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PERSONAL  
SHOPPING
increasing ecommerce sales and conversion



Introduction
At Apple's WWDC 2018 keynote, the tech giant launched 
new features to - somewhat counterintuitively - limit time 
on tech; social media and addictive apps in particular. 
Reports lament we’re spending too much time on our 
devices and becoming disconnected from each other. 
We’re hurtling towards a disjointed society of downward-
looking people plagued by RSI of the (giant, text-
proficient) thumbs. Perhaps unsurprisingly, we all seem  
to be searching for the personal within the automated.  
Just as the evolution of SEO has seen us design, develop 
and produce content geared towards the human, so too 
have other ‘impersonal’ aspects of the internet.

Ecommerce is one such area. The exchange of money for 
goods and services may seem straightforward enough, yet 
users and customers are looking for nuance. An experience 
that makes them feel valued. Not just shopping. Not just a 
fast turnaround. No, consumers want an efficient service, 
and they want it with feeling. 

With this in mind we take a look at ecommerce with a 
heart. Effective, efficient and emotive ecommerce to turn 
your business from shop to next level trusted partner. 



BRANDING



Abel & Cole introduce their story by way of a 
video telling the story of Keith Abel and his 
potatoes. They’re showcasing the personable 
aspect of their business, how it literally grew up 
out of the earth and remains close to its roots 
in many ways. The video shows the people 
involved and that goes a long way to grabbing 
potential loyal fans’ attention and trust. 

Case Study:
Abel & Cole

The key to increasing 
conversion is to make investing 
in you easy and enjoyable. 

And how do you that? First off , conversion occurs 
when your potential customer trusts you’re the 
right business in which to invest. And that’s an 
emotional decision. Values must align, stories 
must be refl ective - and yes, your product has to 
be right for them, but if they don’t feel like you get 
them, they’ll fi nd the match somewhere else. 

When your visitor lands on your page they’re 
seeing themselves, they’re seeing something 
that excites them, something they want and it’s 
enticing them to take it to the next click.

That’s the theory. Before every step into a new 
strategy, take some time to evaluate your position 
in terms of your brand. Check you have in place: 

Brand Story.

Telling your brand story is an exercise that 
helps everyone understand the key messages 
and values of the business. By understanding 
the infl uencing factors, motivators and pitfalls 
of your journey, the direction will be clear and 
articulating it easy. Your customers will pick up 
on it and feel confi dent they’re choosing wisely.

Image courtesy of Abel & Cole

Brand Promise.

The brand promise is your commitment to the 
world. It represents your company’s beliefs, 
ideas and values. It’s the pledge upon which you 
build and stake your reputation. It’s what those 
who come into contact with you or your business 
can count on you to consistently deliver.



Audience persona.

A human shopping experience is only effective 
when you know who you’re talking to. Audience 
personas are a part of the puzzle we talk about a 
lot: check out our online materials if you’re stuck. 
Once you have your persona, think about how 
your avatar approaches ecommerce.  
Do they want to browse? Are they looking to 
click and buy straight away, or do they want to 
have a chat with you about it first? Perhaps they 
need to see a video or a demonstration? How do 
they like to pay?

Image courtesy of Innocent

Business values.

If the promise is the end product, the values are 
how you get there. With everyone on board there 
can be no doubt about how your ecommerce 
platform is designed, developed and executed. 
At Giant Peach, we used a team day to workshop 
our values. What’s important to the whole 
team, what do individuals bring? How does the 
business run? These values are the kind of thing 
that can be used to welcome new team members 
and explain the why, wherefores and direction of 
travel of the business machine.

the innocent 
promise

The innocent promise does exactly what it’s 
supposed to - communicating to its customers 
why they’d buy and how their values align. It’s 
short and sweet and true to form.

Case Study: 
The Innocent Promise

Tastes good. Does good.

Tasstty y hheeaalltthhy y 
pprroodduuccttss

Sourced 
sustainably

10% of our profits 
go to charity

 Be true to your values.  

 Keep your promises. 



PLATFORM



The biggie at the moment. Lots of companies, big, small 
and in-between love its ease of use and simple setup.  

You have power over where you host your store (unlike 
some others), but some features aren’t included in the 
core system.

So, let’s talk about increasing sales. Once you 
know who your customers and visitors are, 
you need to fi nd a platform and software that 
appeals to them. 

