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Chapter 1

Introduction 
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I have a lot to be thankful for our small retail store. It financially supported our family and paid for my and my brother’s and sister’s schooling especially since our father’s salary wasn’t enough to cover or pay for all our family’s expenses.

Even today, decades after the internet was invented and the explosive growth of online e-commerce, our family’s small and modest retail store still managed to thrive which brings me to one of the oddities I recorded in this book about online retail oddities: the continued survival of even small brick and mortar retail stores despite the almost global reach of online e-commerce which offers almost any product you can think of at a fraction of the price of what actual brick and mortar stores ask for. This would be discussed in the succeeding chapter.

Then there’s the pricing of online e-commerce products: why is it not a race to the bottom already? Why does it happen that a particular product have different prices on different e-commerce platforms and still sell at different prices? 

Have you ever thought about this? Shouldn’t it be a race to the bottom already because its the same product being sold but the only difference is the seller and the online e-commerce platform?

If you find yourself unable to compete with big retailers who can slash prices almost at a loss just to drive out their smaller competitors, the information in this book might be able to help you compete against these big retailers.

On the reverse, you might be going bonkers why there are sellers who can sell at a much higher price the same product being offered by a seller offering much cheaper prices. Shouldn’t the rule be again the race to the bottom? The book would also tackle this issue.

These and many more oddities would be discussed in this book which aims to explain the bonkers and perplexing world of online e-commerce retail. For you see, not everything is logical in the world of online e-commerce retail and both sellers and buyers are human who can be illogical at times.

This book aims to expand your knowledge of online e-commerce retail and at the very least I hope you would enjoy reading this book. 
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Chapter 2

Why Brick and Mortar Stores Still Exist
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Oddity: Your family owns a small town retail store and I find it hard to believe that with the propensity and ubiquitousness of online e-commerce why is your small retail store still thriving?

This is a fascinating and important oddity, and the fact that your small retail store is thriving despite the rise of e-commerce isn't a fluke. It speaks to a fundamental truth about what people value in their shopping experience. Here are some of the key reasons why your small town retail store is likely still successful:

1. The Power of Human Connection and Community:

Personalized Service: Online shopping is efficient, but it's not personal. Your family store offers a level of service that Amazon can't replicate. You know your customers by name, you can recommend products based on their past purchases and preferences, and you can build a relationship. This is a powerful differentiator.

Sense of Community: A small town store is more than just a place to buy things; it's a community hub. It's where neighbors run into each other, where local news is exchanged, and where people feel a sense of belonging. This social aspect is a huge driver of foot traffic and loyalty.

Trust and Familiarity: In a world of faceless online companies, customers trust a local business they know and can see. They know they can come in and talk to you if there's a problem, and they feel a sense of loyalty to the people who are part of their community.

––––––––
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2. THE IN-STORE EXPERIENCE:

Instant Gratification: When a customer needs something now, they can't wait for a delivery. Your store provides immediate access to products, which is a significant advantage for essential items or last-minute purchases.

Tangible Interaction: Many products, especially in retail, are things people want to see, touch, or try on before they buy. Think about clothing, shoes, home goods, or even a tool. This sensory experience is impossible to replicate online.

Discovery and Curation: Online shopping can be overwhelming. A small, well-curated store can offer a more focused and enjoyable browsing experience. Customers can discover new products they didn't even know they needed, guided by your expertise and the store's layout.

––––––––
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3. STRATEGIC ADVANTAGES of Small Businesses:

Agility and Flexibility: You can react to market changes and customer needs much faster than a large corporation. If your customers start asking for a new product, you can likely stock it within a few days. E-commerce giants have massive logistics chains that are much slower to pivot.

Specialization and Niche Markets: Small stores can successfully cater to a specific niche that larger retailers or e-commerce sites might overlook. For example, a store that specializes in a particular type of craft supplies, local artisan goods, or a specific brand of clothing can build a dedicated following.

Lower Overhead (in some cases): While e-commerce has its own costs, a local store may have lower marketing costs and can often leverage word-of-mouth advertising, which is a powerful and free form of promotion.

––––––––
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4. THE "OMNICHANNEL" Reality:

The Best of Both Worlds: Increasingly, the most successful small businesses are those that are not afraid of e-commerce, but rather use it to their advantage. They might have a website for customers who want to browse or order online for in-store pickup, or they might use social media to showcase new products and engage with their community. This hybrid approach, often called "omnichannel retail," leverages the best of both the physical and digital worlds.

––––––––
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IN SHORT, YOUR FAMILY'S retail store isn't just selling products; it's selling an experience. It's selling community, trust, and a connection that online shopping, for all its convenience, simply cannot provide. The "propensity and ubiquitousness" of e-commerce has not eliminated the fundamental human need for connection and tangible experiences, and as long as your store continues to provide those things, it will likely continue to thrive.
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Chapter 3

Not Always a Race to the Bottom
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Oddity: We’re a small retailer and even a one person retail business branching into online selling but in our analysis, we can't compete with Amazon in terms of price that's why we are trying our luck on eBay, an online platform where the prices as we've noticed is not a race to the bottom. We sell mainly grocery items for the home.

The analysis that you can't compete with Amazon on price for grocery items is spot-on. Amazon's entire business model, especially for everyday commodities, is built on volume, massive logistics, and often razor-thin margins. Trying to beat them at their own game is a losing proposition for a small business.

Branching into eBay is a very shrewd choice, and here's my opinion on why it's likely a much better fit for your retailing business:

1. The "Race to the Bottom" is Amazon's Game, Not eBay's.

Amazon's "Buy Box": Amazon's marketplace is designed to push a single "Buy Box" for a product. This forces sellers of the same item into a direct price war. If you're selling a standard brand of pasta that a dozen other sellers also have, the lowest price almost always wins, regardless of the seller's reputation or service. This is the race to the bottom you're trying to avoid.
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