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e-Commerce Strategies 

 DIY (Do It Yourself) Systems 

 CMS (Content Management Systems) 

 Outsource Everything 

 In-House Development 

 Software Customization 

 

 Examples: 

◦ www.shop.samsonite.com 

◦ www.smartpak.com 

◦ www.newegg.com 



Shop.Samsonite.com 



Samsonite on Facebook 



Samsonite on Facebook Today 



Facebook Page 

 Timeline Cover Image 
◦ Optimum Size 851px  X  315px 

◦ Change it to keep it fresh 

◦ Follow FB Rules 

 Branded Profile Image 
◦ Optimum Size is 180px  X 180px 

◦ Images better than text 

 Posts 
◦ Short 

◦ Engaging – Ask simple questions 

◦ Include links 

◦ Include CTA – Call To Action 

◦ Use images or videos 



Timeline Cover Image - Rules 

 No Prices 

 No Purchase Info 

 No Contact Info 

 No Referring to “Like” or “Share” 

 No CTA – “Tell your friends.” 

 No Promotions or Ads (except events) 

 Mostly Image vs. Text 



Samsonite on Facebook Today 



Samsonite on Facebook Today 



Samsonite on Facebook Today 



Samsonite powered by Amazon 



Samsonite - Outsources 

 Manufacturing to Asia 

 Fulfillment to Amazon 

◦ Order processing 

◦ Warehousing 

◦ Shipping 

◦ Returns 

◦ Payment Processing 

 Customer Service to 3rd Party Call Center  



Samsonite Back Office 



SmartPak.com 



SmartPak Pharmacy 



SmartPak Builder 



SmartPak Facebook 



SmartPak Facebook 



SmartPak Facebook - Pinterest 



SmartPak - Pinterest 



SmartPak - Pinterest 



SmartPak - Pinterest 



SmartPak - Pinterest 



SmartPak - Pinterest 



SmartPak Back Office 



Pinterest 



NewEgg.com 



NewEgg - Facebook 



NewEgg – Facebook Today 



NewEgg – Facebook Today 



ASPDotNetStorefront - Partners 



ASPDotNetStorefront.com 



ASPDotNetStorefront - Prices 



StainedGlassExpress.com 



StainedGlassExpress.com 



StainedGlassExpress.com 



StainedGlassExpress.com 



X-Cart Shopping Cart 



PrestaShop Shopping Cart 



O&P Glass  

 One of 3 commercial glass 

subcontractors in Maine 

 Large multi-million $ projects are ~90% of 

their revenue 

 30+ years in business and growing 

 Everything glass – windows, auto glass, 

skylights, bath enclosures, blast mitigation 

glazing, sun rooms, garage doors, etc. 

 



O&P Glass - Objectives 

 Improve image and visibility to out of 

state contractors 

 Showcase portfolio of projects 

 Create stronger association with Augusta 

market (from Manchester, Maine) 

 Eliminate confusion between commercial 

and retail divisions 

 



AugustaMaineGlass.com 



AugustaMaineGlass.com 



AugustaMaineGlass.com 



AugustaMaineGlass.com 



AugustaMaineGlass.com 



AugustaMaineGlass.com 

OPGlass.com 

Keywords:    “Augusta”    “Maine”    “Glass” 

Exact Match Domain = augustamaineglass.com 



AugustaMaineGlass.com 

OPGlass.com 



AugustaMaineGlass.com 

OPGlass.com 



AugustaMaineGlass.com 

OPGlass.com 

Sept. 15, 2012 –   

 augustamaineglass.com   launched 

 

Sept. 27, 2012 –  

 Google rolls out update to Panda Algorithm 
 targeting EMD. 

 

AugustaMaineGlass.com tanks in Google results.  

 



Search “Augusta    Maine    Glass” 

Google:    opglass.com ranks #3 

(blacklists     augustamaineglass.com) 

 

Bing:  augustamaineglass.com #1 

 

Yahoo: augustamaineglass.com #1 



Google Refines Panda 



Search “Augusta    Maine    Glass” 



Search “Augusta    Maine    Glass” 



Search “Augusta    Maine    Glass” 



AugustaMaineGlass.com 

OPGlass.com 

Google Lessons 

 EMDs are okay BUT….. 

◦ Keep content valuable, original, relevant, and quality. 

◦ Look natural.  Penalty if you “over-optimize”.  