The Big Four 
The top ecommerce platforms in the UK all have a balance of 
pros and cons. We work with them all and advise the best for 
your business in line with your strategy, goals and values. 

A close runner to Shopify with the diff erence being 
unlimited product upload, so your shop expands and 
grows as your product line does. 

Magento’s not for beginners. But when it has the most 
extensive features list of all ecommerce software, who 
can blame it? 

VS



USER EXPERIENCE 
& JOURNEY



Layout.
Easy to fi nd. 

Showcase your products in a simple 
layout that users can quickly browse 
and fi nd what they’re looking for. 
Give your products space and keep 
the design clean.

Product Description.
Read all about it. 

Keep it consistent. Use the brand 
language you employ for all your 
content. Include most important 
details fi rst and then anything 
relevant to your visitor.

Chat.
Talk to me. 

It used to be infuriatingly hard to get 
hold of someone from the business 
you were dealing with. The chat 
function is a great way to build trust 
and relationships.

Navigation.
Show them the way. 

Take your users exactly where they 
want to be as smoothly as possible. 
Keep sites simple and keep clicks few. 
Make the cart easy to fi nd and consider 
a search function.  

Photography.
Looking your best. 

Use a professional photographer to 
capture each product in all its fi nery. 
Representing reality while making 
them look beautiful gives the user 
faith in your wares.  

Video.
Show not tell. 

ASOS use this feature beautifully, 
adding it to their images section. 
Video adds another dimension, giving 
your user a chance to see the product 
in action. 

Okay here’s everything you need to know about ecommerce and your 
user’s journey and experience: make it quick, make it easy. Like ripping 
off  a plaster. We’re not saying online shopping is always painful, but if you 
make it diffi  cult for your customers to get what they want, you can be sure 
no one’s coming back for seconds. 

So here’s a few ways of making that experience an enjoyable one: 



STRATEGY



As is sensible with any strategy, work backwards. Think about where you want 
to be and what you want from your ecommerce push. How much increase do 
you want/need to see? What’s the end game? How high are you aiming? 
You might want to think about increasing social media followers or shares to 
see that conversion long game through, or your goal might be to improve the 
conversion rate for new visitors. Your ecommerce strategy should sit within the 
wider business strategy and tie in with overall business goals. 

Be Sociable.
Show them the way. 

Using social is obviously a great way to drive custom to your site and the latest 
ecommerce tech incorporates social to a new level of interaction. Social commerce 
is evolving with the advent of ‘buy buttons’ allowing users to make purchases 
on the spot while in-app, (though fi gures are still unfavourable in terms of this 
particular tech) and of course the increasing reach of social infl uencers.   

Keep in touch.
Ongoing campaigns. 

Get your house in order in terms of your 
marketing channels. Does your current 
marketing take into account your brand 
story and the key messages/values? 
Is it going to the right people according 
to the audience persona you’ve created? 
Is everyone aware and on board with 
the direction of the marketing? Make 
sure you’re regularly taking stock and 
tweaking copy/content and landing 
pages if you see numbers decline. 

Ignite connection. 
Single-use campaigns. 

Use a new product as an excellent way 
to engage with purpose and drive 
traffi  c to your site. Keep landing pages 
simple with sparse copy, beautiful 
single-shot photography and a quick 
route to the purchasing platform. 
Announce new products as a launch and 
support your campaign with a strategic 
fl eet of emails crafted around your key 
messages, specifi c to the product and of 
course written to your audience persona.

Instill trust.
Try before you buy. 

How do you get customers to trust you? 
Show them some trust, fi rst. A strategy 
growing in popularity is the ‘try before 
you buy’ model, used by the likes of 
Amazon and their Prime Wardrobe. 
Customers only pay for what they want 
to keep, promoting a revolutionary 
trust-based relationship. Fast and free 
shipping has become an expectation, so 
it’s smart to think about how to go above 
and beyond if you want to win hearts 
and drive conversion. 

Be yourself. 
Transparency. 

Lay your cards on the table and you’ll 
further strengthen your trusting 
relationship with your customer. Taking 
on accountability and being transparent 
when things go wrong is all very well, 
but it’s possible to take openness 
further. One way is to let your audience 
in on your cost breakdowns. This shows 
your confi dence in your product’s 
quality and value and instills the same 
in your customer that they’re not being 
ripped off . 

