You're Not Amazon
— and That's Okay:
HX for eCommerce

Do you ever wish you had founded Amazon? Man, | sure wish | did. Everyone
wants a billion dollars, right? In fact, as | write this, Amazon's market value is at
$1.021 trillion. Just writing that makes me feel like a child making up an
exaggerated number that could not be real. A trillion dollars or not, no matter
what your business is, the main point to take away is, it's not going to be
Amazon. That doesn't mean your company isn't the best; it's the best at what it
does. Amazon is a beast—almost mythical. Other sites, like Walmart, have tried
to duplicate the Amazon eCommerce business model, but Amazon is a unicorn
in its own right.

According to OptinMonster, 93.5% of internet users globally have made a
purchase online. As we can see, eCommerce can be a very lucrative strategy for
your company, but it is also a highly competitive market. This, of course,
depends on what you sell. If you sell rare dolls from eighteenth-century
Lithuania, you might be a stand-out. However, if you sell products and services
that most Americans need or want at some point, you most likely have several
competitors in your neighborhood.

So then, how does a business create an eCommerce model that competes with
Amazon?
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Amazon-Schamazon

Amazon is fast. Amazon has millions of choices. Amazon usually has comparative
prices. So, we just proved that, indeed, to compete, you need to be the next Amazon.
What doesn’'t Amazon have? Outstanding customer service. One could even argue,
Amazon isn't known for its customer service. Sure, you can return something, you can
leave a rating, you can ask a question and hope it gets answered in a couple of weeks,
but the journey the customer takes through Amazon is not about service.

Amazon thrives on quick and easy convenience. It is bizarre to realize that some sales
of staple items can lead to a trillion dollars, but Amazon presents a lot of services that
your company most likely doesn’t and probably doesn’t need to. Prime, for example. In
December 2020, that Prime had more than 153 million subscribers
spread across 19 countries worldwide. That's a lot of money right there. Prime has
video. Not all video on Prime is free. The psychology here is, it comes with my Prime
membership, so no extra fee there, and it's only $6.99 to rent this movie, so...that adds
up over those 153 million users.

The Amazon customer journey is simple. | need batteries, not urgently, but soon. | know |
need size AAA. | go onto amazon and search batteries AAA and have a plethora of
choices that can deliver tomorrow. They are about the same price at the store, so | buy
them. | know they are going to fit. | know they are going to work. The total cost is below
twenty dollars. It's easy.

There is nothing special about standard batteries. Recently | needed a battery for my car
FOB. | immediately googled what kind of battery | would need, but | couldn’t find reliable
information. | went to Amazon and poked around, but | didn't feel comfortable enough to
buy, because | hate returning things. So, | took myself to a battery specialty store and
had the exact thing | needed in minutes, with no worry. The ability to take the FOB to the
employee and say, “help,” and have an answer in a minute was much easier and provided
more peace of mind than hours of searching and hoping it was the right thing.

Now, let’'s say | need cupcakes for a party. Sure, | could do one of those Fresh pick-up
options, but the ease of that now equals the personalization | want. First, | have to pick
them up, so the appeal is already waning. Second, if | have to pick them up, I'd rather go
to a store to look at the options. If | am going to go to a store, | might as well go to a
bakery. The bakery will give me the extra service | need to make sure what | purchase for
the party is excellent. Perhaps | need some gluten-free or vegan cupcakes; the bakery

can assist me in a way that a big box cannot.
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Basically, as we break down why Amazon is so successful, it is not because of customer
service or even the quality of goods it sells. The batteries | ordered work, but that is low
stakes. Why wouldn’t they? They are batteries. | want a piece of furniture, new flooring, a
cake for my birthday, or a porch swing; | dont want to go to Amazon. Some people might
look there first, but |, like most people, want to talk to someone. | need to ask a lot of
questions if | am going to put in new flooring. | know people that put in their own flooring,
but even they need to ask questions. This is a large stakes purchase, and most people
want to ensure they are moving forward correctly.

You might be thinking, well, yes, but you are talking about going into the battery store and
the bakery; how does that help my eCommerce strategy?

Me-Commerce and Me

The first thing to remember is that your storefront is your website. If | can go online and
research my flooring on a site specializing in flooring—my journey is starting on the right
foot (pun not intended). Your brand needs to be appropriately represented by your site, and
that means your customer service standards need to be reflected through your site.

So, how does that look?

(M)e-Commerce is a concept that has been around for a while, but you may not have heard
the term or possibly unsure of the details. The concept is simple, use technology to create
a site that can make itself relevant, and create a more personal experience, for an individual
customer. found that 71% of respondents are frustrated by impersonal
experiences. However, like a lot of concepts, the what is easier to understand than the how.
For many companies, especially those that have been around for many years and haven't
done a recent website upgrade, translating this kind of personalization to a website can
seem challenging.

Common challenges stem from:

Non-actionable data. Suffering from an over-abundance of data that is siloed in
different systems.

+ Absence of scalability. Content is trapped and housed in a content management system
(CMS) controlled by a developer.

Not capturing relevant data. Capturing data that doesn’t impact personalization efforts.
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Technology has come far and fast over the last few years, and solutions are have been
developed to directly resolve many challenges.

To get a more personalized website experience, employ technology that:

+ Creates an individual customer profile. As a customer logs onto your site, you can
track the actions they take. Are they browsing for a type of flooring, searching for
hotels in, and flights to Las Vegas for a flooring convention, watching videos about
how to put in flooring? From these visits and actions, you can create dynamic
customer profiles that collect behavior and stated preferences from their visits.

+ Understands your visitors. When your customer returns, their unique profile comes
into play. From this, you can create compelling on-site experiences tailored to specific
audiences that appeal to them.

+ Measures the return. You should continuously measure how your personalization
efforts are performing. It's important to understand how these experiences are
performing and adjust accordingly.

In-Person, Virtual, Conversations

Chatbots are also seen as a way to personalize your shoppers’' experience. You can
set-up your customer service team to be at the other end when shoppers have questions
or concerns. Therefore, allowing for a more in-store experience.

Finally, our prediction is that Direct CX, taking in-person customer service and placing it
online, will begin to become more and more commonplace in small to medium sized
businesses.

No matter what kind of products you sell, what makes you stand out from Amazon is the
brand you built and the outstanding customer service you provide. The next step is to
ensure your website and eCommerce model match that. Remembering the human
experience (HX) of your business model helps you not get lost in the jungle of trying to be
Amazon.
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