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The Teach Yourself series has been trusted around the world for over 75 years. This new series of ‘In a Week’ business books is designed to help people at all levels and around the world to further their careers. Learn in a week, what the experts learn in a lifetime.




Nick Smith runs Traxxon.​co.​uk, a digital marketing consultancy specializing in helping UK companies increase their sales and profits using a combination of search engine optimization, social media marketing and media buying.


Nick is also the author of other books in this series including: Social Media Marketing In A Week, SEO and Search Marketing In A Week, Digital Marketing In A Week and Mobile Marketing In A Week.
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eCommerce In A Week


Nick Smith




Introduction


Welcome to eCommerce In A Week.


I’m assuming if you’re reading this, you’re ready to build your own ecommerce website (or at least giving it serious consideration).


Maybe you already have an ‘offline’ business and are looking to leverage the Internet to reach more people? Or maybe you’re a complete beginner to the whole world of retailing but you see the potential in having your own ecommerce store(s) and want a piece of that action?


Well, you’re in the right place because as clichéd as it sounds, thanks to the evolution of online shopping systems, internet speeds, mobile phones and the various advertising channels, now is the perfect time to set up your first ecommerce store.


Although dealing with the technical aspects can seem daunting and the amount of options you have can be overwhelming, I’m going to do my best to strip away the 80 per cent of unnecessary information you have in the beginning and concentrate on the 20 per cent you need to get up and running as quickly as possible, and without having to sell a kidney to pay for it.


We’re going to cover what to sell, how to sell it, where to sell it, why to sell it and to whom to sell, to maximize your returns and minimize your risks.


By the time we’re done you’ll have all the information and steps you need to hit the ground running and begin your journey to create a wildly successful ecommerce business.


So without further ado, let’s crack on.




SUNDAY


Research and prep





Before we rush and get elbow deep into the actual setting-up of your first ecommerce store, it’s incredibly important we have the foundations in place.


The old quote, ‘Direction is so much more important than speed. Many are going fast nowhere!’ is incredibly apt when it comes to setting up an ecommerce store.


So many people who have previously set up ecommerce websites have failed as they didn’t have a precise plan of action in place. Just throwing up any old store and populating it with tens of thousands of random products in the hope that something will sell was never a successful strategy and still isn’t now.


So today we’re going to go over why now is the perfect time to set up an ecommerce store, and how to choose the right market and the right products to sell to that market.


We’ll also cover how to name your store, whether to go the ‘general store’ or ‘niche store’ route (but I think you know where I stand on that one), some basic legal structuring stuff you need to keep in mind and an overview of the different business models available along with their pros and cons.


NOTE: If you already own a brick-and-mortar store, please don’t just skim through this chapter – there may be a few pointers worth checking out.





Why is now the perfect time for ecommerce?


In 2005, ecommerce was just 2.9 per cent of total US retail sales. Since then it’s averaged 15.75 per cent year-on-year growth so that in 2017, it was 9.1 per cent, with a likely 10 per cent growth again; it’s expected to touch 10 per cent by the end of 2018 (source: US Census Bureau).


UK ecommerce sales now account for 17 per cent of total retail sales and globally ecommerce accounts for approximately one tenth of global retail sales, or $2.29 trillion (that’s trillion with a ‘t’) during 2017 (source: Business Insider).


The percentage of users who have purchased something online is also increasing, from 58.3 per cent in 2016 to an estimated 65.2 per cent in 2021 (source: www.​statista.​com).


All these figures are only going to grow thanks to the following:


•  The number of computer- and online-savvy Generation Y-ers (Millennials) who are working their way up the corporate ladder and gaining more disposable income will increase as they get older.


•  More and more people are preferring to use their smartphone as their primary device for accessing the Internet. Back in November 2016, mobile web usage surpassed desktop web usage for the first time, which is no surprise considering you can buy a semi-decent smartphone for as low as $80 for browsing the web and making online purchases.


•  eCommerce stores can operate 24/7 – if someone wants to purchase a McWidget at 2 in the morning, they can and get that instant gratification.


•  eCommerce stores have the potential to reach a global audience (if that’s something you want, and even if it isn’t …). If a customer who normally lives in a locale you serve is on the other side of the world and suddenly realizes they forgot to order that McWidget for their mum, they can still order it from you and have it delivered to her, even though they’re tens of thousands of miles away.