◦ Don’t pack keywords (2% density seems to work best). 

◦ Don’t link farm or use spammy-looking backlinks.  

◦ Link to authority sites that enhance reader experience. 

◦ Use internal links if you have lots of content. 

◦ Go social – Acceptance is proof that content is useful. 

◦ Google likes images and video. 

 



Working with Web Developers 

 DIY (Do It Yourself) Systems 

 Brochure Sites + 

 CMS (Content Management Systems) 

 Outsource 

 In-House Development 

 Software Customization 

 

Remember: Register your domain yourself! 

 

 



Web Developer Advantages vs. DIY 

 Expertise 

 Personal Consultation 

 Custom Design 

 Web Service Applications 

 Fast Deployment 

 Marketing Support 

 SEO 

 Scalability 

 Ownership 

 Technical Support 

 Your Time and Opportunity Costs 



Web Developer Options: 

In Person & Local vs.  Online Services 

 Expertise 

◦ Local –  Get credentials from meeting. 

◦ Online – Often anonymous and unknown. 

 Personal Consultation 

◦ Local – Yes.  Can get to know your business. 

◦ Online – Limited. 

 Custom Design 

◦ Local – Yes.  

◦ Online – Works from templates. 

 



Web Developer Options: 

In Person & Local vs.  Online Services 

 Web Service Applications 

◦ Local –  Usually anything is possible. 

◦ Online – Restricted. 

 Fast Deployment 

◦ Local – Yes.  Can adapt to your needs. 

◦ Online – Yes.  According to their specifications. 

 Marketing Support 

◦ Local – Yes.  Based on what you need/want. 

◦ Online – Coupons. 

 



Web Developer Options: 

In Person & Local vs.  Online Services 

 SEO 

◦ Local – Customized. 

◦ Online – Limited.  

 Scalability 

◦ Local –  Yes. 

◦ Online – Usually. 

 Ownership 

◦ Local – You.  

◦ Online –  Subscription.  You cannot download/transfer the site. 

 Technical Support 

◦ Local – Yes. Phone, Email, Chat 

◦ Online – Yes.  FAQ, Forums, Chat, Email, Phone 

 



What to Ask a Web Developer 

 Where will my site be hosted? 

 How much bandwidth will my site have? 

 How much disk space will my site have? 

 How many email accounts can I have? 

 Are MySQL and MS-SQL databases 
included? 

 Do you provide a control panel? 

 Who owns the files? 

 How many ftp accounts can I have with 
upload and download rights? 

 What support is included? 



Privacy – Facial Recognition  
http://www.youtube.com/watch?v=l_nacxK2U1M&feature=related 



Privacy – Facial Recognition 
http://www.youtube.com/watch?v=HoiTGm7--Q0 



Google’s New Privacy Policy 

 Updated March 1, 2012 

 Covers All Google Platforms: 
◦  Search 

◦ G-Mail 

◦ YouTube 

◦ Google Maps 

◦ Google+ 

◦ Chrome 

◦ Android OS 

◦ Wallet 

◦ Picasa 

 



Google’s New Privacy Policy 

 Information Collected 
◦ Name 

◦ Email  

◦ Phone Number 

◦ Credit Card 

◦ Photo 

◦ Hardware Model and Identifiers 

◦ Search Queries 

◦ Phone Calls – Who You Call/Time/ Date/Length 

◦  GPS or WiFi Connection to Identify Location 

◦ Email tracking with Pixel Tags (Web Beacons) 

 

 



Collusion  
http://www.privacyscore.com/ 



Collusion  



Collusion 



Collusion  



Collusion  



Collusion  



Chill Zone – Welcome Page 



Chill Zone – Welcome Page 



Cumberland Farms Chill Zone 
 Targeting Teenagers 
◦ Weekly giveaways 

◦ Facebook Ads 

◦ Free “Chill Zone Day” Challenge 
 Get to 50,000 fans 

 Reached 70,000 fans in 3 months 

 Continuing Engagement 
◦ Polls 

◦ Solicit flavor suggestions 

◦ Grand opening events tied to fundraisers 

◦ Photo contests 

◦ Database with profile information 

◦ Email blasts 

◦ Text messages 

 



Chill Zone - Wall 



Chill Zone – About Us 



Chill Zone – “Customer Service” 



Chill Zone - Probable Objectives 

 Immediate sales boost – Free Chill Zone 

Days produced increased revenue and 

profits. 

