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About me 

● NZ Community Manager for Shopify

● I’ve been using Shopify for my own 
business, BODYFX since 2012
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At a 
Glance 1.7M+

merchants

$314B
sales on Shopify

175+
countries

7K+
employees
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Our 
Brands



Our 
Brands



57%
Increase in online spending

1.36M
Tried Online Shopping in 2020

46%
Australian Consumers Shopping Online

16.3%
Australian market’s total retail sales 

(excluding Cafes and Restaurants) 
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Ecommerce 
2020 in 
Australia



If you're not out selling, you’re being outsold



If you're not selling online, you’re being outsold



Merchant examples01
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● Digital to ecommerce

● Greatest success story for the past 
two years 

● I have paid the rent before I have 
opened the door!
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● From  B2B Wholesale to DTC

● Customers have direct relationship 
with brand!

● So much competition they had to 
enter market
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● Retail to ecommerce [Covid] 

● Lockdown hit, no income

● Now equals 35% of revenue
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Fundamentals of 
Ecommerce



What is ecommerce? 
Lets define it. 



What is ecommerce? 

buying and selling of goods 
or services using the 
internet - 



What is ecommerce? 

buying and selling of goods 
or services using the 
internet - 

Sellin
g to  your customers 

wherever they are



Types of Ecommerce Models
● Business to Consumer (B2C)

● Business to Business (B2B)

● Consumer to Consumer (C2C)

● Consumer to Business (C2B



Examples of Ecommerce
● Retail: The sale of a product by a business directly to a customer 

without any intermediary.

● Wholesale: The sale of products in bulk, often to a retailer that then 
sells them directly to consumers.

● Dropshipping: The sale of a product, which is manufactured and 
shipped to the consumer by a third party.

● Crowdfunding: The collection of money from consumers in advance of 
a product being available in order to raise the startup capital necessary 
to bring it to market. 

● Subscription: The automatic recurring purchase of a product or service 
on a regular basis until the subscriber chooses to cancel.

● Digital products: Downloadable digital goods, templates, and courses, 
or media that must be purchased for consumption or licensed for use.

● Services: A skill or set of skills provided in exchange for compensation. 
The service provider’s time can be purchased for a fee.

●



What are the pros of 
incorporating ecommerce into 

your business model?  



Ecommerce Positives

● Low Costs

● Flexibility and Speed

● Data

● Can Broaden Your Brand

● More Convenient

● Increase Your Reach

● Gives You Marketing Opportunities

● Scalable



What are the cons of 
incorporating ecommerce into 

your business model?



Ecommerce Negatives

● The MC hammer effect (YOU CANT TOUCH THIS!)

● Keeping up to date (MORE WORK)

● So many platforms



What does solid 
Ecommerce look 
like?



Ecommerce Equation
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THREE STRATEGIC AREAS

TRAFFIC

CONVERSION 

RETENTION



TRAFFIC
How are people getting to your site? How are you 
driving them to your site? 

● Run paid social media ad campaigns
● Engage in conversation on social media
● Reach new audiences with influencer marketing

● Attract customers with content marketing
● Use SEO to increase your store’s discoverability

Check this guide

https://www.shopify.ca/blog/how-to-increase-website-traffic


CONVERSION
How can we convert the visitors to our website? What 
is a conversion? 

● Are your hero images high quality and on brand? 
● In your site easy to navigate? 
● Does your landing page represent your brand? 

● Do you have all the relevant pages you need to 
give confidence? 

● Is your site frictionless?

Check this guide 

https://www.shopify.ca/blog/product-page-increase-conversions


RETENTION
How are we going to retain our customer? How are we 
going to get them coming back for more? 