So, what you have is a perfect storm of an ever-increasing number of potential customers who are used to purchasing online, at any time of the day and from anywhere in the world, from businesses who may be promoting themselves globally.


And don’t think this is limited to consumer-type ecommerce websites – business-to-business (B2B) ecommerce is about to be disrupted as well for the same reasons. Technologically confident Millennials are working their way up the corporate ladder, forcing the traditionally slow-moving $1trillion B2B ecommerce sector to rapidly keep pace. eCommerce is most definitely a trend that’s here to stay and grow in the years and decades ahead.


Which business model?


In the early days of ecommerce, the business model was simple: buy your products from a wholesaler, keep them in your home, garage or warehouse, upload your website, and fulfil the orders yourself.


Today there are various different models:


•  Traditional retail (the above)


•  Traditional retail with third-party fulfilment


•  Third-party retailing


•  Dropshipping


•  Print on demand


•  Retail arbitrage


Let’s look at them in more detail.


Traditional retail with third-party fulfilment


This is a great option if you want to take advantage of the pricing you get from purchasing in bulk but don’t have the physical space to store your stock or the staff to fulfil the orders.


In this model, you set up your ecommerce website as normal but when you purchase your stock you have it delivered to your fulfilment centre.


The pricing differs according to the company – some charge a flat fee for everything according to the square footage you take up in their warehouse and others break everything down (Goods In, Storage, Handling, Packing and Delivery) into separate pricing so you pay exactly for what you use and no more.
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There are plenty of ‘pick and pack’ services out there, just search for ‘fulfilment services’ in Google. Don’t forget to ask whether your goods are insured under their policy or whether you have to organize your own cover.
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Third-party retailing


Probably the best-known of this type of operation is Amazon’s FBA (Fulfilled By Amazon) programme. (Search Google for ‘Amazon FBA’ as the URL changes for each country.)


In this model, the retailer purchases stock and ships it directly to one of Amazon’s warehouses; they upload their stock directly to Amazon and sell directly from Amazon.


The positives for this model include:


•  No need for a website, warehousing, staff or logistics.


•  Everything is handled by Amazon.


•  Possible increased trust from customers purchasing through Amazon (a known company).


Negatives include:


•  FBA warehousing and shipping fees can take a sizeable chunk of the profits, depending on the size, weight and profit margin of the items sold.


•  You don’t have any control over managing logistics, and finding better providers isn’t an option.


•  Amazon has been accused of copying smaller vendors’ successful products and selling them directly from Amazon (see: http:/​/​fortune.​com/​2016/​04/​20/​amazon-copies-merchants/​). Whether it’s true or not, if you decide to go the FBA route you might want to have a Plan B … just in case.


Dropshipping


Dropshipping is when you transfer an order that comes in to your supplier and they ship directly from their location.


This is one of the most common ways to get started as it doesn’t require you to purchase and hold large quantities of stock and have all the accompanying costs (security, insurance, warehouse rent etc.). If you’re bootstrapping your project, then dropshipping can be an excellent way to get it off the ground for the minimum of cost.


Disadvantages of this model include:


•  You cannot create Amazon or eBay seller accounts and dropship. Both company’s Terms and Conditions state you must hold and ship the inventory yourself, so you will be forced to build your own website if you decide you want to go down the dropshipping route.


•  You have no control over whether your supplier sends extra sales material of their own with your product to your customer. You can ask for them not to, but unless you have a friend or family member place an order to test them, you won’t know.


•  If your supplier is in China and you’re dropshipping it from there, it can take anywhere from 10 to 21 days to reach the customer. This is something you need to make sure you communicate on your product sales page as well any legal requirement pages (Orders, Delivery & Returns etc.), so if you do get ‘Where is my order?’ complaints you can at least point them to your sales and legal pages for clarification.
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If you’re dropshipping from China (or somewhere else that may take a while to reach customers), add a phrase like ‘Please allow up to 21 days for delivery’ to your sales/legal pages.
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Print on demand


Thanks to advances in low-volume/bespoke printing tech bringing down production costs over the last few years, it’s now completely possible to start a fashion or lifestyle brand with nothing more than a handful of designs and a website.


Print on demand (PoD) is exactly what it sounds like: you can produce products with certain designs ‘onesy-twosy’ only when you make a sale.


It was popularized a few years ago with the PoD clothing company Teespring.​com, which allowed you to upload designs, create mock-up images and then sell them direct from the Teespring website. The clever twist to this was that you could add a countdown timer and a threshold of how many sales would be needed for the print run to be started. If the minimum number of orders wasn’t met, the t-shirt or hoodie never went to print and the customer was never charged.


