
Why is marketing for e-commerce different?
So, you’ve found your niche, set up your online business, and traffic is flowing. Or you are still 
searching for your niche but decided to start with a low-investment landing page to see if your idea 
will work. Regardless of where you stand with your e-commerce idea, there are marketing strategies 
designed to help you optimize conversions and grow your sales volume.

E-commerce marketing is the marketing strategy designed to drive awareness and action toward a 
business that sells a product or service online. Compared to traditional marketing, e-commerce 
marketing tends to focus more on data analysis, conversions, and retargeting rather than brand 
awareness that is not always measurable. This said, boundaries are often blurry and many 
businesses do not make a clear distinction between e-commerce marketing and branding - 
ultimately, it all contributes to driving sales.

The e-commerce sector has grown massively in recent years. In the first year of the pandemic, 
e-commerce grew by nearly 34% globally, reaching a value of nearly USD 800 billion. The trend 
continued to grow with more and more people getting used to shopping online - in 2021 the 
e-commerce market surpassed USD 900 billion in value. With the growth of demand comes the 
growth of competition, and if you want to stay ahead of the curve simply offering a great product 
will not be enough.

E-commerce Marketing
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6 reasons you should invest in e-commerce marketing

 1.  Boost in brand awareness
 2. Increase in traffic to your website
 3. Convert visitors into customers
 4. Reengage visitors who have come across your brand  
     in the past
 5. Upsell to increase average order value and customer  
     lifetime value
 6. Reactivate past customers through timely   
     communication

In short, developing a great product is no longer enough to 
succeed in the competitive e-commerce market. To optimise 
your sales you need to invest in your marketing. There are 
different ways to do so - let’s dive into it.

E-commerce marketing is an essential part of any digital business selling products or 
services for many reasons. Here are the key effects a good e-commerce marketing 
strategy will deliver to your business:

In this booklet, we will focus on the areas of e-commerce marketing 
that are measurable through data and that digital businesses of any 
size can implement. As a remote marketing agency, Mowgli has 
helped dozens of companies operating in a variety of sectors - food & 
beverage, tech, medical - grow by applying these strategies.

From content marketing to email automation and customer service, 
you will learn the critical areas that will help you enhance your 
company's brand image while increasing conversions. Needless to 
say, this guide is not comprehensive and every solution should be 
modeled around your specific sector and goals.

Some businesses emphasize SEO and social media marketing as part 
of their overall strategy, while others will prioritize email marketing 
campaigns that require more planning but less maintenance. With all 
these components in your arsenal, the sky is the limit when it comes to 
growing your online business. Happy selling!
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Key Terms
Buyer persona
To build an effective marketing strategy, you need to know who your potential customer is. As you define 
your perfect customer through surveys and research you will obtain the list of characteristics that form 
your “buyer persona” - your ideal customer. Gender, age, job, habits, hobbies, spending capabilities are 
all elements that help you form an image of different buyer personas, and therefore your target 
audience. 

ROI
One of the indicators of the success of a marketing strategy is ROI - Return on Investment. It’s a simple 
formula which helps you identify whether you are moving in the right direction by checking how much 
you have spent on marketing and how much you are getting back in terms of revenue. If the result is 
positive it means your strategy is working.

KPI
Key Performance Indicators are the metrics your marketing strategy is built on. They change over time 
and vary from business to business, but when well defined they will help you measure your performance 
based on a number of factors such as click-through rates, conversions, cart abandonment rates, churn, 
and more. 

ROAS
When we talk of Return on Ad Spend (ROAS) we refer to a calculation similar to ROI, but focused 
specifically on advertising. To know if your ads are working or whether you should change the channel, 
message or audience you should calculate the proportion between investments and returns. By 
comparing the ROAS of different campaigns you will be able, over time, to determine which promotion is 
more cost-effective.
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1. Advertising
Endless advertising possibilities exist on the market, but in this section, we will focus on 
online advertising. Online advertising can consist of paid ads placed on channels such as 
search engines, social media, or privately-owned publications or content production 
meant to be shared or found by users on various channels.

