyzing competitor strategies, 

studying emerging technologies, and evaluating shifts in consumer behavior. 

Internal analyses of the company's operations were equally instrumental. Assessing 

customer feedback, examining performance metrics, and conducting SWOT analyses helped 

pinpoint specific areas requiring attention. The identified aspects were then categorized into 

key dimensions, ensuring a balanced and comprehensive approach to the gap analysis. This 

systematic process of aspect identification serves as the foundation for a nuanced and 

effective evaluation of the company's strengths, weaknesses, opportunities, and threats in the 

e-commerce landscape. 

Gaps Analysis 

Website Performance and User Experience: 

In the realm of e-commerce, website performance and user experience are pivotal 

factors influencing customer satisfaction and retention. Currently, the website: loads slowly 

to average speed, mobile responsive, and has a dismal user interface and poor navigation 

(Smith, 2020). To bridge the gap, the desired state involves optimizing website speed, 

enhancing responsiveness, and improving the user interface for seamless navigation (Chaffey 

et al., 2019). A meticulous identification of specific areas requiring improvement in website 

performance and user experience is imperative to align the company with industry standards 

and customer expectations. 

Product Inventory and Availability: 
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Efficient inventory management is a linchpin for successful e-commerce operations. 

The current state evaluation includes an examination of inventory management systems, 

product availability, and the efficiency of fulfillment and shipping processes (Li & Zhang, 

2018). To address existing gaps, the desired state envisions the implementation of real-time 

inventory tracking and the optimization of fulfillment processes to ensure quicker delivery to 

customers (Gupta & Jain, 2020). By narrowing the discrepancies in inventory management 

and fulfillment, the company can enhance operational efficiency and customer satisfaction. 

Customer Engagement and Retention: 

Sustaining a loyal customer base is indispensable in the competitive e-commerce 

landscape. The current state analysis delves into customer communication channels such as 

emails and social media, as well as the effectiveness of existing customer loyalty programs 

(Hennig-Thurau et al., 2010). The desired state involves the implementation of personalized 

communication strategies and the enhancement and promotion of customer loyalty programs 

(Kumar & Reinartz, 2018). Identifying areas for improvement in customer engagement and 

retention is critical for fostering long-term relationships and brand advocacy. 

Mobile Commerce (M-Commerce):  

With the surge in mobile device usage, a seamless mobile commerce strategy is 

imperative for e-commerce success. The current state assessment encompasses the 

performance and features of the mobile app, as well as the mobile-responsiveness of the 

website (Statista, 2021). To address existing gaps, the desired state involves enhancing 

features and user experience on the mobile app and optimizing the website for seamless 

mobile browsing (Chen & Zhang, 2018). Assessing shortcomings in the current mobile 
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commerce strategy is essential for capturing the growing market of mobile-centric 

consumers. 

Data Security and Privacy Compliance:  

In an era of heightened concerns regarding data security and privacy, adherence to 

regulations is paramount. The current state evaluation involves an assessment of the security 

measures in place and the company's compliance with data protection regulations such as 

GDPR or CCPA (Tene & Polonetsky, 2013). Strengthening cybersecurity measures and 

ensuring full compliance with data protection laws constitute the desired state (Venters & 

Whitley, 2019). Identifying gaps in data security and privacy practices is crucial for building 

trust with customers and avoiding regulatory issues. 

Prioritization of Gaps 

Prioritizing gaps requires a systematic approach that takes into account the impact on 

organizational objectives, feasibility of implementation, and urgency of addressing each gap. 

To achieve this, a multi-dimensional framework was developed, incorporating input from key 

stakeholders across departments such as marketing, operations, and IT. The prioritization 

criteria included: 

• Impact on Customer Experience: Gaps that directly influence the customer journey 

and satisfaction were given higher priority. For example, improving website 

performance and mobile commerce experience were deemed critical due to their 

direct impact on user engagement and conversion rates (Li & Karahanna, 2020). 

• Business Revenue Potential: Gaps that have the potential to drive revenue growth or 

cost savings were prioritized. For instance, optimizing inventory management and 
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fulfillment processes were prioritized as they directly impact operational efficiency 

and revenue generation (Gupta & Jain, 2020). 

• Alignment with Strategic Goals: Gaps that align with the company's long-term 

strategic objectives were given precedence. This ensured that resources were allocated 

to initiatives that support the company's overall mission and vision (Smith & Wheeler, 

2002). 

By applying these criteria, the identified gaps were systematically ranked based on their 

importance and potential impact, enabling the company to focus its efforts and resources on 

areas that would yield the greatest return on investment. 

Action Plan 

To systematically address the prioritized gaps identified in the e-commerce retail 

company's operations, the following comprehensive action plan has been formulated. This 

action plan aims to enhance website performance, optimize inventory management and 

fulfillment processes, improve customer engagement and retention strategies, refine mobile 

commerce experiences, and fortify data security and privacy compliance. 

1. Website Performance and User Experience: 

o Objective: Optimize website performance and enhance user experience. 

o Action Steps: 

1. Conduct a comprehensive website audit to identify performance 

bottlenecks and user experience issues. 

2. Collaborate with web developers to optimize website speed, enhance 

responsiveness, and streamline navigation. 



8 

 

 

3. Implement content delivery networks (CDNs) to improve page load 

times and server response. 

o Responsible Parties: IT Department, Web Development Team. 

o Timeline: Initiate the website audit within the first month; stagger 

implementation based on priority, completing within three months. 

o Resources: Allocate budget for web development tools, CDNs, and additional 

server capacity. 

