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Deep Dive 4 – E-commerce Key Success Factors: Your Shop and the Platforms



About me

Marijke Nijdam
Content Marketing and Communication Adviser

►Specialized in:
►Content marketing

► Social media

►Websites and CMS

►18+ Years experience

►33+ Countries



Agenda

1. Recap of the previous session

2. E-commerce options

3. Key success factors for your own shop

4. Key success factors for your platforms

5. Hands-on exercise: Channel choice decision

6. Recap and reflection from your entire 
journey



Recap and reflection 
from Session 3



E-commerce options

Model What it is Pros Cons
Fit for early-stage small 
businesses

Own website / shop
A branded online store where 
customers buy directly from 
the business

Full brand control; higher 
margins; access to 
customer data; good for 
loyalty and subscriptions

Needs setup, marketing, 
traffic generation, and 
logistics management

Medium fit — useful later, 
but difficult as the first 
channel unless the 
business already has 
customers

Marketplace / 
platform

Selling through platforms such 
as Amazon, Etsy, or local 
platforms

Fast access to customers; 
built-in payments and 
logistics; low technical 
barrier; good for testing 
demand

Platform fees; strong 
competition; price 
pressure; limited 
customer ownership

High fit — good for quick 
sales, product testing, and 
reaching new buyers

Social commerce
Selling through Instagram, 
Facebook, WhatsApp, TikTok, 
or live selling

Very low cost; direct 
customer contact; good 
for storytelling, trust, and 
local sales

Can be manual and time-
consuming; harder to 
scale; depends on regular 
content

Very high fit — especially 
good for fresh, local, 
artisanal, or story-based 
products

Hybrid model
Using several channels 
together, such as social media + 
marketplace + own website

Reduces dependency on 
one channel; combines 
reach, trust, and brand 
control; supports growth

More complex to manage 
inventory, pricing, and 
communication

Best long-term fit — but 
better after starting with 
one or two simple 
channels



Recommended approach 

Stage Best option Why

Early stage Social commerce + marketplace
Low cost, quick to start, easy to test products, and 
good for building trust

Growth stage Add a simple own website/shop
Helps build brand credibility, collect customer data, 
and improve margins

Mature stage Hybrid model
Allows the business to balance reach, customer 
loyalty, and sales stability



Your e-commerce 
key success factors

1. Understanding the target market 
Who is the target customer, what do they want/need, who are the competitors

2. Offer the right product, the right way, at the right price
UVP, competitiveness, and an excellent product presentation

3. Organize the back-end
Stock, warehousing, order processing, fulfillment

4. Responsive customer service in place
Friendly customer service policy, return policy and loyalty programme 
(optimising customer lifetime value)

5. Effective online platform
Webshop, marketplace platform, social commerce with attractive product 
listing, check-out and payment system

6. Active promotion
Effective marketing efforts, including influencer marketing, advertising, and 
email marketing are essential for reaching your target audience and driving 
sales

7. Findability
Strong SEO and keyword strategies ensure that your website is easily 
discoverable by potential customers

8. Soft selling and upselling
Offering complementary or upsell products can increase average order value 
and improve customer satisfaction



Build your own e-commerce website

1. Select a payment plan

2. Synchronise your business domain name to your online store

3. Choose templates and themes that best describe your business

4. Optimise website and add products to your store

5. Promote your business to your target audience

Allows business owners to set up and launch their online stores



Feature

Ease of Use User-friendly, all-in-one solution with 
minimal setup required.

Moderate complexity; requires 
WordPress setup and plugins.

Simple drag-and-drop builder, easy 
for beginners.

Customization Limited to available themes and apps, 
but still highly customizable.

Highly customizable with full access 
to WordPress and plugins.

Limited customization compared to 
others.

Pricing Monthly subscription plans starting at 
$29.

Free plugin, but costs for hosting, 
themes, and plugins.

Free plan available; paid plans for 
advanced features starting at 
$10/month.

Scalability Scalable with apps and integrations 
for growing businesses.

Scalable with the right hosting, but 
may require more technical 
management.

Best for small businesses; limited 
scalability options.

E-commerce Features Rich e-commerce features with built-
in tools and apps.

Extensive features via plugins, with 
full control over functionality.

Basic e-commerce features, suitable 
for small stores.

Overall Cost Starting at $29/month plus 
transaction fees.