 Targeted ongoing promotions 

 Build brand loyalty 

 Lifetime value of young fans 

◦ Gas buyers when old enough to drive 

◦ Eventually become convenience shoppers  



229 Facebook Friends 

Source:  Pew Research State of Social Media: 2011    12/14/11 



Why Do People Use Facebook? 

The need to belong  

 

The need for self-presentation 

Source:  Nardkarni and Hofmann, Boston University  

 Personality and Individual Differences,  2/2012 



Major Reasons People Use Social Media 

 67%  Staying in touch with current friends. 

 64%  Staying in touch with family members. 

 50%  Connecting with old friends you’ve lost 
touch with 

 14%  Connecting with others with shared 
hobbies or interests 

 9%  Making new friends 

 5%  Reading comments by celebrities, 
athletes, or politicians 

 3%  Finding potential romantic or dating 
partners 

Source:  Pew Research Why Americans Use Social Media  11/15/11 



Less than 3% Say They Use Social Media to Connect 

with a Brand or Make a Purchase 

 Does that make Social Media ineffective 

for marketing and advertising? 

 Do people say they use these media to 

“connect with a brand or make a 

purchase”? 

◦ TV 

◦ Radio 

◦ Newspaper 



Social Media is Where People Are 

 Today more people will spend more time 

on Facebook than on all these sites 

combined: 

◦ Google 

◦ Yahoo 

◦ MSN 

◦ Amazon 

◦ YouTube 



World’s Largest Cocktail Party 

 Anyone can talk to anyone 

 Join any topic of conversation 

 

 Instead of a few conversations with a 

handful of people, you can have many 

more conversations with thousands of 

people. 

 
Metaphor by Dave Kerpen,  Likeable Media 



Facebook as a Front Porch 
 Meet people as they walk by on the way to 

the library of theater 

 Offer them a glass of lemonade 

 Add value first to give them a reason to 
want to spend time with you 

 Engage and exchange thoughts 

 

 Facebook like the front porch is not a 
marketplace 

 People don’t go there to shop  

Metaphor by Perry Marshallia 



Push vs. Pull Marketing 

 Push Marketing 

◦ Traditional TV,  radio,  newspaper,  AdWords 

◦ You control the message 

 Pull Marketing in Social Media 

◦ Go where ideal customers are  

◦ Listen 

◦ Engage 

◦ Customer is in control 

◦ Let customer pull you in 

 



How to Get Pulled In 

 Find ways to listen 

 Engage and entertain 

 Show what is unique 

 Tell stories about who you are and what you 
do that is special 

 Give value 

 Don’t try to sell 

 Be responsive 

 Make yourself likeable and interesting 

 Let them opt for you 

 When ready your customer will choose you 



Facebook Ads 



Facebook Ads 



Facebook Ads 



Facebook Ads 



Facebook Ads 



Facebook Ads 



Facebook Ads 



Facebook Ads 



Facebook Ads 



Facebook Ads -  A/B Testing 



Facebook Ads – A/B Testing 



Facebook Ads – A/B Testing 



Facebook Ads – A/B Testing 



Bidding Strategies 

 Facebook formula: 

◦ Amount bid 

◦ Performance of ad 

◦ Space available 

◦ Minutes left in the day 

◦ Budget limitations 

 

Sometimes they just mix things up! 



Bidding Strategies – Fast Start 

 Bid 2 cents higher than the minimum 

suggested bid. 

 Check every few hours.  If suggested bid 

has decreased, lower your bid. 

 Continue until ad fatigues. 

 Ignore any increases in suggested 

minimum bid. 

 Only raise bid if ad stops for 24 hours. 

 



Bidding Strategies - Testing 

 Bid 5 cents. 

 Wait 24 hours.  If ad hasn’t been displayed 
add another 5 cents. 

 Repeat until your ad displays. 

 Decrease by 1 cent an hour. 

 If ad stops revert to last working bid. 

 If still not running add 5 cents and repeat 
process. 

(You may need to use 10 cent or 20 cent 
increments.  Experiment.) 



