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Abstract— The “Gate Academy E-Commerce Portal” is an 

E-Commerce portal. Our main objective through this E-

commerce portal is to sell pen-drive course and work books 

online for the students (customers). This is an example of 

business-to-consumer (B2C) aspect of Electronic commerce 

(E-Commerce) and is the most viable business used in the 

World Wide Web. In order to develop an E-Commerce 

website a number of technologies must be studied and used, 

It mainly include - server and client-side scripting languages 

such as- PHP, JavaScript and also Relational database such 

as- MySQL. Overall interface is created using latest web 

technologies (using HTML/CSS). This project deals with 

online buying of the products such as- Pen drive, Google 

drive and Books by the students (customers). These products 

are created by Gate Academy institute which contains video 

lectures of various engineering courses. Our portal is meant 

to be available 24x7 to students. In order to facilitate online 

purchase a shopping cart is provided to the customer 

through which he/she can select the respective products and 

late this cart is examined at anytime and can be edited or 

deleted according to the customer choice. Also we have 

provided Promo code alongside cart. Overall project deals 

with- user registration- product management- cost 

management. Hence, it is an complete e-commerce portal 

with online payment and tracking. 

Keywords: Gate Academy E-Commerce Portal, business-to-

consumer (B2C) 

PROJECT DEVELOPMENT PROCESS MODEL USED 

(METHODOLOGY) 

Our project is implemented using Agile Methodology which 

is a practice that promotes continuous iteration of 

development and testing throughout the software 

development lifecycle of the project. The agile process is 

broken into individual models that designers work on. 

I. INTRODUCTION 

A. Project Description (Initial Description of the Problem) 

The “Gate Academy E-Commerce Portal” is an E-

Commerce portal which deals with the online buying of the 

products like Pen drive, Google drive and Books by the 

students (customers). These products are created by Gate 

Academy Institute which contains Video Lectures of various 

engineering courses. 

Gate Academy Ecommerce Portal will allow the 

students (customers) to purchase the products of their choice 

with ease through online mode. This website is available to 

students 24x7 so that they can purchase products at any 

time, at anyplace. In this website payment transactions are 

done instantly. Students can also track their product. This 

website also gives facilitates the means to track a product at 

the dashboard. 

B. Company Profile: 

 
‘CORPORATE MOTION PICTURES’ was founded in 

2016 as an experiment to create a prototype of a modern 

design studio. 

Corporate Motion Pictures is a Chhattisgarh based 

production company focused on innovative concepts with a 

fresh approach. They are a premier full-service motion 

pictures company, with creative concept development, film-

making, UX/UI designing, Graphics designing & Web 

Designing. They successfully explore newer genres, 

differentiated concepts, and fresh talent. Corporate Motion 

Pictures Staff is made up of creative individuals who are 

interested and passionate about making a difference through 

the art of both still and moving pictures. 

Corporate Motion Pictures has made a headway 

into the Music Video and Feature Film production scenario 

too. Corporate Motion Pictures is a brand that continues to 

push the limits of what an independent design and film 

company can do. 

Over the last few years many beautiful conceptual 

short films, Ad-films and Music Videos are made and 

released under the banner of Corporate Motion Pictures and 

has satisfied many companies, firms, and NGOs across 

India. 

II. LITERATURE REVIEW 

Gupta (2014) in her paper “E-Commerce: Role of e-

commerce in today’s business”, presents a comprehensive 

definition of e-commerce while isolating it from e-business. 

The paper enlists the different ecommerce models i.e. B2B, 

B2C, B2G and C2C, narratively analysing the nitty gritties 

of each. Rina (2016) also elaborates the different 

applications of e-commerce in “Challenges and Future 

Scope of Ecommerce in India”, at the same time, defining 

the degree to which they are operational in the country. 