Social media advertising
The quickest way to reach your desired audience is to target them on social media 
platforms through ads designed to attract their attention. Social media ads can become 
particularly effective when one invests in testing: try out different images, videos, and text 
to establish which ad will generate more leads.

After defining the audience by age, geographical location, and interests, fine-tuning ads is 
an important part of crafting a marketing campaign; and data is an essential part of the 
process. Looking at clicks and engagement rates, it is possible to identify and select the 
perfect message to display to your audience, which will bring more contacts and 
conversions.

Typically, a social media ad will redirect to a landing page which will contain one, specific 
call to action (CTA). A call to action can be a request to sign up for a newsletter, book a call 
or complete a purchase.

The 5 pillars of 
e-commerce marketing
Setting up an effective marketing strategy for your e-commerce store involves many 
different elements that have to work together to allow you to reach your goals. Deciding 
what your goals are, therefore, should be the starting point. Before you begin marketing 
your product or service, you should have clear answers to these questions:

 What type of people make up your target audience?
 Where are they based and how can they be reached?
 What is the demand for your product/service?
 What problem are you trying to solve?
 What companies are you competing with?
 What is your marketing budget?

Once you’ve answered these questions you can begin planning the different stages of 
your marketing plan to get people to know you and, ultimately, buy your products.

Page 4



Content marketing
Content marketing involves the production of textual, visual or audio content, usually 
self-hosted and that your audience can reach freely.. There are various reasons why you 
should invest in content production: it’s a powerful tool to explain what your product or 
service is about, it can function as a storytelling device to build interest toward what you 
are doing, and it can help you rank on search engines.
Content marketing can range from writing blog posts to producing podcasts, landing 
pages, videos for YouTube, and more. While content is usually meant for your own channels, 
strategies can also involve guest posting on third-party websites in order to reach a wider 
audience or gain backlinks.

SEO
Search Engine Optimization (SEO) is often central to an effective content marketing 
strategy. With SEO, we refer to the solutions adopted by marketers to make it easier for 
people to find a specific website when typing a set of keywords in search engines. SEO 
involves crafting content that is designed to be found online when users look for an answer 
to a query.

There are various ways to enhance your presence on search engines, including optimizing 
your homepage and product pages for relevant keywords, starting a blog where you 
regularly publish content meant to answer recurring questions and provide information 
people look for. 

SEO tools useful to boost your ranking are:

Influencer & affiliate marketing
Another way to make your brand known to a larger public is to rely on external 
platforms such as third-party publications or influencer profiles. Both these options will 
allow you to show your product to audiences that you might not have the means to 
reach on your own, with a recommendation from a trusted member of a community, 
which will present your brand to their audience in exchange for a commission.
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2. Communication
Once you’ve established contact with your audience, it’s important to build a lasting 
relationship through direct communication. Good communication means assisting 
customers when there is a problem, letting them know about discounts and promotions, and 
providing timely information about your brand when necessary.

Email marketing
Email is still one of the most powerful tools to speak to already existing and potential 
customers. While your social media reach will largely depend on mysterious algorithms 
that continuously change over time, with an email you can be sure to reach those people 
who have shown interest in your brand.

Email marketing is cheap and measurable. It involves sending three main types of emails to 
your subscribers: news and customer service emails, which are sent only when special 
events are about to happen or upon request by the customer; automated emails, which 
are programmed in advance and sent when a condition is met; and transactional emails, 
which consist of confirmation messages sent out automatically to confirm an action (such 
as a purchase or delivery).

