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ABSTRACT 
The immune+ is a medical E-commerce would typically discuss the development and 
functionality and on online platforms for purchasing medical products, services or 
prescriptions. 
Medical service information is pivotal and touchy because it contains data about a 
patient’s president medical history, therapies and alongside activities. This inline is every 
now and again divided between various partners of the framework. As patient’s data is 
fundamental, consequently, it should be kept precise, exceptional, secret and accessible 
just to the people who are approved to access the predefined data. In corporate 
framework, it is usually used to keep up with medical services records which expand the 
security risk. 
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1. INTRODUCTION 
A Medical E-commerce website is an online platform where medical product 

services, and consultations are offered for purchase and access. 
Healthcare E-commerce uses digital platforms to sell or facilitate Health related 

products and services. This includes online pharmacies, Telemedicine services and 
digital insurance platforms. 

Over the decade, the health care sector such as medical institutions, insurance 
organization, etc. are handling patient’s records very carefully. These records are 
considered an extremely critical asset in term of privacy and security. This asset 
includes information, like names, address, unique identities, medical history of 

https://www.granthaalayahpublication.org/journals/index.php/Granthaalayah/
https://doi.org/10.29121/granthaalayah.v9.i6.2021.3923
https://dx.doi.org/10.29121/granthaalayah.v13.i4.2025.6193
https://dx.doi.org/10.29121/granthaalayah.v13.i4.2025.6193
https://dx.doi.org/10.29121/granthaalayah.v13.i4.2025.6193
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://crossmark.crossref.org/dialog/?doi=10.29121/granthaalayah.v13.i4.2025.6193&domain=pdf&date_stamp=2025-04-30


A Comprehensive Approach to Medical E-Commerce Website in a React Web Application (IMMUNO+) 
 

International Journal of Research - GRANTHAALAYAH 330 
 

family members, medication procedure, prescribed medications, and other related 
data, known as electronic health records. 

 
1.1. OBJECTIVES 
The primary objectives of Immune+ project include: 

1) Increase sales and revenue: E-commerce website allows businesses to 
reach a wider audience to sell products or services online, leading to 
increase sales and revenue. 

2) Enhanced accessibility: E-commerce platforms make it easier for patients 
in remote areas or with limited mobility to access necessary medical 
products and services. 

3) Providing farmers with access to high-quality seeds and educational 
resources. 24/7 availability: Online stores are always open, allowing 
patients to browse and purchase items and the convenience. 

4) Promoting the use of both chemical and organic fertilizers and 
enabling local organic fertilizer production. Convenient ordering and 
delivery: patients can easily order products online and have them delivered 
directly to their homes, saving time and effort. 

5) Information and Education: E-commerce platforms can provide detail 
product description, potential drug, interaction warning, and other health 
information. 

6) Personalized recommendation: Leveraging data analytics, this platform 
can offer personalized recommendations and product suggestion. 

7) Direct communication with provider: some platforms facilitate direct 
communication between patient’s and health care professional. 

 
2. RELATED WORK 
Medical E-commerce website work involves creating and managing online 

platform for selling medical product and services, including pharmaceutical, 
encompasses various roles like designing of the website, development, content 
creation, marketing and customer services. 

1) Website development and design: 
• web design: creating visually appealing and user-friendly interfaces for 

the website. 
• Website development: building the technical infra structure of the E-

commerce platform, ensuring it’s functional and secure. 
• E-commerce platform configuration: setting up and customizing e-

commerce platforms like shoplifty or others. 
2) Content creation and management: 

• Product listing: creating detail description, image, and video for 
medical products. 

• Blog post and articles: Developing informative content about health 
care topics, products or services. 

• Search engine optimization: optimizing website content and 
structure to improve search engine ranking. 

 

https://www.granthaalayahpublication.org/journals/index.php/Granthaalayah/


Saurabh Chaudhary, Ranjeet Kumar Dubey, Kanak Yadav, Rashmi Srivastava, and Priyanka Yadav 
 

International Journal of Research - GRANTHAALAYAH 331 
 

3) Marketing and sales: 
• Digital marketing: Running online advertising campaign to promote 

the website and its products. 
• Social media management: Engaging with customer and building 

brand awareness in social media platform. 
• Customer acquisition: Attracting new customer to the website 

through various marketing channels. 
• Sales strategy: Developing and implementing strategies to increase 

sales and revenue. 
4) Customer service and support: 

• Customer relationship management: Managing customer interaction 
and building relationship. 

• Order processing: managing customer orders and ensuring smooth 
delivery. 

• Trouble shooting addressing technical issue and resolving customer 
inquiries. 

