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While ecommerce growth has been on the rise for years, the 
pandemic propelled it years ahead of projections. In 2020, 
global digital revenue grew an astounding 71% compared 
to the previous year.1 Digital shopping behaviors are 
expected to stick long after the health crisis, as consumers 
grow accustomed to purchasing everything from essentials 
to luxury goods online.

Capture the ecommerce growth opportunity.
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1  Salesforce Shopping Index, Q2 2020

For ecommerce teams, this means increased pressure to 
meet unprecedented demand and deliver growth at every 
opportunity with limited time, budget, and resources. In 
this guide, you’ll learn how to prioritize the revenue-driving 
activities that make the biggest impact on your ecommerce 
business now and in the future.

http://www.salesforce.com
http://salesforce.com
https://www.salesforce.com/resources/research-reports/state-of-the-connected-customer/
https://public.tableau.com/profile/salesforcecommercecloud#!/vizhome/shared/72RZ88322
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Every company has a different formula for ecommerce success, but the metrics 
stay the same. Understanding how each influences the potential for growth 
allows you to develop a data-driven approach for your ecommerce strategy. 

These are the key performance indicators (KPIs) that directly impact revenue: 

• Traffic: The total number of visitors to a website or channel

• Conversion rate: The percentage of site visitors who complete an order 

• Average price per unit: The average price at which a product or commodity 
is sold across channels or markets

• Units per order: The average number of units or items in an order

• Orders: The total number of successful orders placed on a website or 
channel (not counting post-sale adjustments such as returns)

• Average order value (AOV): The average dollar amount spent based on all 
customer orders

• Gross merchandise volume (GMV): The total value of goods and services 
sold through a website, adjusted for discounts 

Based on your inputs to this formula, you may ask: 

• How can I increase quality traffic?

• How do I drive higher conversion on my site?

• How do I ensure promotional strategies lead to positive growth?

• How can I boost the number of units per order?

• How can artificial intelligence (AI) help?  

By assessing your business’ strengths and weaknesses by the numbers, you can 
determine what you need to adjust. Next, let’s uncover the strategies to grow 
your ecommerce business. 

Assess current performance.

THE PATH TO ECOMMERCE GROW TH

ORDERS x AVERAGE ORDER VALUE  =  REVENUE

TRAFFIC CONVERSION 
RATE

REVENUE

AVERAGE PRICE 
PER UNIT

UNITS PER 
ORDER

AVERAGE 
ORDER VALUE

ORDERS

Consider how these KPIs come together.  
This will help you figure out how to optimize  

your business to drive growth.

01

http://www.salesforce.com
http://salesforce.com


4       The Small Business Commerce Playbook salesforce.com

 Increase quality traffic.

If the pandemic has taught ecommerce professionals anything, it’s that 
a surge in demand can happen at any time. Bringing consumers to your 
site varies depending on where they are in the world, what they are 
looking to buy, and how they engage across channels.

Capture search engine demand.

Do your research to understand search trends, emerging keywords, 
and search intent by device with open tools such as Google Trends 
and AnswerThePublic. This will help you determine the right terms to 
drive results, giving each customer the most relevant information and 
products to drive conversion. For example, if you’re selling “cardigans,” 
make sure you’re also capturing searches for “sweaters.”

Target a list of top branded and unbranded keywords to ensure your site 
ranks in search results. Infuse those keywords into your product pages, 
content (including how-to’s and blogs), and FAQ in the most contextually 
relevant ways. Update site metadata with target keywords. Regularly 
review results. 

Note that regional nuances play a big role. While Google dominates in 
volume and value across North America and Europe, that’s not the case 
everywhere. When it comes to value (including orders and revenue), 
regional leaders such as Baidu in China, Yandex in Russia, and Naver  
and Daum in South Korea take a bigger share. 

Approach traffic sources by region. 