Once you set them up, automated emails are an effective method to communicate with 
your audience on a number of occasions. For instance, you can plan automations for:

Welcoming a new subscriber
Telling the story of your brand over time to highlight your unique selling points
Upsell and cross-sell based on specific interests
Reminding users of their abandoned carts
Rewarding loyal customers with prizes or special discounts

SMS
It’s difficult to beat SMS messages when it comes to open rates - according to research, 
97% of SMS are read within 15 minutes of delivery. Because of this reason, they are 
becoming increasingly popular among marketers.

SMS marketing can be a useful tool to reach customers on their mobile phones on 
occasions such as birthdays, delivery notifications, and the expiry of personalized discounts. 
You should not overdo it and always ask for permission to send messages on a phone 
number.
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3. Data tracking
Tracking is the only way to know what is happening on your website. 
Without implementing a correct tracking system, it is not possible to 
see how many people view your pages, add a product to their cart, 
and comple transactions.

Tracking your data is essential to quantify users’ behavior and 
understand why visitors are not becoming customers. Google 
Analytics is the most common tracking software to check 
conversion rates. It’s free and offers a comprehensive set of 
information about your website’s traffic. To make sure Google 
Analytics is gathering the data you want, it has to be installed 
correctly, and this is often not the case in websites that have been 
designed in a hurry.

There are various ways to install Google Analytics: a developer 
might use a code snippet in the header, while a marketer might just 
add a plugin. Both are fine, as long as you use only one method at a 
time. If you are working on an existing site, it is a good idea to check 
where Google Analytics is installed and clean any redundant code.

How would you know if Google Analytics is showing you the wrong 
data? A good indicator of a bad installation is the bounce rate. If 
the bounce rate is extremely low or high, it’s likely that there is an 
implementation mistake.

The solution we recommend to avoid making mistakes in the setup 
stage is using Google Tag Manager. Tag Manager is a free Google 
tool that allows you to install snippets of code (tags) within the 
HTML pages of a website. There are many advantages to relying on 
a tag management system like Google Tag Manager: this intuitive 
tool gives you full control over your tracking codes and allows you 
to edit and test codes even if you are not fluent in code.

Chat & phone calls
As mentioned, direct communication shouldn’t just serve the purpose of promoting your 
products, but also help customers solve issues and receive feedback. Live chats and phone 
calls are useful to do exactly this: they allow for quick interactions that go straight to the 
point. Exceptional customer service is also a great branding tool - a memorable interaction 
will show the human side of a digital business and push people to come back.
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After Google Analytics, you want to install Facebook Pixel. You can easily connect the Pixel 
with Facebook’s WordPress plugin. This tool will track the behavior of users who are 
navigating on your website while logged into Facebook, allowing you to better define your 
target audience and retarget different groups of visitors, from existing customers to those 
who left your site without buying. 

Facebook Business Manager can be a bit overwhelming at first glance, but its interface has 
improved greatly in recent years. It’s a good idea to get familiar with it if you are planning 
to work with dynamic remarketing for your e-commerce CRO and promote your products 
also via social media.

Other tracking software often used in conversion rate optimization are Linkedin Insight Tag 
and Hotjar. The first one functions similarly to the Facebook Pixel and is particularly efficient 
for B2B websites: if you add a javascript tag to your pages and it allows you to track 
Linkedin users that navigate your site. The second one creates a heatmap of your pages, 
allowing you to see how users behave on your website. Hotjar is a powerful tool to 
understand where people click and which sections go unnoticed. We’ll discuss it in further 
detail in the UI section.

Here are the best Chrome extensions for checking if your tracking systems are set up 
correctly and view what type of data is being transmitted to which software:

 Google Tag Assistant: a Chrome extension to check the installation of your   
 Google Tags
 Facebook Pixel Helper: a Chrome extension to troubleshoot your Pixel installation
 Ghostery: a similar browser extension to check the status of the tracking  systems

And these are the best plugins to track users’ behavior on a WordPress website:

 Google Tag Manager for WordPress
 WooCommerce Google Analytics Pro: a paid plugin for advanced tracking
 Facebook for Woocommerce
 Pixel Caffeine: a free plugin to manage the Facebook Pixel on your pages
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4. UX optimization
When we talk about the relationship between the user interface and conversion rate 
optimization we tend to give this line of advice: be uniquely common. Of course, it’s good to 
be original, but you also have to keep in mind a visitor’s expectations and their online 
shopping habits. In the attempt of crafting a memorable experience for their clients, 
businesses often create obstacles that stop people from responding to a call to action.