 
3. METHODOLOGY 
Developing a successful medical e-commerce website involve phased

 approach, starting with research, design, development and ongoing maintenance 
and optimization. Key elements include a user-friendly interface, secure payment 
processing, and compliance with relevant regulations. 

1) Research and planning: 
Market Research: 
• Identify your target audience, understand their needs and preferences, and 

analyse the competitive landscape. 
Business plan: 
• Outline your goals, target market, and financial projections. 
Technology Selection: 
• Choose the right E-commerce platform, payment gateways, and other 

technologies. 
2) Design and Development: 
   User Friendly Interface: 
• create a clean, intuitive design that is easy to navigate, even for those who 

are not tech savvy. 
Secure payment processing: 
• Implement secure payment gateways and data protection measures. 
Order tracking: 
• Allow customers to track their order easily. 

3) Development: 
   Choose an E-commerce platform: 
• select a platform like shoplifty, WordPress, or a custom-built solution. 
Content management system: 
• Implement a CMS to manage website content and product information. 
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Integration with other system: 
• Integrate with payment gateways, shipping providers, and inventory 

management system. 
4) Testing And Launch: 
• Test the website thoroughly to ensure functionality, security, and 

compliance. 
• Website Launch: Launch the website and monitor its performance. 

 
3.1. FRAMEWORK 
A Framework for medical e-commerce involves several key aspects, including 

building a digital store, managing payments and shipping, marketing, and ensuring 
customer service. It also requires addressing legal and regulatory requirements, as 
well as focusing on security and privacy. 

1) Building the Medical E-commerce Store: 
• Collect product details and images: React is chosen for its component-

based architecture, allowing for modular development and easy 
maintenance. Redact’s virtual DOM ensures efficient rendering, enhancing 
the user experience with quick and responsive interfaces. This Includes 
accurate descriptions, specifications, and high quality visual of medical 
products. 

• Store Page Setup: Design and build user friendly pages for product 
listings, navigations and shopping carts. 

2) Regulatory Compliance: 
• Data Privacy: Adhere to regulations like HIPAA in the US or GDPR in 

Europe, protecting patient data. 
• E-contracts: Ensure legal validity of online contracts. Intellectual 

property: protect trademarks, copyrights and patents. 
• Drug and cosmetic regulations: Follow relevant guidelines for the sale of 

medications and medical devices. 
3) Customer Experience: 
• User-Friendly Interface: Design a clear, intuitive website with easy 

navigation and search functionality. 
• Product information: provide detailed and accurate product information, 

including images, videos and users’ reviews. 
• Customer Service: offer efficient and responsive customer service, 

including FAQS, chatbots and online support. 
• Personalized Recommendation: Utilize data analytics to provide 

personalized product recommendations and offers. 
4) Regulatory compliance: 
• HIPAA Compliance: Ensure compliance with HIPAA regulations for 

protecting patient data. 
• Other Relevant Regulations: Adhere to relevant regulations for 

pharmaceuticals, medical devices and other products. 
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3.2. IMPLEMENTATION 
1) Development Workflow: 
• Implementing a medical E-commerce platform involves creating a secure 

and user-friendly online store for healthcare products and services. 
• This includes designing a clear and intuitive website, integrating

 secure payment gateways, and ensuring compliance with relevant 
regulations like HIPAA. 

2) Website Design and Development: 
• User-Friendly interface: The website should be easy to navigate and 

understand, especially for those who may be unfamiliar with medical 
terminology or online shopping. 

• Clear product Description: Implement role-based access control (RBAC) 
using JWT to manage permissions. 

3) Product management: 
• Inventory management: Track product inventory accurately and 

efficiently to avoid stockouts or overstocking. 
• Product information management: Manage product data consistently 

across multiple channels. 
4) Regulatory Compliance: 
• HIPAA compliance: Ensure the platform meets HIPAA requirements for 

protecting patient data. 
• Drug and Device Regulation: Adhere to regulations related to online 

sales of medications, medical devices, and other health care products. 
5) Marketing and Customer Services: 
• Targeted marketing: Reach potential customers through online channels, 

such as social media, search engine optimization (SEO), and e-mail 
marketing. 

• Excellent customer service: Provide prompt and helpful support to 
address customer inquiries and resolve any issue. 

6) Benefits of Medical E-commerce: 
• Increased accessibility: Patients in remote areas ir with mobility 

limitations can access medical supplies and services online. 
• Enhanced convenience: Online ordering and delivery offer a more 

convenient way for patients to obtain their needs. 
  
