
Global Channel Marketing
E-commerce as a channel



Marketing Distribution Channels change over time 
chaped by the evolution of technology and distribution
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E-commerce (electronic commerce or EC)  
is the buying and selling of goods and services, or the transmitting of funds or 
data, over an electronic network, primarily the internet. 
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Europe
$291b
+14%
72%

Eastern  
Europe
$48,5b
+21%
41%

Latin America 
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E-commerce - The big countries
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Amazon & Otto represent 50% of all online sales

Highest open rates occur in the morning
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Most online shoppers shop between 10pm and 12pm

Fastest internet speed in the world
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Nearly 70% of smart-phone users shop online

45% of online purchases happen on non Canadian sites
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Most common form of payment is COD

13% of Russians shop online
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#1China
$562b

Only 7% of purchases are made on a smart-phone

18% of all online sales are fashion (related)
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#4Japan
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#5 Germany
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#6France
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#7 South 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18% of all online sales are fashion (related)E-commerce - The big sites
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18% of all online sales are fashion (related)

1   601m

2   524m

3   268m

4   106m

5   104m 6    65m

7    65m

9    44m

8    53m

10  30m





Let’s go to 
work

Analyse the VAUDE website/online shop

What influences/triggers online sales?  
What creates possible browse or cart abandonment? 
Compare both online and mobile experience?



Let’s go to 
work

Each group analyses one competitor E-Experience

What influences/triggers online sales?  
What creates possible browse or cart abandonment? 
Compare both online and mobile experience?
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E-commerce - TOP 10 of Austrian online shops (2014) 
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E-commerce - TOP 10 of Austrian online shops (2016) 
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E-commerce - % of total sales  
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Who is shopping online in Austria?



How much do online shoppers spend in Austria?



70% of e-buyers reports to have no problem when purchasing online
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E-commerce - Why are people buying online?

38% 35% 33% 31% 30% 29% 17%
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E-commerce - What makes you more likely to buy online?
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E-commerce - What are barriers to buy online?

60%
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E-commerce - The end of brick & mortar?
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Many touchpoints, same great experience















E-commerce - A challenge for brick & mortar
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73%
showrooming

33% check for competitor pricing in store  

31% check for product reviews in store  

71% purchase form a different company 
when they return home 



73%
showrooming

33% check for competitor pricing in store  

31% check for product reviews in store  

71% purchase form a different company 
when they return home 

Webrooming

88%

47% wants to avoid shipping costs  

46% wants to touch & feel the product  



Why are we showrooming? 
Lost of trust in the dealership or sales experience due to 
previous experiences
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50% who purchased from  

a retailer online had also  
an in- store experience  

in the same period.

over25%  

off in-store shoppers  
have interacted with the retailer online 

in the last 3 months.









Conversion rate is a ratio between number of website visitors who made a 
purchase and total number of website visitors.  
So if you had 100 in total and 2 of them made a purchase,  
the conversion rate is 2%.



So what is an average conversion rate in 2016? It is around 1.3-1.4%. 

Average Conversion Rate was 1.12% for multi-channel retailers  
and 2.00% for pure-play online retailers according



Conversion rate differs per medium used! Desktop still has the highest conversion 
rate.
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How does load-time affect conversion rate



Customer journey in e-commerce
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User Experience FAILS which impact conversions 



User Experience FAILS which impact conversions 

Absence of Product Page Videos
The average time spent by a user on a particular site is just 6 seconds.  
Your UX must therefore be designed to convince users they need to spend more 
time on the site. This is why using a video is absolutely crucial for your efforts



User Experience FAILS which impact conversions 

Insufficient Product Information
42% shoppers’ abandon an online purchase because of limited product information



User Experience FAILS which impact conversions 

Product Images
Product pages offering tons of information about the product. A user can also click on 
the product image to view a larger version of the image; coupled with all other 
information on the page.



User Experience FAILS which impact conversions 

Product Images
The use of responsive web design is also 
becoming prevalent, which ensures a website 
renders effectively on all screen sizes. 



User Experience FAILS which impact conversions 

Poor customer service pages
This is another huge mistake made by e-commerce merchants. The customer 
service area of their site is either non-existent; even if it is there; it gives out a 
feeling that the merchant couldn’t be bothered about customer service. 



User Experiences which have a positive impact on conversions 

Mobile responsiveness
People want to shop while they are on the go, it’s been proven time and time 
again, if your website is not compatible for mobile, you will have a hard time 
pleasing your customers. This is an investment that you absolutely must make 
when starting an ecommerce website.



User Experiences which have a positive impact on conversions 

Security
As people shop online, they will want to know that their personal information is 
secure. The data that is collected through your website should definitely not be 
disclosed to any unauthorized personnel, and you should take measures to 
demonstrate to visitors you’re your website is secure and legit.



User Experiences which have a positive impact on conversions 

Simplicity
No one wants to read a manual to be able to use your website. The design 
should be simple and very straightforward. The login and sign up options 
should be very evident, and when someone presses buy they shouldn’t have to 
jump through hoops to get down the funnel.



User Experiences which have a positive impact on conversions 

Product information and images 
The design of your website should accommodate lots of product pictures and 
descriptive information. No one wants to buy something that they cannot see or 
they have no information about. The goal is to make sure that the customers 
are better informed when they are doing their shopping.



User Experiences which have a positive impact on conversions 

Search 
Make sure that your have a convenient search tool. The first time visitor is 
likely looking for one particular thing. They do not want to spend the whole day 
sifting through items that they do not need.







User Experiences which have a positive impact on conversions 

Colours 
No one wants to have their senses assaulted by a cocktail of strange colors. 
One very common mistake many people make with ecommerce websites is 
setting white text on a black background. Make it easy to see text and images, 
and find colors that complement each other.



User Experiences which have a positive impact on conversions 

Recommendations 
When you provide your customers with links to recommended products they 
might like, then you are going to make shopping easier on your site and 
promote additional sales. At least six links will make for an easier shopping 
experience that encourages extra additions to their cart.



User Experiences which have a positive impact on conversions differ over 
Generations 
What is your primary reason to by online?





Purchase  
Intent



Purchase  
Intent

NO SALE



78%
of customers abandon before completing their online purchase (2017)



78%
of customers abandon before completing their online purchase (2017)



78%
of customers abandon before completing their online purchase (2017)

85%

80%

73%



78%
of customers abandon before completing their online purchase (2017)

85%

80%

73%

The smaller the screen 
size the less likely to 

buy.