When developing your business site, think of the buyer’s journey and the “path of less 
resistance.” Use primary and secondary calls to action (CTAs) to create an intuitive 
navigation experience. This means using the same color for all the buttons, reducing steps 
to get from one page to the other, shorter forms to fill, and fewer distractions. Think of the 
design of your website as a guide for the visitor: every element should direct their attention 
where it’s most important. Secondary CTAs are less evident when scrolling through the site, 
but can link to useful information within the copy to anticipate a user’s questions.

An excellent solution to check whether you have made the right choices is through 
heatmaps. Hotjar allows you to see how users navigate your pages, where they spend 
more time with the cursor, and what elements are completely ignored. The higher the traffic 
of your site, the more accurate the heatmaps will be. 

With heatmaps, you’ll get an immediate overview of design issues, such as distractions, 
wrong button colors, or weak composition. You will be able to build a page that guides the 
visitor to the CTA and revise issues they may encounter on the way.

Do not ask for too much: if your goal is collecting leads, you’ll want to publish a newsletter 
subscription form, while if your goal is the sale you want to allow people to order in a 
straightforward manner. By adding different forms and CTAs you risk confusing visitors, 
which can be counterproductive.
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E-commerce 
marketing roadmap
1. Define your target audience
Get to know your potential customer base through research and 
surveys and create a series of buyer personas you want to speak 
to.

2. Analyze competition and establish your voice
See what other companies are doing and determine how you can 
stand out from the crowd through a unique communication style.

3. Set objectives, budgets, and benchmarks
Before you start investing in marketing, decide what you expect to 
get in return by analyzing the opportunities available.

5. Dos and don’ts of e-commerce marketing

Know your audience
Be respectful of people’s privacy
Communicate in a timely manner
Be creative in your advertising
Test continuously 
Learn from feedback
Keep the user’s experience in mind 
when developing your website

Don’t spam
Don’t keep customers waiting when a 
problem arises
Don’t assume that what works for your 
competition will also work for you
Don’t overly rely on social media 
platform
Don’t forget about mobile experience

DOS DON’TS
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4. Get to know your tools and channels
With hundreds of software and platforms available out there, it can be difficult to choose a 
defined direction: focus on the channels you know first and expand later.

5. Run lead generation ads
Present your product to your audience and give potential customers a reason to subscribe 
to your newsletter. 

6. Offer a discount to try your product
Once you’ve established a connection, give an incentive to get people to try your product.

7. Automate the process
Calculate your acquisition costs and if they are viable automate your email marketing 
strategy.

8. Focus on retention
If traffic is flowing and orders are coming in, concentrate your efforts on expanding the 
customers’ lifetime value and increasing their average order spend via upselling and 
cross-selling.

9. Delight loyal customers
Surprise your customer base to build memorable experiences that will get everyone talking 
about your brand.

10. Ask for feedback and reviews
Always listen to what your customers have to say and implement their suggestions to 
continuously improve your product and service.

11. Measure your results
Once your strategy is up and running, analyze the results and fine-tune every element to 
optimize each step of theprocess.

https://bemowgli.com/contact-us/

These guidelines should function as a roadmap to set up an effective marketing strategy 
for your e-commerce, but a comprehensive plan should always take into account the 

type of market you plan to succeed in and the budget available.
Do you want to further explore how e-commerce marketing can help you grow? 

Get in touch today!

E-commerce marketing strategies: let’s talk about it!

https://bemowgli.com/contact-us/