Free to start, but overall costs vary 
based on hosting, themes, and 
plugins.

Free basic plan; paid plans start at 
$10/month.



Key steps for your own webshop

►choosing a platform (Shopify, WooCommerce, Ucraft)

►selecting a niche

►purchasing a domain

►setting up payments

►and driving traffic via marketing.

Selling from your own webshop offers full brand control, higher profit margins, and direct 
customer relationships, often without marketplace fees. 

Key steps include:



Key success factors for your own shop



Key success factors for your marketplace platforms

►How to choose a platform:
►target market 

►product type

►fees

►buyer type

►logistics/payment fit

►ease of onboarding

►visibility potential

►control vs dependence



5 mandatory requirements you must meet to sign up as a 
seller on a global marketplace

1. Valid business email address
This email will be used for account setup, communication, and notifications.

2. Legal business name and address
This information is required to verify your identity and for tax purposes.

3. Phone number
For account verification and to receive important notifications about your seller account.

4. Bank account information
The bank account should be in the same country as your seller account (may vary for each marketplace 
platform).

5. Tax information
This information is necessary for compliance with local tax laws where the marketplace platform resides.



How do I market my products 
online? 

How can I compete with other 
businesses? 

How to be found by my target 
consumers?



Stand out in the crowd!



Learn from the best practices:

 

Communicating 
your unique value 
proposition

A Beautiful Story - UK

https://www.abeautifulstory.eu/uk/
https://www.abeautifulstory.eu/uk/
https://www.abeautifulstory.eu/uk/


Can you find the UVP?



5 things to consider when creating UVP!

1. What’s your top product? 

2. How is it made? (example: natural coloring, hand-made, locally sourced, etc.)

3. Who made it? (example: rural women cooperative)

4. Where is it made? (location, traditions)

5. What’s the benefit? How can people use it?



Create an appealing storefront

►This is your face to the buyer: Think of it as your shop 
window display!

►Have a great "About us“ section with UVP

►Use high quality images and videos

►Share successful customer experience/reviews

►Show your top products

►Use all the fields offered by the marketplace

Source; Montae on Dribbble



The use of images 

and trust-building 

elements



The use of images
►Why important?

+ Images draw attention of your visitors!

+ Visually orientated societies – Instagramable

►Tips and suggestions
+ Pictures should communicate the product/benefit and 

reinforce the message

+ Include pay-off, tagline in lead picture and a link

+ Max 2 or 3 standardized image sizes 

+ Faces and thus people draw attention

+ One picture > 1,000 words 

+ Sliders are not preferred



Good practice – Skin Gourmet Skingourmetgh.com/

https://skingourmetgh.com/


What will you name this product in a 
B2B marketplace?

How can you make the photo better?



Outdoor garden Natural Color 
Bamboo Folding chair for 
weddings



Trust-building elements

►Certifications 

Certification demonstrates your commitment to superior professionalism, upholding 
industry standards, and export ready.



Trust-building elements

Your promise = Your UVP, what are your promises to customer?



Trust-building elements

►Testimonials – highly satisfied customer endorsements 
collected by the website owners.

• 97% of online shoppers and customers cite testimonials and 
peer recommendations as to the most reliable type of 
content.

• Testimonials enrich your content and are some of the most 
valuable content on your site.

• Create trust by allowing other customers to talk about your 
product or services.

Image source: CardMapr.nl @ unsplash.com



►Testimonials



►Awards = Show your achievements and recognitions

Trust-building elements



› Information for customer

› UVP elements

– Leading company in Vietnam 
manufacturing home products from
natural materials

– Design team educated in USA

– Tradition

– Quality



› Clear informative product description

› Use high-quality pictures & video material

› Include certifications available

› Keep reasonable price ranges

Improve your ranking in the search by:
►Choosing the right product category
►Creating an effective title
►Use highly related keywords

Create effective product page



Product overview page

Picture grid + (short description) + 
hyperlink to…

Image source:  @ paulaschoice .nl



Product 
overview page:
filter to search 
products

Filter by category

Filter by color and size

Filter by type

Recommendation of top products



Not so effective product presentation



What do you think of this product overview page?



Image source:  @ paulaschoice .nl

►Professional images

►Key benefits

►Quality standards (dimensions) and 

certification

►Reviews, testimonials

►End of product page: call-to-action!