● Amazing Customer Service
● Customer Loyalty program
● Engaging Email marketing 

● Discounts and incentives to encourage 
customers to come back

Check this guide

https://www.shopify.ca/blog/customer-retention-strategies


FOUR CORNERSTONES

TECHNOLOGY

INVESTMENT 

PRODUCT

CUSTOMERS



TECHNOLOGY
● Secure, reliable, scalable and proven technology

● Multichannel, device, language and currency 
capabilities

● User-friendly with an expansive and innovative 
features list



INVESTMENT
● Investment in people (Education)

● Investment in product

● Investment in marketing



PRODUCT
● Competitive pricing or uniqueness

● Expanding your product range, categories and brands

● High-quality product information, images and data as 
well as useful content.



CUSTOMERS
● High-quality customer service

● A focus on customer acquisition

● A focus on customer conversion and retention



These steps are always iterative 
and are never finished. Keep doing 
the mahi and the treats will follow.



Tips and Tricks to 
consider



12 actionable takeaways you 
can use to set up, power up, 
and optimise your online store 
now and into the future.
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Set up



Set up
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1 2 3 4
Plan Domain Platform Mobile first
Take the time 
to write a 
business plan

Secure your 
domain early

Choose the 
right platform 
based on your 
needs

Mobile 
before 
desktop



Planning

30%
Businesses grow faster and are more 
successful than those that didn’t plan

2.5
More likely to achieve viability
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Set up
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Set up

45

1 2 3 4
Plan Domain Platform Mobile first
Take the time 
to write a 
business plan

Secure your 
domain early

Choose the 
right platform 
based on your 
needs

Mobile 
before 
desktop



Set up
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1 2 3 4
Plan Domain Platform Mobile first
Take the time 
to write a 
business plan

Secure your 
domain early

Choose the 
right platform 
based on your 
needs

Mobile 
before 
desktop



55%
Bought online after discovering 

on social media

62%
Are less likely to purchase from a 

negative experience

90%
Use multiple devices

67%
Mobile sales BFCM 2020
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Build for 
mobile
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Power up



Power up
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5 6 7 8
Email 
marketing

Cross 
sells

Free 
shipping 
threshold

Payment 
providers



Collect emails with 
incentivised email popup
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Increasing value for the 
customer by promoting 
related products.
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48% of consumers will add 
additional items to their 
carts to qualify for free 
shipping.
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Give your customers as 
many options to pay as 
possible

53



54

Optimise



Optimise
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9 10 11 12
Homepage 
formula

Shipping 
options

Transactional 
emails

Social 
proof



1. Powerful impact statement*

2. Deeper explanation of your product 

3. Call to action (after every major section)*

4. Display people with your product 

5. Trust icons *

6. Empathy piece (what do people search for?)

7. Social proof *

8. Point of difference (why choose us?)

9. List your products/services benefits

10. Easy to deal with your business

11. Show how the product is easy to use 

12. Product or service guarantee 

13. Your  ‘why’ & story

Landing Page 
Formula
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What does an 
effective 
landing page 
look like? 
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https://theawesomeinc.com/
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https://theawesomeinc.com/
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https://theawesomeinc.com/


Summary

If you are not selling online you are being outsold.

Set up:
● Plan: take the time to write a business plan

● Domain: secure your domain early

● Platform: choose the right platform [Shopify]

● Mobile: build for mobile > optimise for desktop

Power up:
● Email marketing: collect emails then employ an email marketing strategy - 6.05% Conversion

● Cross sells: a cross sell strategy helps increase AOV and increases value for the customer 

● Free shipping threshold: increase threshold to help increase AOV

● Payment providers: give your customers many options to pay you. BNL, Paypal

Optimise:
● Homepage formula: follow the formula, most importantly trust icons

● Shipping options: explain your shipping options in full detail at the check out

● Transactional emails: design beautiful transactional emails and stand out

● Social proof: 88% of consumers trust user reviews as much as personal recommendations

61

https://www.shopify.com.au/


If you would like a copy of the presentation
Email julian.bartram@shopify.com 

Shopify.com.au  

mailto:julian.bartram@shopify.com
https://www.shopify.com.au/