This mix of exclusivity, scarcity and zero risk launched Teespring into the stratosphere within the tactic-hungry world of ‘Internet marketers’ who paired it with Facebook’s amazing Ads system to create dozens of five- and six-figure (and even in a few cases, seven-figure) businesses.


The PoD market got so hot after a couple of years, eventually Amazon wanted a piece of the action and came up with their own solution: Merch, where you can sell your branded t-shirts and hoodies with the extra benefit of Prime next-day delivery (see: http:/​/​merch.​amazon.​com).


NOTE: At the time of going to press (2019) it’s currently Invite-Only, but if you’re interested in this, definitely apply for an invitation for an account – even if you’re not ready to sell anything yet as there are long delays in the times when Amazon opens up access and then closes it again.


Today it’s not just t-shirts and hoodies you can print on demand: there’s socks, pillows, mugs, jewellery, mobile phone cases just to name a few. Just search Google for ‘print on demand clothing’ and you’ll have plenty of results come back from companies like Teespring.​com, GearBubble.​com, Printful.​com etc.


Retail arbitrage


For some people this is a controversial topic, but since this book is intended to be a primer for the newbie who is thinking about setting up an ecommerce store, it is included here.


If you are extremely risk-averse, then retail arbitrage has the potential to be the lowest risk and lowest cost entry into ecommerce you can get.


How does it work? Simple. You find stuff selling that’s underpriced in one area and flip it for sale somewhere else for more money. Here’s an example:


You find a new retro games console in your local department store that’s on special offer down from $59.99 to $29.99. You whip out your phone and check to see how much they’re selling for roughly on places like eBay or Amazon. If there’s enough interest and profit potential, you buy as many as you can afford and put them up for sale and pocket the difference.


It doesn’t have to be consumer electronics – it can be for anything. In the UK a great place to find bargains is the local ‘pound shop’. In the US, try Dollar Tree.


You can be in the shop with your Amazon or eBay apps open and scan the item’s barcode to see if the product is for sale on the respective website and how much they seem to average.


Imagine if you could buy something for £1 or $1 and sell it online for £5 or $5? Could you live with a 400 per cent mark-up? (I could!)


Again, buy as many of the product as you can afford and put them online for sale. If you find a good seller, go back to the store and buy some more or maybe even speak with the manager and ask if they’ll give you a discount if you buy in bulk (i.e. more profit per unit for you).


There are opportunities for retail arbitrage everywhere – thrift (charity) shops, closing-down sales. Ideally you don’t want to deal with single items, you want to purchase multiple cheap items with the potential to purchase more if a campaign is successful and really scale the campaign up.




Note


If you decide to mark up and sell products sold by other merchants on Amazon, eBay or similar online stores, make sure you handle customer support and refunds. It’s extremely unethical (and potentially illegal) to dodge that responsibility and pass it over to the merchant who will be even more out of pocket than normal, since the customer would have bought at your marked-up price.


So, if you decide to go down this route in the beginning, why not try reselling items from Dollar Tree or a ‘pound shop’ so no one needlessly loses any money, but the return on your investment can be much higher with much lower investment risk.





Picking your market


In this section I’m going to assume you’re starting from absolute scratch and do not have an established brick-and-mortar store.




Brick-and-mortar stores


If you have an existing brick-and-mortar store, rather than spending weeks and months (and likely a small fortune) paying a web developer to put your complete stock inventory online, go through your sales records, find the 5‒10 per cent of your stock you’d class as your year-round bestselling items and put those on your website first. Then work your way through the remaining 90 per cent of your stock 10 per cent at a time.


That way, you know what’s on your website is likely to sell, you’re not wasting time and money putting items on there that may never sell or at best every once-in-a-while and there’s less confusion and clutter for the visitor to wade through.


If you really want to, you can systematically put all your stock online over time, but at least your bestsellers are available first.





Finding your audience


Before you do anything else you need to figure out what you’re going to sell and who you’re going to sell to.


If you’re starting with zero experience, my advice is to start with a general store where you can test many different types of items and then when you find a winner, either transition that store into a niche ecommerce store or create a new niche ecommerce store and start selling your product from that.


During this book we’ll discuss the different paid and ‘zero-cost’ ways to get the word out about your new store. If you choose the right mass markets to intersect it becomes a lot easier to find and target the people who are likely to be the most interested in what you have.