 91% of retail brands use two 

 or more social media channels.  



Deliver on the goods.

An excellent service is important, but it doesn’t 
stand alone in keeping customers coming back. 
Take every opportunity to build a picture of your 
brand that induces the warm fuzzies. Instead of 
a simple order confi rmation, send a thank you 
message (which will thread in nicely with a loyalty 
scheme). Really make your customer feel valued 
and they’ll spread your message for you.

Rewarding behaviour.

Loyalty schemes are ubiquitous now, with good 
reason. Good schemes do what they say on the tin, 
and research suggests buyers are less inclined to 
stay loyal to a business that doesn’t have one. 
To keep your customers participating in yours:

1. Give suffi  ciently. Rewards need to be something 
your customer wants and to come regularly 
enough to keep them invested.

2. Promote your scheme. If your customer doesn’t 
know about it, it’s not going to incentivise them 
to buy from you.

3. Explain. Keep communication crystal clear to 
encourage buy-in, customers that know exactly 
what to do to get something in return are more 
likely to do it.

Don’t be that business that pays lip service to 
rewarding - if you want to keep a special place in your 
customer’s heart, treat ‘em right for giving it to you.



THE FUTURE



A truly personal experience.

What does in-store shopping have that the online experience lacks? 
Yessir, we’re back to the human touch. We’re already seeing personalisation 
but there’s a way to go. Ecommerce automation is on the case, providing 
the means to deliver store-like experiences: a retailer able to interact with 
the customer, get to know their interests and present tailored suggestions 
and deals based on their detailed preferences. Custom is key and it won’t 
be long before online-shopping is highly-honed and built for closing the 
deal with each user, without any need for coding.

Shopping, everywhere.

Omnichannelling is an integrated approach to retail that gives the 
customer opportunities to buy wherever they ‘touch’: mobile browsing, 
bricks and mortar, social media and everything in between. Experiences 
across the channels should be consistent yet unique, smoothly enticing 
the user to engage with other touch opportunities. The customer has lots 
of positive experiences with your brand and with so many chances at 
conversion, they buy more. Research bears this out: multi-channel users 
spend more than single channel users.

To succeed in an omnichannel world, a reliable inventory management 
system is paramount. Get your infrastructure properly prepped for a multi-
channel future and you’ll be onto a winner. 

Although online shopping doesn’t feel new, it’s in its relative infancy. 
And it shows. Too often, the ecommerce experience can feel like browsing 
a glorifi ed catalogue. The good news is that technology is catching up with 
our appetite for the best of both the online world (convenience) and bricks-
and-mortar world (experience). 

 Customer experience will become more 

 important than price & product by 2020. 



Delivery without a smile.

Waiting days for deliveries will soon be a 
thing of the past. The technology to shift 
a product from warehouse to doorstep 
via unmanned drone already exists 
and - as a hassle, cost and time saving 
initiative - it will catch on and catch on 
fast once regulations are in place.

Crystal-balling’s never a precise 
science, but what’s sure is that the 
future of ecommerce is bright. 
Welcome the increasing sophistication 
with open arms by all means, but don’t 
forget the nuance.

VR.

Virtual Reality - the up-and-coming 
disruptive technology of this decade 
- creates simulated environments in 
which the user is at the heart of the 
action. The potential for ecommerce 
is huge: not only will customers 
be able to inspect and experience 
a product from every aspect and 
angle, they’ll be immersed in their 
own version of your brand story. The 
dream. Ecommerce has a little wait on 
its hands though, customers need to 
own their own VR headset to engage 
and it could be a while before these 
are household items.

AI.

Ecommerce is set to capitalise on the smarts of Artificial Intelligence. From each 
step of your sales process to selecting your optimal site design, algorithms that 
test, optimise, test, optimise (repeat ad infinitum) will be built into ecommerce 
systems. Embrace this sophistication early to stay ahead of the curve.



Beautiful, intuitive web experiences is just one piece of the puzzle. 
We create strategies that drive growth, campaigns that ignite fires, 
content that connects. We bring your story to life with breathtaking 
visuals, instinctive ecommerce and intuitive design that converts 
visitors to loyal fans. Your vision, ethics and personality embedded 
in an immersive digital experience.
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