Gunasekaran, Marri, McGaughey, & Nebhwani 

(2002) give a broad outlook of electronic commerce within 

organizational systems in “E-commerce and its impact on 

operations management”, defining it with reference to e-

trading and elaborating- how it has permeated every field of 

business. The paper identifies the revolutionary role played 

by earlier internet applications like e-mail and eletronic data 

interchange and details the revolutionary changes brought 

by the internet technologies in manufacturing, marketing, 

purchasing, design, production, selling and distribution, 

warehousing and human resource management. Internet 

based technologies have enabled businesses to shorten 

development, purchase and procurement cycles, maintain 

upto date product and market information, significantly 

increase the speed of communications and increase the 

quality of customer relationships by facilitating close 

contact and constant communication. The paper studies in 
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depth, the significance of web based technologies in 

different business operations, thus, improving their 

efficiency through effective B2B e-commerce. 

Mishra & Kotkar(2015) trace the timeline and 

development of B2C e-commerce in “A Study on Current 

Status of E-Commerce in India: A Comparative Analysis of 

Flipkart and Amazon” with its inception in the mid-1990s 

through the advent of matrimonial and job portals. However, 

due to limited internet accessibility, weak online payment 

systems and lack of awareness, the progress was very slow. 

The Indian B2C e-commerce industry got a major boost in 

mid 2000s with the expansion of online services to travel 

and hotel bookings which continue to be major contributors 

even today. 

Das & Ara(2015) observe in “Growth of E-

Commerce in India”that though online travel and hotel 

bookings still control the lion’s share of e-commerce 

market, their share has comparitively fallen over the years 

due to the recent augmentation and consequent rise of e-

tailing services. There has been a tremendous surge in the 

volume of investment in this sector. With the e-commerce 

markets in the west reaching their saturation, investors see 

tremendous potential in the Indian market, in the light of 

which, many startups have received funding from venture 

capitalists and private equity firms. China's Alibaba Group 

and affiliate Ant Financial became the largest shareholders 

of One97 Communications, the parent of Indian e-tailer 

Paytm, by investing $680 million, in 2015 (Aulakh, 2015). 

To tap the potential of what it regards as “underdeveloped 

internet economy” of India, Japanese Investment Company 

and technology powerhouse Softbank invested $627 million 

into online retailing marketplace Snapdeal and $210 million 

in Ola cabs. (Mac, 2014). Similarly, New York firm Tiger 

Global Management has funded companies such 

MakeMyTrip, Flipkart, Myntra and Quickr. The availability 

of funds has presented a favourable ecosystem and growth 

opportunities for big as well as small companies. It has 

enabled local startups to survive in cut throat competition 

against foreign giants and has facilitated the penetration of 

e-commerce to every facet of human life; such that the 

differntiation between e- commerce and traditional buisness 

is getting blurred. (Aggarwal, 2014). Through “Probles and 

Prospects of E- Commerce”, 

Raghunath & Panga (2013) present a 

comprehensive analysis of various nuances of e-commerce 

while accentuating that, in present time every business 

activity, be it advertising, ordering, payment etc, can be 

performed in the digital ecosystem. The paper also enlists 

numerous points on the importance of e-commerce which 

are responsible for its development as the new convention. It 

has enabled the creation and exploitation of new business 

opportunities, at the same time increasing the say of 

customers in the development of new products and services. 

E-commerce has not only augmented the performance of 

internal business management, but, has also enabled better 

customer relationships by promoting a business model that 

is essentially based on information sharing. The accessibility 

of internet connectivity and other online tools herald a new 

revolution. 

Awais & Samin (2012) conducted SWOT analysis 

of e-commerce by highlights ubiquity, low operating cost, 

improved customer interaction and time saving as the 

unique strengths of e-commerce, but, at the same time 

accentuates upon the necessity for the firms to adapt 

themselves to the changing environment and innovate 

constantly to come up with better offerings for customers. 

With an increase in the number of players in the B2C 

segment, competition for the first position is set to intensify, 

making it imperative for the firms to enhance service quality 

and to invest in logistics, so as to derive benefits from 

increase in the disposable income of households, rise in 

internet subscriptions and infiltration of mobile commerce. 