Product page 



What do you think 
of this product 
page?

https://www.melissas.com/collections/diabetic-
friendly-foods/products/5-minute-artichokes

https://www.melissas.com/collections/diabetic-friendly-foods/products/5-minute-artichokes
https://www.melissas.com/collections/diabetic-friendly-foods/products/5-minute-artichokes
https://www.melissas.com/collections/diabetic-friendly-foods/products/5-minute-artichokes
https://www.melissas.com/collections/diabetic-friendly-foods/products/5-minute-artichokes
https://www.melissas.com/collections/diabetic-friendly-foods/products/5-minute-artichokes
https://www.melissas.com/collections/diabetic-friendly-foods/products/5-minute-artichokes
https://www.melissas.com/collections/diabetic-friendly-foods/products/5-minute-artichokes
https://www.melissas.com/collections/diabetic-friendly-foods/products/5-minute-artichokes
https://www.melissas.com/collections/diabetic-friendly-foods/products/5-minute-artichokes


Creating a search-optimized product name

Features and 
advantages

Core words
describing the

product

Usage scenarios

Modern
Luxury

Designer
Nordic design
Waterproof
Stackable
foldable

Bamboo chair
Armchair
Furniture

Cane
Wicker
Rattan

Outdoors
Garden
Hotel

Dining room
For events

For kids
restaurants

Modern foldable bamboo chair for outdoor events



►Usually up to 50 characters

►Consider synonyms used by buyers

►Keep it readable

►Only use relevant keywords to your product

►Don´t use registered trademarks, brands, etc

Creating a search-optimized product name

Learn how to research for the most sought-after keywords!
Check this link to find your best keywords for Alibaba 
https://activity.alibaba.com/ggs/Product_KeyWords_GoldSupplier.html  

https://activity.alibaba.com/ggs/Product_KeyWords_GoldSupplier.html


TIPS! 
o Show your top 3 products first

o Show the most important information first

o First impression does matter. WOW pictures or videos

o Ensure you focus on how the product benefits the customer

o Drive the visitors to explore more/see more products, create 
curiosity

o Lead the visitors to perform an action (ask inquiries, contact 
our team, buy now, subscribe)



TIPS! 

o Actively contact buyers (when possible)

o Analyze competition & look for good practices

o Invest in advertising

o Don’t rely on a B2B marketplace as your sole sales channel

o Don’t assume B2B marketplaces build your relationships



What will your priorities be when it comes 
to your e-commerce business?

What kind of resources do you need?

Image source:  RadiasaTutorial Rti
@ vecteezy.com



Internal organization of your shop
Appoint someone in your organization:

Task Category Tasks

Managing the 
Website/Webshop

Stocking, Product Catalog, Content Update, 
Backend Update, Technical Support

Defining and Executing
Promotion (Ads, Discounts), Customer 
Service, Order Fulfillment, FAQs, Organize 
Return Policy

Monitoring and Optimizing

Analytics, Customer Feedback, SEO 
Optimization, A/B Testing, Maintain Loyal 
Customers (Follow-up mails, Special 
Discounts on Next Order)



Organising your resources

►Who are in the project team?

►What are they going to do?

►When are they going to do that?

►Is there a budget and how do you want to spend it?



Strategy - Resources

• In-house vs sub-contracting
• Professional qualification
• Time allocation
• Employees as ambassadors

• Aligned with the importance of the
instruments

• Based on Cost-Benefit and ROI

Human

Financial

• Website CMS 
• Ranking tools
• Social media dashboard 
• Photo/video production

Balance it
In perspective of other
marketing costs like trade shows 



Assignment: Channel choice decision

►Do the self-assessment and choose your likely next-step route:
A. not ready yet: strengthen social + website first

B. start with WhatsApp/social commerce

C. join a platform

D. build a basic shop

Justify your choice!



Recap and reflection from your journey

Social media   →   social commerce  →  website + SEO/GEO   →   e-commerce



Your feedback helps us grow and support other businesses. Scan the QR code to leave a short review on Google.

Thank you! It truly means a lot to us.

ENJOYED WORKING WITH US?



Globally Cool Globally Cool Be Globally Cool www.globallycool.nl

STAY TUNED

https://www.linkedin.com/company/globally-cool
https://www.facebook.com/globallycool/
https://www.instagram.com/begloballycool/
http://www.globallycool.nl/
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