 
 
 
 
 
 
 
 

https://www.granthaalayahpublication.org/journals/index.php/Granthaalayah/


A Comprehensive Approach to Medical E-Commerce Website in a React Web Application (IMMUNO+) 
 

International Journal of Research - GRANTHAALAYAH 334 
 

4. PROPOSED DESIGN 
Figure 1  

  
Figure 1 (4A) 

 
Figure 2  

 
Figure 2 (4B) A & 4B is Diagram of the Proposed Design for Immune 
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5. RESULTS AND DISCUSSION 

5.1. RESULTS 
• Growth: The global health care e-commerce market is experiencing 

sustainable growth, driven by factors like increasing internet penetration 
and consumer demand for online health care products. 

• Market trends: Soil testing and tailored amendment recommendations 
have led to marked improvements in soil health. Farmers have observed 
enhanced fertility and better crop performance, contributing to 
sustainable agricultural practices. Trends include the rise of online 
pharmacies, telemedicine services, and digital commerce platforms, that 
offers 24/7 access to health care resources and communication with 
providers. 

• B2B and B2C: The establishment of a seed store and the provision of 
educational resources have enabled farmers to access high-quality seeds 
and adopt best practices for seed storage. E-commerce encompasses both 
business-to- business(B2B) transactions between health care providers 
and suppliers and business-to-consumer(B2C) transactions between 
providers and patients. 

• Efficiency and Cost Reduction: E-commerce can streamline processes 
like supply chain management and reduce costs associated with physical 
visits. 

• Technological Advancements: AI and blockchain technologies are being 
explored enhance e-commerce platforms in terms of security, 
effectiveness, and customization. 

• Challenges: Access to modern agricultural equipment and comprehensive 
training programs has enhanced operational efficiency and safety. Security 
concerns, patient privacy, and technology costs remain area for concerns. 

 
5.2. DISCUSSION 
• Access and convenience: E-commerce provides patients with greater 

access to health care products and services, especially in areas with limited 
access to traditional health care providers. 

• Improved efficiency: Online platforms can streamline workflows, reduce 
paperwork, and facilitate faster information exchange between health care 
professionals. 

• Reduced costs: E-commerce can potentially lower healthcare costs by 
reducing the need for physical visits, streamlining processes, and offering 
competitive pricing. 
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Figure 3 

 
Figure 3 (5B) Welcome Page 

 
Figure 4 

 
Figure 4 (5B) Modules 

 
6. CONCLUSION 
In conclusion, medical e-commerce represents a significant shift in how health 

care products and services are accessed and delivered, offering both opportunities 
and challenges. It enhances accessibility, convenience, and efficiency, particularly 
for those in remote areas or with mobility issues, while also potentially leading to 
increased patient engagement and satisfaction. However, challenges remain, 
including ensuring data security, addressing regulatory hurdles, and maintaining 
the integrity of online prescriptions and treatments. The future of medical e- 
commerce hinges on its ability to navigate these complexities while leveraging 
technological advancements to improve health care outcomes 
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1) Elaboration: 
• Increased Accessibility and Convenience: Medical e-commerce 

platforms, including online pharmacies and telemedicine services, make 
health care more accessible to patients who might not otherwise have 
access to traditional health care facilities. 

 
6.1. FUTURE SCOPE 
The future of medical e-commerce is poised for significant growth, driven by 

increasing adoption of digital platforms, the rise of telemedicine, and a growing fog 
demand for convenient health care solutions. This will involve AI-powered, 
automated verifications, blockchain technology for security, and seamless 
integration of telemedicine and e- commerce. 

 
6.1.1. KEY TRENDS AND DEVELOPMENT 

1) AI and personalized: 
• AI algorithms will analyse patient data to suggest tailored medicines, 

supplements, and health care /\products. 
2) Automated verification: 
• AI will verify prescriptions and ensure that only authorized prescriptions 

are processed. 
3) Blockchain technology: 
• Blockchain will enhance security and transparency in transactions, 

allowing for secure tracking of medical purchases and prescriptions. 
4) Marketplace Growth: 
• Market places will continue to emerge as key growth channels for health 

care e-commerce. 
5) Growth in Online Pharmacies: 
• The online pharmacy market is expected to see tremendous growth, with 

options for doctor appointments, lab reports, and purchases all through 
the platform. 

 
7. ACKNOWLEDGEMENT 
The successful development and implementation of the Immune+ project is the 

result of the collective efforts of numerous individuals and organizations. 
We extend our sincere gratitude to the E-commerce has significantly reshaped 

the health care industry, offering benefits like increased accessibility, convenience, 
and cost saving for both businesses and consumers. It enables patients to access 
health resources and communicate with providers around the clock, improving 
patient engagement and satisfaction. Business can also use e-commerce to expand 
their reach, optimize inventory management, and reduce operational costs. 