Ecommerce adoption varies by region, often with remarkable jumps 
at various times. In Q3 2020, Australia and New Zealand experienced 
a +107% increase in digital commerce growth over the previous year, 
followed by Asia-Pacific countries (+78% increase).1 

Ecommerce, however, may not be as prevalent in other parts of the 
world due to internet availability, delivery options, cultural pressures, 
and alternative ways to acquire goods and services. Consider all the 
factors at play as you target different markets. Prioritize the drivers of 
traffic volume and revenue that matter most in each location.

02

Search...

Search...

+55%
increase in global  

digital spend over the  
previous year2

1 Salesforce Shopping Index, Q3 2020.
2 “State of Commerce, First Edition,” Salesforce Research, 2020. 

http://www.salesforce.com
http://salesforce.com
https://trends.google.com/trends/?geo=US
https://answerthepublic.com/
https://public.tableau.com/profile/salesforcecommercecloud#!/vizhome/shared/72RZ88322
https://www.salesforce.com/form/commerce/conf/state-of-commerce/
https://www.salesforce.com/form/commerce/conf/state-of-commerce/
https://www.salesforce.com/form/commerce/conf/state-of-commerce/
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Capitalize on the social commerce opportunity.  

Keep your finger on the pulse of the social platforms that are most 
popular for your customers. Consider regions, age groups, and interests. 
Younger generations may spend the most time on TikTok, while older 
consumers may love Facebook. Make the most of opportunities to drive 
traffic to your site with posts that inspire customers to click through.

Social buying is gaining popularity. Enable consumers to buy directly  
on platform with Instagram Shopping or Facebook Marketplace. You can 
do this with application programming interfaces (APIs) that connect your 
commerce site to social channels so that you can deliver a consistent 
brand experience. 

Take advantage of livestreaming as well. Partner with influencers or 
brand ambassadors to host live events on your social channels to give 
customers more information about your products, answer questions, 
provide inspiration, and drive them to product pages to purchase. 

 

Bring commerce, marketing, and service together.

Use APIs to connect commerce, marketing, and service data into a 
single platform for a 360-degree view of your customer. With access 
to commerce data, your marketing team can tailor messaging to bring 
customers to your site. At the same time, your service team has access to 
the customer’s order history and preferences so they can best assist as 
well as cross-sell and upsell items. 

02
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On average, customers use nine different channels to browse  
inventory, seek advice, and make purchases.1 Move customers through 
the funnel and identify friction points along the way to increase the 
likelihood to purchase. 

Review your conversion funnel.

Whether it’s through a social post or site search, a series of micro-
moments are put into motion on the path to purchase. By reducing 
friction in each micro-moment, you can ensure the smoothest shopping 
experience possible and drive higher conversion and revenue.

Define a KPI for each micro-moment and follow these numbers over 
time. Common KPIs include: 

• Product view rate: The average number of product pages viewed 
by visitors to your site

• Add-to-cart rate: The percentage of site visitors who add at least 
one product to their cart 

• Checkout rate: The percentage of site visitors with a product in their 
cart who start the checkout process 

• Conversion rate: The percentage of site visitors who complete  
an order 

• Cart abandonment rate: The percentage of site visitors who 
put products in a shopping cart but do not buy them. If cart 
abandonment rates are high, target those customers with 
personalized communications or promotions to encourage their 
return to your site.

Improve conversion rate. 

CONVERSION FUNNEL — OVERV IE W OF S TAGE S

1 “State of the Connected Customer, Fourth Edition,” Salesforce Research, 2020
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Compare your experience to your peers.

Find inspiration from companies inside and outside of your industry. 
What are they doing well that you would like to emulate? Compare your 
metrics to competitors by distinguishing between desktop and mobile, 
where purchase flows tend to differ. If your KPIs are lagging, search for 
the reasons why. Consider how each micro-moment on your site differs 
from the same step for your competitor. 

Optimize site search. 

If you can only do one thing to boost ecommerce growth, make it easy 
for customers to search your site. Those who use search tools the most 
convert at higher rates compared to those who click around casually. 
Add a persistent search bar that stays on the page when customers  
scroll through products. This smooths the experience for customers 
on their mobile devices. Configure your search tool to align with the 
complex ways customers search for products.

