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New Chart: Ecommerce — It’s Not All About Price

SUMMARY:: In lean economic times, it’s natural for consumersto place a great emphasis on price, and
retailers have implemented drastic price reductions to maintain cash flow and clear shelves. Even so,
there are tactics and tools which can increase revenues without further decreasing slim margins. Take a
look at thisweek’s chart and our analysisto find out what they are and why they work.
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First among these ROI-boosting tactics is generating the perception of scarcity through limited
time/inventory promotions, which are no less effective online than they have been for centuriesin the
marketplace. That speaks to some measure of brand loyalty to ecommerce sites, since another source for
productsis often just a search away. In that vein, loyalty programs also get good marks. Points, miles
and accumulated discounts tend to have a greater psychological power than their monetary value would
suggest. After all, “3,000 awards miles’ sounds lot better than $30 in real-world dollars.

But the presentation and information around products are also powerful variables, and ones that can be
affected without cutting prices or implementing expensive and complicated membership programs. 74%
of respondents who have implemented consumer reviews (and/or ratings) report that they are an
effective way of increasing sales and engagement. A similar number endorse the implementation of
product videos, which can tell a more powerful story than any product page or list of features can.
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Interactive dynamic ecommerce sites are afar cry from the static online stores of a decade ago. It’s now
possible to create atruly enjoyable and unique online shopping experience and, therefore, much easier to
build loyalty and brand affection. Price will always be a major factor in the buying process, but the
increasingly interconnected world of consumer and business shopper is evolving. We're headed for an
online marketplace where investments in customer service and experience are rewarded by the opinion
of the masses and the dollars of the individual.
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