An acknowledgement in the context of medical e- commerce would typically be 
a form of confirmation or validation of a transaction or a specific action. It could be 
an email confirming an online order, a message acknowledging a prescription 
request, or a notice that a payment has been received. The specific 
acknowledgement would depend on the context and the type of transaction 

 

https://www.granthaalayahpublication.org/journals/index.php/Granthaalayah/


A Comprehensive Approach to Medical E-Commerce Website in a React Web Application (IMMUNO+) 
 

International Journal of Research - GRANTHAALAYAH 338 
 

CONFLICT OF INTERESTS  
None.   
 
ACKNOWLEDGMENTS 
None. 
 
REFERENCES 

Abbott, R. K., & Feltman, K. E. (2002). Consumer-Driven Health Care and the Birth of 
Health Reimbursement Arrangements. Managed Care Quarterly, 10(4), 4-7.   

Adam, S. A., & De Bont, A. A. (2003). Notions of Reliability: Considering the 
Importance of Difference in Guiding Patients to Health Care Websites. 
Methods of Information in Medicine, 42, 307-311. 
https://doi.org/10.1055/s-0038-1634223    

Afuah, A., & Tucci, C. L. (1998). Internet Business Models and Strategies: Text and 
Cases. McGraw-Hill.   

Agarwal, A. J., & Travers, S. (2001). E-commerce in Health Care: Changing the 
Traditional Landscape. Journal of Healthcare Information Management, 
15(1), 25-36.   

Allen, J. P. (2004). Refending the Network: Enrollment Strategies in the PDA 
Industry. Information Technology & People, 17(2), 175-185. 
https://doi.org/10.1108/09593840410542493    

Anderson, J. (2001). Carnage.com. Fortune, 35(1), 90. 
https://doi.org/10.1046/j.1365-3008.2001.0160a.x     

Barley, L., Wagner, T. H., Singer, S., & Bundorf, M. K. (2003). Use of the Internet and 
e-mail for Health Care Information: Results from a national Survey. JAMA, 
289(18), 2400-2406. https://doi.org/10.1001/jama.289.18.2400    

Barrett, M. (1990). Challenges of EDI Adoption for Electronic Trading in the London 
Insurance Market. European Journal of Information Systems, 8(1), 1-15. 
https://doi.org/10.1057/palgrave.ejis.3000313    

Bell, C. W. (2001). Get Ready Now. Modern Healthcare, 31(35), 26.   
Black, N. J., Lockett, A., Ennew, C., Winklhofer, H., & McKechnie, S. (2002). Modelling 

Consumer Choice of Distribution Channel: An Illustration from Financial 
Services. International Journal of Bank Marketing, 20, 161-173. 
https://doi.org/10.1108/02652320210432945    

Cai, J. (2005). A Social Interaction Analysis of Methodology for Improving E-
Collaboration Over the Internet. Electronic Commerce Research and 
Applications, 4, 85-99. https://doi.org/10.1016/j.elerap.2004.10.007    

Callahan, J. S. (2002). Masking the Need for Cultural Change: the Effects of Emotion 
Structuration. Organization Studies, 23(2), 281-297. 
https://doi.org/10.1177/0170840602232005    

Castells, M. (1996). The Rise of the Networked Society. Blackwell.   
       
 
 
 

 

https://www.granthaalayahpublication.org/journals/index.php/Granthaalayah/
https://dx.doi.org/10.29121/granthaalayah.v13.i4.2025.6193
https://dx.doi.org/10.29121/granthaalayah.v13.i4.2025.6193
https://doi.org/10.1055/s-0038-1634223
https://doi.org/10.1055/s-0038-1634223
https://doi.org/10.1055/s-0038-1634223
https://doi.org/10.1055/s-0038-1634223
https://dx.doi.org/10.29121/granthaalayah.v13.i4.2025.6193
https://dx.doi.org/10.29121/granthaalayah.v13.i4.2025.6193
https://dx.doi.org/10.29121/granthaalayah.v13.i4.2025.6193
https://dx.doi.org/10.29121/granthaalayah.v13.i4.2025.6193
https://dx.doi.org/10.29121/granthaalayah.v13.i4.2025.6193
https://doi.org/10.1108/09593840410542493
https://doi.org/10.1108/09593840410542493
https://doi.org/10.1108/09593840410542493
https://doi.org/10.1046/j.1365-3008.2001.0160a.x
https://doi.org/10.1046/j.1365-3008.2001.0160a.x
https://doi.org/10.1001/jama.289.18.2400
https://doi.org/10.1001/jama.289.18.2400
https://doi.org/10.1001/jama.289.18.2400
https://doi.org/10.1001/jama.289.18.2400
https://doi.org/10.1001/jama.289.18.2400
https://doi.org/10.1001/jama.289.18.2400
https://doi.org/10.1057/palgrave.ejis.3000313
https://dx.doi.org/10.29121/granthaalayah.v13.i4.2025.6193
https://doi.org/10.1108/02652320210432945
https://doi.org/10.1108/02652320210432945
https://doi.org/10.1108/02652320210432945
https://doi.org/10.1108/02652320210432945
https://doi.org/10.1016/j.elerap.2004.10.007
https://doi.org/10.1016/j.elerap.2004.10.007
https://doi.org/10.1016/j.elerap.2004.10.007
https://doi.org/10.1016/j.elerap.2004.10.007
https://doi.org/10.1177/0170840602232005
https://doi.org/10.1177/0170840602232005
https://doi.org/10.1177/0170840602232005
https://dx.doi.org/10.29121/granthaalayah.v13.i4.2025.6193