Then, improve the search experience with AI, which expands search 
dictionaries to include common spellings (and misspellings). It also 
surfaces additional related terms, including synonyms, hypernyms,  
and search redirects. 

Spare customers some effort by giving them a drop-down menu with 
search recommendations as they type. Let them refine search results in 
ways that are most relevant and make the filtering capabilities visually 
prominent. For example, clothing retailers can offer filters for apparel 
type, size, and color to help customers find what they want. 

03

Desktop Smartphone Tablet

Conversion  
rate 4.3% 3.7% 4.2%

Revenue $10.2B $9.1B $636M

Percent  
revenue 6.6% 9.2% 5.2%

SEARCH CONVERSTION AND REVENUE BENCHMARKS
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You Might Also Like…

1 “State of the Connected Customer, Fourth Edition” Salesforce Research, 2020.
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Create content that connects with customers. 

It might start with customized landing pages for different types 
of customers, sources of traffic, or stages of the sales funnel to 
personalize the journey no matter the entry point. Do this easily with a 
drag-and-drop visual editor to design, schedule, and publish pages. 

Use guided selling techniques to encourage product discovery and 
help customers find exactly what they are looking for. Build out your 
site with videos, tutorials, lookbooks, and brand stories that can 
further brand perception and increase the average time spent on site. 
Celebrate customers by featuring user-generated content from social 
media on your commerce site as well.

Optimize the digital cart. 

Set up for success by showing customers a mini-cart, which updates 
as they add items. At checkout, let customers review their cart first — 
they may use it for a wish list or for price comparison before making 
their final selections. Include an easy-to-see “remove” button, which 
usually has some of the highest interaction rates on the cart page. You 
can even provide a wish or gift list option for customers who intend to 
purchase but want to pay later. 

To reconnect with customers who added items to their cart but left 
your site without making a purchase, send a personalized email 
with products they left behind. Enable AI to suggest additional “you 
might also like” items. Customers overwhelmingly appreciate it: 60% 
are open to the use of AI in customer engagement, including 66% 
of millennials.1 Tack on other incentives like seasonal offers or free 
shipping and follow up with a push message and a social ad, and 
reconcile in-store purchases as well. 

http://www.salesforce.com
http://salesforce.com
https://www.salesforce.com/resources/research-reports/state-of-the-connected-customer/
https://www.salesforce.com/products/commerce-cloud/commerce-platform/#?d=7010M000001yv8oQAA
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Offer payment and fulfillment options. 

Enable all major global digital payment methods, including credit 
cards, SEPA for European consumers, Apple Pay, and PayPal, onto a 
trusted ecommerce platform. This integration simplifies the checkout 
experience for customers. 

Connect in-store and digital inventory with your order management  
system to give customers more fulfillment options, including buy 
online, pick up in store (BOPIS) and curbside pickup. These options 
are especially important now as customers choose to stay away from 
stores to reduce potential exposure to COVID-19. Plus, traditional 
delivery capacity is strained due to sustained demand, so store pickup 
is a great way to get items in customer’s hands faster. 

Once a customer places their order, they receive automatic updates 
in the channel of their choice — such as SMS or by email. If they 
need help, agents can easily assist and make changes to their order, 
including pickup location, as needed. 

Reduce the possibility of fraud.

With more online transactions than ever before, fraud is up 7% year 
over year.2 To prevent this, consider security and trust in every layer of 
your ecommerce process. Isolate risky transactions (considered false 
positives that you “kick out”). Understand your risk levels and set fraud 
prevention rules accordingly to be more or less conservative.