Placing a Facebook Ad 

Impressions = Reach  x  Frequency 



Placing a Facebook Ad 



Placing a Facebook Ad 

CTR = Clicks  /  Impressions 



Placing a Facebook Ad 



Facebook Campaign 



Placing a Facebook Ad 

 Advantages of Facebook Advertising 

◦ Highly Targeted 

◦ Testing and Experimenting 

◦ Low Cost 

 Disadvantages 

◦ Requires Fine-tuning 

◦ Takes Time 

 



Passion Factor 

 Consider the passion potential of your 
products or services to adjust your 
expectations.  

 

 People are less passionate about most 
necessities than they are about things they love 
– their dogs and kids. 

 

 A picture of a cute puppy gets more likes than a 
picture of the lawyer of the year. 



Expectations 

 Facebook gets an average of 75-80 cents 

per click. 

 

 Average CTR is 0.04%   

 

 Check CTR after 2,000 reach. 

 

 Check Ad for conversions after 20 clicks. 



Facebook Tips 

 Successful Facebook advertisers change 

their ads every 12 days on average to 

avoid fatigue. 

 

 Hold successful ads for 90-120 days and 

then rerun them. 

 

 Judge ad after about 20 clicks. 

 



Facebook 2012 

 Revenue: 

◦   $5.1billion  - up 37% 

 R&D Investments: 

◦   $1.4 billion  -  3.5 x 2011 

 Mobile Ad Revenue as a % of Total: 

◦    23%  Q4    14%  Q3 

 



Facebook 2012  

 Monthly Active Users  - up 25% YOY 

 

 Daily Active Users -  up 28% YOY 

 

 Mobile MAU – up 58% YOY 

 

 Mobile DAU exceeded Web DAU for the 

first time in Q4. 



Steve Jobs 

 “It is not the responsibility 

of customers to know 

what they want.”  



Ideal Customers/Clients/Audience 

? 



Praeto Principle 

 80% of the effects come from 

20% of the causes. 

 80% of your sales come from 

20% of your customers. 

 80% of your profits come from 

20% of your customers. 

 Your ideal customers are found 

in the 20% 

 

Vilfredo Praeto 

1848 - 1923 



How to identify the 20% 

 Mine sales history and select top profitable 
customers. 

 Identify anecdotally your most enthusiastic 
and profitably customers – advocates. 

 Identify someone who you think would be a 
high value ideal customer. 

 “Spy” on a successful competitor to spot 
ideal customers. 

 Maybe ideal customers are identified in your 
mission statement.  

 



Get to Know Your Ideals 

 Narrow it down to 2-5 representative 

ideals – specific people you can meet. 

 Take them to lunch. 

 Interview them. 

 Don’t ask them to make suggestions. 

 Get to know as much as you can about 

them – Profile them. 



Profile the Ideals 
 Demographics (age, sex, income, location, 

education, ethnicity, family status) 

 Beliefs (political, religious, cultural) 

 Interests (sports,  hobbies,  travel,  social 
groups) 

 Employers,  Schools Attended,  Job Titles, 
Places Lived,  Birthday 

 Likes (books, magazines, tv, movies, music, 
celebrities, food, memberships, cars etc.) 

 Habits, routines, social networks, online 
behavior, devices they use to access internet. 



Target Ideals 

 Match Ideal to Social Media 

◦ Pick social networks to use based on how 

their profiles compare with Ideals 

 Run Targeted Facebook Ads 

◦ Precise Targeting 

 Build Email List 

 Retention Strategies 



Matching Social Media 

Source:  Quantcast.com 



Matching Social Media 

Source:  Quantcast.com 



What Works -  FB Ads 

 Head shots better than logos or other 

images. 

 Attractive women work best. 

 Images with text work also. 

 Include a link 

 CTA – Call To Action 



Targeting Likes 

 Use Facebook Search to find fan pages 

and use them as keywords for “Precise 

Interest” targeting. 

 Look for topic magazine pages on 

Facebook. 

 

 Also…. Like these pages. 

 

 

 



More Precise Interests 

 Follow the “Chain of Likes” 

 Use Facebook suggestions when entering 

an interest term. 

 Get more suggestions with alphabet 

search. 

 Search Amazon for books and authors 

based on your topics.  Look for fan pages 

on Facebook. 



More Precise Interests 

 Find a topic magazine and look for right 

angle ads to find related psychographics. 

 Do a Google search and look at the 

related searches for other keywords. 

 Find common interests that your target 

audience likes – music, books, etc.  that 

might not be directly related. 