(Das & Ara, 2015). In the face of rising 

competition, the survival of the firms will depend upon how 

efficiently they are able to bridge the existing gaps in e-

commerce transactions. The ubiquitous nature of internet 

has enabled e-commerce to defy geographical boundaries 

and permeate different markets, so as to elicit demand from 

sub-urban and rural areas, after having successfully tapped 

its potential in metropolitan cities. In anticipation of 

increasing demand from Tier 2 and 3 cities, many e-

commerce firms are undertaking efforts to widen their reach 

by investing in better infrastructure. In the light of growing 

number of websites, offering similar goods and services, 

greater significance is being attributed to Internet 

Marketing, which shall play an unparalleled role in audience 

acquisition for e-commerce websites, by displaying the 

advertisements on search engine result pages and other 

portals. Internet Marketing shall not only propel ecommerce 

but will also emerge as an important support tool to brick 

and mortar stores (Gangeshwer, 2013). 

Apart from Internet Marketing, Deshmukh, 

Deshmukh & Thampi (2013) recognise another important 

development: m-commerce, which they identify as a subset 

of e-commerce. “Transformation from Ecommerce to M-

commerce in Indian Context” reviews the current and 

potential status of e-commerce and mcommerce in the 

Indian market, while projecting the latter as the potential 

future. The paper discerns ubiquity, personalization, 

flexibility and immediacy as the singular advantages of m-

commerce. The authors affirm the idea that smart phone 

penetration and rise in internet user base, mostly driven by 

youth, shall propel the growth of e-commerce. Statistical 

data is used to emphasize that the infrastructure requisite for 

m-commerce development already exists, however, it is yet 

to be properly deployed. With mobile penetration providing 

a boost to digital downloads and enabling cheaper monetary 

transfers, the need of the hour is to enhance customer 

confidence by providing them assurance of safety and 

privacy, which shall accelerate movement towards a 

cashless economy. Despite innumerable prospects, the 

growth of e-commerce in India has not been upto its full 

potential due to certain challenges that inhibit the growth of 

firms. The growth of digital commerce in India is impeded 

by inadequate infrastructure, logistics failure, lack of tax 

uniformity and declining margins. In the face of intense 

competition, firms have to pamper the customers with huge 

discounts, everyday offers and liberal returns policy which 

proves detrimental to their profits. As against the firms 

following inventory model, emarketplaces are more 

adversely affected by subsidies as they have to offer 

incentives to the seller for listing their products on the 
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website in addition to the humungous discounts and wide 

range of offers to the customers. The increasing fulfillment 

costs (includes every cost incurred from the point an order is 

placed till the time its delivered to the customer.), lack of 

last mile connectivity in many sub-urban and rural areas and 

the rising reverse logistics also hinder the growth of e-

commerce firms by resulting in huge loss.(Rina, 2016). 

III. CONCLUSIONS 

This is to conclude that the “Gate Academy E-Commerce 

Portal” project I undertook was worked upon with sincere 

effort. 

Gate Academy E-Commerce Portal is an E-

Commerce website which means it is an online shopping 

website. Online shopping has a great future that is not 

expected to get down in the upcoming years. Online 

shopping gradually takes the place of traditional stores and 

becomes the current trend. Most of the people feel 

comfortable while shopping online. Ease of ordering 

motivates people the most to purchase online. 

In our Gate Academy E-Commerce Portal project it 

will allow customers to place order without even visiting the 

shop, the customers can buy products any time, any place, 

anywhere. This website enables customers to browse before 

they shop, and to search the products on the basis of 

different courses. So they have more confidence in what 

they are buying. Later customers can add products to the 

shopping cart and finally purchase product. Customers can 

purchase products such as- Pen drive, Google drive, Books. 

The products Pen drive and Google drive containing video 

lectures of various engineering courses which helps the 

students (customers) in studying easily and efficiently. 

This website is efficient and less time consuming. 

It has user friendly environment so customers can use it 

easily. Online shopping becomes more enjoyable and easier 

than real-world shopping. 
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