1 “State of Commerce, First Edition” Salesforce Research, 2020.
2 “The cost of fraud is up 7% for US merchants,” Digital Commerce 360, 2020. 
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Buy online, pick up in store 
or click and collect 31% 15% 17% 5% 9%22%

Curbside pickup 26% 15% 19% 6% 17%16%

Offered before COVID-19, 
no change currently

Implemented in the last three 
months during COVID-19

Offered before COVID-19, 
expanding offering currently

Planned to offer before  
the end of 2020

Offered before COVID-19, 
reducing offering currently

No plans to offer at all

STORES EXPAND CONTACTLESS OPTIONS1

http://www.salesforce.com
http://salesforce.com
https://www.salesforce.com/products/commerce-cloud/ecommerce/order-management/
https://www.salesforce.com/form/commerce/conf/state-of-commerce/
https://www.digitalcommerce360.com/2020/07/27/the-cost-of-fraud-is-up-7-for-us-merchants/
https://www.digitalcommerce360.com/2020/07/27/the-cost-of-fraud-is-up-7-for-us-merchants/
https://www.digitalcommerce360.com/2020/07/27/the-cost-of-fraud-is-up-7-for-us-merchants/
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Adjust average price.

Promotions can generate enthusiasm and encourage quick conversion, 
but they can have other less desirable consequences over the long 
term. Think through all of their implications so you can use them to the 
best advantage for your business.  

Be thoughtful about promotions. 

While an aggressive promotions strategy may have a positive impact 
on top-line growth, it can affect the bottom line in unintended ways. 
Plan for disciplined bottom-line management to scale for the long-
term. Constant promotions may train customers to wait for one before 
making  a purchase. 

Make sales feel exclusive to your customers. Invite them into your 
community through an email sign-up so that they can receive special 
offers and hear about upcoming promotions first. Build urgency with 
flash sales limited to members of your community as well. 

Adjust your merchandising strategy. 

Do your industry peers always offer free shipping? Do they  
regularly offer specials like buy one, get one free or release special 
deals every Tuesday? Consider how industry trends are reshaping 
customer expectations and be sure to adapt your own promotions  
to remain competitive.

Align your strategy to regional holidays or brand events. For example, 
you may create your own shopping holiday around the same time 
as Prime Day to capture more demand for your products. Notify 
customers about your shopping holiday and move the most relevant 
products as part of the sale to the top of your page. Prioritize stock 
attributes based on the sale and adjust the time frames as necessary —
one-day time frames are best for sale items or products selling fast. 

Align with your overall brand.

Make sure your online promotional strategy matches your brand values 
and position. It may seem paradoxical, but brands with higher average 
price points, such as in the luxury segment, use promotions sparingly 
in accordance with the general brand ethos of exclusivity and quality. 
And some types of products, like general apparel and accessories, tend 
to be discounted more than others.
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Take your ecommerce strategy to the next level.

Now that you’ve seen all the ways to capture ecommerce growth, it’s time to take action. While you can’t do everything 
at once, you can take one step at a time to optimize your ecommerce experience. To start your journey, discover these 
solutions and additional resources: 

• Learn about more cross-channel growth strategies in Jumpstart Growth in Commerce. 

• Meet new customer expectations quickly for digital shopping, fulfillment, and omni-channel 
experiences with Salesforce Quick Start Commerce Solutions. 

• Discover how you can grow and scale your business with Commerce Cloud. 

http://www.salesforce.com
http://salesforce.com
https://www.salesforce.com/form/commerce/conf/how-to-jumpstart-growth-in-commerce/?leadcreated=true&redirect=true&DriverCampaignId=70130000000sUVq&FormCampaignId=7010M000002JrDTQA0
https://www.salesforce.com/campaign/quick-start-commerce-solutions/
https://www.salesforce.com/products/commerce-cloud/overview/
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The information provided in this e-book is strictly for the convenience of our customers and is for general informational purposes only. Publication by salesforce.com does not constitute an endorsement. Salesforce.com does not warrant the 
accuracy or completeness of any information, text, graphics, links, or other items contained within this e-book. Salesforce.com does not guarantee you will achieve any specific results if you follow any advice in the e-book. It may be advisable  
for you to consult with a professional such as a lawyer, accountant, architect, business advisor, or professional engineer to get specific advice that applies to your specific situation.
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