 



Bidding Strategies 

 Facebook formula: 

◦ Amount bid 

◦ Performance of ad 

◦ Space available 

◦ Minutes left in the day 

◦ Budget limitations 

 

Sometimes they just mix things up! 



Bidding Strategies – Fast Start 

 Bid 2 cents higher than the minimum 

suggested bid. 

 Check every few hours.  If suggested bid 

has decreased, lower your bid. 

 Continue until ad fatigues. 

 Ignore any increases in suggested 

minimum bid. 

 Only raise bid if ad stops for 24 hours. 

 



Bidding Strategies - Testing 

 Bid 5 cents. 

 Wait 24 hours.  If ad hasn’t been displayed 
add another 5 cents. 

 Repeat until your ad displays. 

 Decrease by 1 cent an hour. 

 If ad stops revert to last working bid. 

 If still not running add 5 cents and repeat 
process. 

(You may need to use 10 cent or 20 cent 
increments.  Experiment.) 



Revenue Model Based Advertising 

 What is working for you now? 

◦ Email blasts 

◦ E-commerce  

 Storefront 

 Popular product 

◦ Text messaging 

 



Email Blasts 

 Profile high value email subscribers. 

 Target Facebook at to that segment. 

 Direct clicks to form page to collect email 

address with promise of promotions.  

◦ Facebook fan page 

◦ Web site 

 Send email promotions. 

 Customer responds 



E-Commerce 

 Profile high value customers. 

 Target Facebook ad to that segment. 

 Direct clicks to… 

◦ Storefront Page 

◦ Particular Product Page 



Text Messaging 

 Profile high value coupon customer. 

 Target Facebook ad to that segment. 

 Direct clicks to a form page to collect 

mobile phone number with coupon offers.  

◦ Facebook fan page 

◦ Web site 

 Send coupons via text. 

 Customer responds 



Building a Strategy - Opportunities 

 What revenue model is working now? 

 How can social media advertising help 

you build traffic in existing channels? 

 

 What new revenue models are possible? 

 How can they fit into the business model 

and compliment other revenue models? 



Building a Strategy - Hub 

 Where will the “hub” of business activity 

be? 

◦ Website 

◦ Social media site 

◦ Mobile web 

◦ Offline Retail 



Building Strategy – Primary Links 

E-
Commerce 

Site 

Facebook 
Page 

Facebook 
Ads 

Email Blasts 

Other Social 
Media 

Retail 

Brochures, 
Letterhead, 

Business 
Card 

Traditional 
Advertising 



Building Strategy – Secondary Links 

E-
Commerce 

Site 

Facebook 
Page 

Facebook 
Ads 

Email Blasts 

Other Social 
Media 

Retail 

Brochures, 
Letterhead, 

Business 
Card 

Traditional 
Advertising 



Putting It All Together – First Step 

 Define your existing revenue model. 

 

 What is working best now? 

 

 What needs to be working better? 

 

 Which opportunities in the new 
environment best compliment what is 
working now? 

 

 



Putting It All Together – Opportunities   

 How important are each of the best 

opportunities (identify realistic benefits)? 

 What existing resources can be used?  

 What will each cost (research)? 

 To implement? 

 To maintain? 

 How much time will each take (budget your 

time and decide who does what)? 

 To implement? 

 To maintain? 

 

 

 

 

 



Putting It All Together - Prioritize 

  Prioritize the opportunities – the most 

benefits with the lowest costs. 

 Determine the primary and secondary 

links between existing and new elements 

for each opportunity. 

 Re-evaluate the costs and create a budget 

for each of the best opportunities. 

 

 



Putting It All Together - Implement 

  Establish a realistic timeline to act on 

each of the opportunities. 

◦ By priority 

◦ By business cycles 

 For each opportunity detail the sequence 

of steps necessary. 

 Involve everyone in the organization and 

make sure everyone is committed. 

 

 



Putting It All Together - Implement 

  Establish a realistic timeline to act on 

each of the opportunities. 

◦ By priority 

◦ By business cycles 

 For each opportunity detail the sequence 

of steps necessary. 

 Involve everyone in the organization and 

make sure everyone is committed. 

 

 



Putting It All Together – 

Continuous Improvement 



Final Thoughts 

 Change is rapid. 

 Be alert to new opportunities. 

 Listen.  

 Do what it takes to be likable.  

 Don’t push. 

 Provide value first. 

 Your customers have more control than 

ever before.  


