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Taking your site to the next level



Overview

Planning & getting started

Choosing  the right platform

Building a strong brand

Acquisition, conversion & retention

•

•

•

•



Planning &
Getting Started



Around 80% of all e-commerce 
businesses fail!



How competitive is the market?

Is the market growing?

•
•
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RESEARCH YOUR COMPETITORS RESEARCH YOUR CUSTOMERS

How will you differentiate?

Is there a gap?

What is your brand proposition?

•

•

•

How will you make them care about you?

How/where can you reach them?

What are their potential concerns when purchasing from you?

•

•

•

If you don’t understand your customer, 
your business will fail. 

Positioning



Choosing the right
product

Keep it simple

What are the profit margins like? 

Consider weight & size

•

•

•



Choosing the 
right platform

MARKETPLACES SELF HOSTED

Amazon

eBay

Etsy

•
•
•

WooCommerce

Magento

Open Cart

•
•
•

SAAS

Shopify

SquareSpace

WIX

•
•
•



API

Scalability

Security

Load speed/performance

Total cost of ownership

Apps & integrations

•

•

•

Sales channels (POS)

Official support

Professional support options

•

•

•

•

•

•

Platform considerations



Cultivating a strong brand narrative



In order to be irreplaceable one
must always be different.“

Coco Chanel



Amazon’s growing 
influence

50% of all online orders in the US take place on Amazon

With regards to women’s fashion it’s 42%

Amazon is set to overtake Macy’s to be the largest seller 

of clothing to Americans this year

•

•
•
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beliefs or a philosophy 
to which your business 
seeks to align itself with.



Your branding should 
define...

DEUS EX MACHINA, 2017

What your business stands for

The wording and tone you use

Pricing

Colours and layout

Packaging

Even your voicemail message

•

•

•

•

•

•



Why should people care?

What truly separates you from your from 

your competitors?

What do you do better than anyone else?

What don’t you stand for?

•

•

•

•

Don’t be afraid to be niche 

Be opinionated

Take a stand

Support a global or local cause

Communicate your narrative

Consider



The 
importance 
of great 
photography  



SHINE +, 2018

shinedrink.com



Now, let’s make some money!



Growth drivers

Acquisition

Increase total number of customers

Conversion

Increase conversion & Average Order Value (AOV)

Retention

Increase purchase frequency

•

•

•



Acquisition

Pay Per Click (PPC) Google AdWords/Bing etc

SEO

Paid social

Influencers (free samples for reviews)

•

•

•

•



Calculating your Gross Profit per Visitor (GPV)

Let’s say our website has 1000 monthly visitors and a conversion rate of 5%. Based on 50 orders

Average order size is $100

Total revenue per month is $5000

Then calculate your average order margin is. Let's say 50%

Now you're making $2500 for every 1000 visitors coming through to the site

That means that you're generating $2.50 for every visitor that comes to the site

That means theoretically you can spend up to $2.50 to acquire each visitor to the site

•

•

•

•

•

•

•



Conversion

HOME

COLLECTIONS

PRODUCT DETAIL

CART

BUY

35%

15%

5%

3%



BAUERFEIND, 2019

motionislife.com.au



Basket 
analysis 
based 
up/cross sells

Cart Scripts

Shipping threshold

Accelerated payments

•
•
•



ZITSTICKA, 2019

Optimise
for mobile

Majority of traffic is typically 

on mobile devices

Performance and page load

speed is critical

•

•



•

•

Personalised 
abandoned 
carts

Approximately

66% of checkouts 

will abandon.

Average abandoned

cart recovery rate 

is around 10%



It’s 5X more expensive to acquire a 

new customer than it is to retain an 

existing customer.

Increasing your customer retention 

rates by as little as 2% can have the 

same impact as reducing costs by 10%.

A 5% increase in customer 

retention can increase company 

revenue by 25-95%. 

•

•

•

Retention
5X



Crafting 
your loyalty 
program

draxe.com



Usually over 50% of revenue 
usually comes from the top 20% of 

your loyal customers



Crafting your
loyalty program

•
•
•
•

sephora.com

Ensure you brand your loyalty program

Implement 2–4 tiers

Think beyond just points

 Consider offering free shipping fro VIPs



Surprise & delight with Flow

birdnest.com.au



Know when to get
professional help

•
•
•
•
•

Logo & branding

Photography

Custom site build (beyond theme tweaks)

Digital marketing (larger budgets)

IMS / ERP integrations
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Thinking strategically

Cultivating a strong brand narrative

Delivering a more personalised 

user experience

•

•

•

Wrapping up:
It’s all about 
relevance



Thank you & be sure to get in touch!

Process Creative

Ecommerce experts

enquiries@processcreative.com.au

www.processcreative.com.au


