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Sterke (LT) strategie + doorzettingsvermogen
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90%

of eCommerce companies fail
within 120 days of starting up
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Sterke (LT) strategie + doorzettingsvermogen
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Sterke (LT) strategie + doorzettingsvermogen
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B2C e-commerce

o 1= Making Everything Easier!.

Schoenmaker blijf bij uw niche

Think global (start local)

The consumer owns you (niet andersom)

Learn to: :
« Attract new customers and keep them P
coming back e Zoals elke verkoper vraagt ook uw ecommerce veel
- Improve your search engine rankings T — — = -
\ CL -—— .'—_:—-:-./ , \ « . . .

oot pbrti e omecatad o \ - M) ,,6, : training & investering

= e g )

- S . .3 J g N
Kim Gilmour ~ /] J
Coouthor of ¢Bay LOA Buriness \\\ ]
All-iry One Fot Dummees
Dan Matthews — ) k/ Fysieke beleving valt weg, je klant heeft andere redenen
O-OuNOr of SLarting 3 Business _
on ey €0 uk For Duamemies -, ./
o nodig om bij jou te kopen




BUSINESS-TO-CONSUMER
(B2B)
PRODUCT/SERVICE PROVIDER

RETAILER, WHOLESALER

Service Desk

Knowledge Base

Fulfillment/Logistics/
Warehousing/Handling/
Retour

IT / Webshop
Customer Reviews

Marketing

DIRECT-TO-CONSUMER
(DTC)
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1. Onderscheidend vermogen?
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Smarter Shopping, Better Living!
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1. Onderscheidend vermogen?

‘BEST PRODUCT’

' = LEADERSHIP VALUE PRODUCT
ANy LEADERSHIP

PRODUCT "
DIFFERENTIATION.

, = THRESHOLD VALUE

Be

Remarkable

CUSTOMER

OPERATIONAL ' ‘
' RESPONSIVENESS

COMPETENCE

OPERATIONAL LUSTOVIER
EXCELLENCE . ) NTTIVIACY
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‘BEST TOTAL COST’ ‘BEST TOTAL SOLUTION’
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3. Opduiken in de Buyer’'s Journey van je klant

 CONSIDERATION

BUYERS
JOURNEY

o DECISION e PURCHASE
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3. Opduiken in de Buyer’'s Journey van je klant

 CONSIDERATION
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Google Ads ?

& GOOGLE ADS
PLANNER

%, 4 Be Specific
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Number of monthly active Facebook users worldwide as of 3rd quarter 2021 (in
millions)

3,500

Facebook Ads?

3,000
2,500

2,000

Number of users in millions

1,500
I I I 1,000
500
0
X &QQ N b:\Q o b:\\ N b:\Q/ 2 b:\o-’ L b:\b‘ o0 b:\(” Mo e A W b:\‘b o2 b:@ D b:q,Q g
Fod oo ddodddddTco o d g oo
Source Additional Information:
Facebook Worldwide; Facebook: Q3 2008 to Q3 2021
@ Statista 2021
16% FACEBOOK ORGANIC REACH
12%
18%
4%
0
0% ——
" o a,

aTak s (aYak s ~MA1 A (aTat I =~ ~SM\1n ™~ A1 ~MAA10 aTak o



Engagement on Sponsored vs. Non-Sponsored Posts on Instagram

- Global Development

Facebook Ads?

Average Instagram Engagement Rates for ~3,637 Brand Accounts :: Analysis by Trustinsights.ai
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Number of monthly active Instagram users from January 2013 to June 2018 (in
millions)
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Laat je succes NOOIT afhangen van eén third-party platform

-[radedoubler

p» Affiliate Marketing <
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Maak vele noodzakelijke fouten, maar zorg dat je er data,
kennis en inzicht uithaalt en die vertaalt naar steeds minder
slechte resultaten




Meten is weten!

Zorg meteen voor gedetailleerde end-to-end tracking & analyse
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= End-to-end marketing KPI's

(Ad Impressions / Clicks)

Leads / CPL

Sales / CPS
ROAS
Return Customers

Customer Lifetime value

Cost per new Customer




“Marketing Moments”

Wees creatief, durf je te ondersheiden
Bvb. Black Friday: go with the flow vs eigen stempel drukken
Il Added value promo strategieén (--> escape the discount trap)

Flexibiliteit nodig in markeitngbudget: bij hoogseizoen / hoge ROI budget mee

opschalen om maximaal van opportuniteit gebruik te maken!
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Express
amazon

bol.com

de winkel van ons allemaal

Etsy
epay

2 Marktplaats

beslist.nl
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E-commerce = investeren!

> Product-investeringen (bulk aankoop/invoer, of ontwikkeling)
> Platform/IT
> Marketing-investeringen

> Infrastructuur, handling, opslag, logistiek, ...

Fase 1 na go live: proefdraaien, testen, data verzamelen, bijsturen, herhalen — Investeren!

Fase 2 na go live: finetunen, optimaliseren, succesvolle processen/campagnes opschalen — Investeren!

Fase 3 na go live: voorbij break-even punt, positieve P&L, optimaliseren en uitbreiden (investeren)




Questions?

Jelle Wierdsma

www.groeimakers.be

https://www.linkedin.com/in/wierdsmaijelle/

Koen Vanderweyden

www.bme.be

https://www.linkedin.com/in/koen-vanderweyden-bb516417/
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