And when it comes to paid advertising on these online platforms, the targeting options you have are nothing short of incredible. I’ll go more into detail about how you should find and target potential customers later, but as a quick example …




Intersect products


Some ecommerce store owners will sell ‘intersect products’ – items that cross two large mass markets. For instance, one intersect product might be mobile phone cases for cat owners.


So, you’ve got mobile phone owners (mass market 1) and cat owners (mass market 2).


One of the advantages of selling an ‘intersect product’ is it becomes a lot easier to target potential customers on Facebook and Instagram.


Using the idea of selling mobile phone cases with funny cat pictures on them, a target customer could be women in the US, 40+ years old, who have liked certain cat-related Facebook Pages and own an iPhone 7 Plus. In less than a minute in my Facebook Ads Manager, I can find and immediately target 5 million women who match these criteria. And that’s just in one country and just with one phone make and model. Multiply that by all countries and all mobile phone makes and models and you’ve got almost limitless potential.


This is why ecommerce (and especially paid Facebook and Instagram traffic) has been responsible for many ecommerce success stories over the last few years.


Anyway, I digress (I do this from time to time, apologies in advance) …





Product research


If you need some ideas about what to sell, it makes sense to look at what’s already selling and either jump on the bandwagon or see if there’s the possibility to intersect the idea with a mass market.


There are plenty of free and paid ways to research what’s selling so let’s go through them.


Free tools


Google Trends


You can tap into Google’s massive search data to find how overall topics and individual search terms are broken down into countries and cities if needed: https:/​/​google.​com/​trends.


Google Keyword Planner


Once you have a product idea in mind, you can go to Google’s own Keyword Planner tool and get specific keyword searches and a comparative data range of the number of searches that term gets every month and an estimate of how much it would cost per click on the ad: http:/​/​bit.​ly/​2GmbElH.


In addition to the number of searches, pay attention to the cost per click. Generally, the more specific the search term, the higher the click. If there are plenty of related search terms with ‘buyer intent’ (i.e. ‘[product] reviews ‘or ‘best [product] for item]’ that’s a good sign.


Note: When you start running adverts on Google, after a few days the Keyword Planner tool will return actual search volumes per month instead of ranges.


Amazon and eBay (various URLs)


A simple way to find out what’s selling is to go to the largest ecommerce websites and just search them. Amazon has a ‘Bestsellers’ section in each country:


•  UK: https:/​/​www.​amazon.​co.​uk/​gp/​bestsellers


•  USA: https:/​/​www.​amazon.​com/​bestsellers


The online auction site eBay has a ‘Top 10’ trending section and an ‘Explore’ section where you can see what’s happening in real-time. There are Trending and Explore sections in each country’s edition of the website. Examples include:


•  Trending USA: http:/​/​ebay.​com/​trending


•  Trending UK: https:/​/​www.​ebay.​co.​uk/​trending


•  Explore: https:/​/​explore.​ebay.​com (you can change country locations on there)


•  Watchcount: http:/​/​www.​watchcount.​com (all eBay countries)


Watchcount is a separate website where you can category and keyword search through all current eBay auctions on all eBay country websites and see the results ranked by the number of people watching the item (i.e. if hundreds or thousands of people are watching a mass market item that isn’t a one-off, that’s potentially a product you could sell).


Chinese ecommerce websites


Owned and run by billionaire Jack Ma, the AliBaba Group operate two of the largest ecommerce websites on the Internet:


•  http:/​/​www.​alibaba.​com


•  http:/​/​www.​aliexpress.​com


You will regularly find the same products on both websites, with Alibaba.​com focused towards businesses buying stock in bulk quantities and AliExpress.​com being more focused towards individual purchases by consumers.


However, as previously mentioned, it’s common for ecommerce businesses who are bootstrapping to use AliExpress to dropship products to customers directly without the need to hold stock.


Product ideas can be searched on Alibaba and AliExpress and the results ordered by the amount of stock sold. The more sold, the more demand there is for the product.


AliExpress also has Bestseller and Hot Product sections for more ideas:


•  https:/​/​bestselling.​aliexpress.​com/​en

OEBPS/images/cover.jpg
NICK SMITH

ECOMMERCE

Selling online in seven simple steps





OEBPS/images/common.jpg





OEBPS/images/P003-001.jpg
Teach
Yourself





OEBPS/images/line1.jpg