	A Comprehensive Approach to Medical E-commerce Website in a React Web Application (IMMUNO+)
	Saurabh Chaudhary 1, Ranjeet Kumar Dubey 2, Kanak Yadav 1, Rashmi Srivastava 1, Priyanka Yadav 1
	1 Student, KIPM College of Engineering and Technology Gida, Gorakhpur, India
	2 Assistant Professor, KIPM College of Engineering and Technology Gida, Gorakhpur, India


	1. INTRODUCTION
	1.1. OBJECTIVES

	2. RELATED WORK
	3. METHODOLOGY
	3.1. FRAMEWORK
	3.2. IMPLEMENTATION

	4. PROPOSED DESIGN
	Figure 1
	Figure 2

	5. RESULTS AND DISCUSSION
	5.1. Results
	5.2. Discussion
	Figure 3
	Figure 4


	6. CONCLUSION
	6.1. FUTURE SCOPE
	6.1.1. Key Trends and Development


	7. ACKNOWLEDGEMENT
	CONFLICT OF INTERESTS
	ACKNOWLEDGMENTS
	REFERENCES
	Abbott, R. K., & Feltman, K. E. (2002). Consumer-Driven Health Care and the Birth of Health Reimbursement Arrangements. Managed Care Quarterly, 10(4), 4-7.
	Adam, S. A., & De Bont, A. A. (2003). Notions of Reliability: Considering the Importance of Difference in Guiding Patients to Health Care Websites. Methods of Information in Medicine, 42, 307-311. https://doi.org/10.1055/s-0038-1634223
	Afuah, A., & Tucci, C. L. (1998). Internet Business Models and Strategies: Text and Cases. McGraw-Hill.
	Agarwal, A. J., & Travers, S. (2001). E-commerce in Health Care: Changing the Traditional Landscape. Journal of Healthcare Information Management, 15(1), 25-36.
	Allen, J. P. (2004). Refending the Network: Enrollment Strategies in the PDA Industry. Information Technology & People, 17(2), 175-185. https://doi.org/10.1108/09593840410542493
	Anderson, J. (2001). Carnage.com. Fortune, 35(1), 90. https://doi.org/10.1046/j.1365-3008.2001.0160a.x
	Barley, L., Wagner, T. H., Singer, S., & Bundorf, M. K. (2003). Use of the Internet and e-mail for Health Care Information: Results from a national Survey. JAMA, 289(18), 2400-2406. https://doi.org/10.1001/jama.289.18.2400
	Barrett, M. (1990). Challenges of EDI Adoption for Electronic Trading in the London Insurance Market. European Journal of Information Systems, 8(1), 1-15. https://doi.org/10.1057/palgrave.ejis.3000313
	Bell, C. W. (2001). Get Ready Now. Modern Healthcare, 31(35), 26.
	Black, N. J., Lockett, A., Ennew, C., Winklhofer, H., & McKechnie, S. (2002). Modelling Consumer Choice of Distribution Channel: An Illustration from Financial Services. International Journal of Bank Marketing, 20, 161-173. https://doi.org/10.1108/026...
	Cai, J. (2005). A Social Interaction Analysis of Methodology for Improving E-Collaboration Over the Internet. Electronic Commerce Research and Applications, 4, 85-99. https://doi.org/10.1016/j.elerap.2004.10.007
	Callahan, J. S. (2002). Masking the Need for Cultural Change: the Effects of Emotion Structuration. Organization Studies, 23(2), 281-297. https://doi.org/10.1177/0170840602232005
	Castells, M. (1996). The Rise of the Networked Society. Blackwell.