2. Product Inventory and Availability: 

o Objective: Optimize inventory management and fulfillment processes for 

efficiency. 

o Action Steps:  

1. Invest in advanced inventory tracking systems for real-time monitoring 

and demand forecasting. 

2. Streamline logistics operations to reduce order processing and delivery 

times.  

3. Implement automated replenishment systems to maintain optimal 

inventory levels. 

o Responsible Parties: Operations Department, Logistics Team. 

o Timeline: Initiate inventory system upgrade immediately; logistics 

optimization and replenishment system implementation within six months. 

o Resources: Allocate budget for inventory management software, logistics 

optimization tools, and system integration. 

3. Customer Engagement and Retention: 

o Objective: Enhance customer engagement and loyalty. 

o Action Steps: 
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1. Implement personalized communication strategies based on customer 

segmentation and behavior analysis.  

2. Enhance customer loyalty programs with tiered rewards, exclusive 

offers, and personalized incentives. 

3. Leverage data analytics to gain insights into customer preferences for 

targeted marketing campaigns and personalized recommendations. 

o Responsible Parties: Marketing Department, Customer Relationship 

Management (CRM) Team. 

o Timeline: Immediate implementation of personalized communication; loyalty 

program enhancements within three months; ongoing data analytics 

integration. 

o Resources: Allocate budget for CRM tools, loyalty program enhancements, 

and data analytics platforms. 

4. Mobile Commerce (M-Commerce): 

o Objective: Enhance mobile app performance and optimize the mobile 

commerce experience. 

o Action Steps: 

1. Collaborate with UX/UI designers and app developers to enhance 

features and streamline the mobile app experience. 

2. Optimize the website for seamless mobile browsing. 

o Responsible Parties: IT Department, App Development Team, UX/UI Design 

Team. 

o Timeline: Immediate collaboration for mobile app enhancements; website 

optimization within two months. 
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o Resources: Allocate budget for app development tools, user testing, and 

mobile-responsive website design. 

5. Data Security and Privacy Compliance: 

o Objective: Strengthen cybersecurity measures and ensure full compliance with 

data protection laws. 

o Action Steps: 

1. Conduct regular cybersecurity audits to identify vulnerabilities and 

weaknesses.  

2. Provide staff training on data protection protocols and cybersecurity 

best practices.  

3. Implement advanced encryption technologies to safeguard user data. 

o Responsible Parties: IT Security Department, Human Resources. 

o Timeline: Initiate cybersecurity audits immediately; ongoing staff training; 

encryption implementation within three months. 

o Resources: Allocate budget for cybersecurity tools, staff training programs, 

and encryption technologies. 

Monitoring and Continuous Improvement 

To ensure the effectiveness of the implemented action plan and drive continuous 

improvement, a robust monitoring and evaluation framework will be established. This 

framework will enable the e-commerce retail company to track progress, identify areas for 

refinement, and adapt strategies in response to changing market dynamics. 

1. Key Performance Indicators (KPIs): 

1. Website Performance: Monitor key metrics such as page load times, bounce 

rates, and conversion rates to assess website performance improvements. 
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2. Inventory Management: Track inventory turnover rates, stockout incidents, 

and order fulfillment times to evaluate the efficiency of inventory management 

and fulfillment processes. 

3. Customer Engagement: Measure customer engagement metrics including 

click-through rates, open rates, and customer satisfaction scores to gauge the 

effectiveness of personalized communication strategies and loyalty programs. 

4. Mobile Commerce: Monitor mobile app downloads, user engagement metrics, 

and mobile conversion rates to evaluate the impact of mobile commerce 

enhancements. 

5. Data Security: Conduct regular cybersecurity audits and monitor compliance 

with data protection regulations to ensure the effectiveness of cybersecurity 

measures and privacy compliance efforts. 

2. Regular Reviews and Evaluations: 

1. Quarterly reviews will be conducted to assess progress against predefined 

KPIs and objectives. 

2. Cross-functional teams will convene to review performance data, identify 

trends, and discuss opportunities for improvement. 

3. Insights gained from these reviews will inform strategic decisions and 

adjustments to the action plan. 

3. Stakeholder Feedback Mechanisms: 

1. Solicit feedback from customers through surveys, focus groups, and social 

media channels to gather insights into their experiences and preferences. 

2. Encourage frontline staff to provide feedback on operational challenges and 

customer interactions to identify areas for improvement. 

4. Data Analytics and Trend Analysis: 
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1. Leverage data analytics tools to analyze trends and patterns in website traffic, 

sales data, and customer behavior. 

2. Identify emerging trends and customer preferences to inform future strategies 

and initiatives. 

5. Continuous Training and Development: 

1. Provide ongoing training and development opportunities for employees to 

enhance skills and knowledge related to their roles. 

2. Ensure staff are equipped with the necessary tools and resources to effectively 

implement the action plan and drive continuous improvement. 

6. Agile Response to Market Changes: 

1. Remain agile and responsive to changes in the market landscape, emerging 

technologies, and competitor strategies. 

2. Adapt strategies and tactics as needed to stay ahead of the competition and 

meet evolving customer needs. 

By implementing a robust monitoring and continuous improvement framework, the e-

commerce retail company will be able to effectively track progress, identify areas for 

refinement, and drive ongoing enhancements to its operations, ultimately positioning itself 

for sustained success in the dynamic e-commerce landscape. 
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