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Dream Big, Sell More
Do you dream of bringing your ideas to life, of building a new business or 

taking a brick-and-mortar store online? We want to make that dream a reality. 

No matter what you sell, what industry you are in or what business model you 

follow, the Bigcommerce team is here to help. 

This ebook walks you through the process of building your online store. We’ll 

help you ask the right questions, establish a solid foundation, win over your 

customers and motivate you to go big with e-commerce.



Part 1:
Do Your Research
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Actually START!
Starting from scratch and gaining momentum can be tough. Sometimes you 

need an extra nudge. So consider this guide your digital cheerleader, jumping 

up and down next to you, waving pom-poms in your favorite colors, motivating 

you to start your online store. 

Seriously, just start. Start researching, gathering intel, organizing your thoughts 

and brainstorming. Start now, sitting on your couch in your PJs, no excuses! 
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If you don’t, you won’t. Period.1

Thanks to minimal startup costs, you can take 
your entrepreneurial spirit and product ideas for 
a test drive without the financial risk.

2

Online stores are open 24/7 with no geographic 
limitations, so you can serve customers around 
the world while you sleep or work.

3

The world is moving online. The longer you wait, 
the more competitive the e-commerce space 
becomes. So get your foot in the door now and 
claim your space.

4

There is no time better than right now to get started.



“At first, I was worried about time management, especially when I had 

no experience as an entrepreneur or selling online. Luckily I found 

Bigcommerce. The platform has allowed me to pursue an interest, 

bootstrap my own company and keep it afloat by selling in the late 

hours of the night — all while maintaining my full-time career.”

— Ankle Swagger

http://www.ankleswagger.com/


Thanks to the flexibility of e-commerce, moonlighting is the new normal for many 

entrepreneurs. In the U.S., roughly 35 percent of Bigcommerce client activity takes place 

between 6 p.m. and 8 a.m. So don’t be afraid to dream big and burn a little midnight 

oil while you get established. Like Dan Oleson, who started his luxury sock subscription 

service Ankle Swagger while working full time in digital advertising, you don’t have to 

pick between your passion and a paycheck. 
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Commit to your product
Obvious, right? But you’d be surprised at how many people skip this step and 

just rush into setting up a store. Whether you are bringing an established 

business online or opening a completely new store, we recommend you start 

with products you’re passionate about. It should also be something that is 

truly useful or fun that you can personally stand behind. Picking a product will 

impact every other decision you make regarding your online store, so tackle 

this first to ensure you make the right choices.
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Commoditized vs. unique products
There are really only two kinds of products. Let’s start with commoditized 

products. These are the products everybody needs, consumed and produced on 

a massive scale. Commoditized products are often made in huge factories and 

sold in big box stores, like Walmart, plus online through Amazon and thousands 

of online merchants. Because there is essentially an unlimited supply of these 

products, the most common way to compete is by lowering your prices. It’s hard, 

if not impossible, to compete with Walmart or Amazon on price. Your chances of 

success are slim.

Fortunately for entrepreneurs like you, there are also unique products. These 

are often one-of-a-kind pieces, made in small batch runs or crafted on demand. 

Think of a handmade necklace, artisanal ice cream or bespoke iPad cases. As the 

creator of a unique product line, you have a distinct advantage. Because your 

products can’t be purchased from anyone else, it is impossible to get undercut 

on price. Sure, there will be other products like yours, but you can build your 

brand into something uniquely important to your customers. Brands that win a 

spot in consumers’ hearts and minds can command a premium price, even when 

competitors’ products are similar or significantly cheaper. 



“Unique is when 
entrepreneurs win.”

ABC’s Shark Tank is the perfect 

example of why uniquely interesting 

products win. Every week, a handful 

of entrepreneurs pitch celebrity 

investors in an attempt to raise 

capital and expand their business. 

The fascinating thing about Shark 

Tank is that every entrepreneur has 

a product they’ve developed from 

scratch. I doubt any of them could 

raise money from the Sharks if they 

were selling commoditized products.

Bigcommerce client Grace and Lace, 

who accepted a deal with Barbara 

Corcoran on Shark Tank, really drives 

this point home. Their handmade 

boot socks and leg warmers cost 

up to $40 a pair and have earned 

an incredibly loyal customer base. 

Sure, you can get socks for a couple 

bucks at Walmart and Amazon, but 

consumers have spent millions of 

dollars with Grace and Lace because 

their product is unique.

Bigcommerce Co-founder & CEO Mitch Harper

https://www.graceandlace.com/




Pick your platform
If you are new to selling online or you aren’t comfortable coding, steer clear 

of custom solutions. A comprehensive e-commerce solution like Bigcommerce 

can help you get started without a lot of effort and can also support your 

business as you grow. Look for a platform with a great community of people 

both running and using it who will testify to its awesomeness. Get on their 

forum, check out their blog and take a peek at their support materials.

Next, make sure you ask all the right questions before you commit. Go through 

the following checklist for each platform you consider.
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Can the platform support the type of products I want to sell? 

Is there a limit to the number of products I can list or sell?
1

How do I manage product options and inventory?2

Do I need to pay for themes? Can I create or customize 

themes? How will my store look on mobile devices?
4

Will this platform help my store show up in search engines?5

7 things to consider when choosing an e-commerce platform

What options do I have for processing payments? What 

options do I have for shipping? How much do they cost?
3

Does the platform integrate with third-party applications? 

Do I need to pay for additional functionality I might need?6

Who will support me when I need help? Do I need to pay for 

support? What other resources are available to help me grow?
7



Even if you get someone to answer these questions, make sure you take the 

e-commerce solution for a spin before signing up. Any platform worth its salt 

will let you try before you buy, so take advantage of that. If a vendor does 

not allow you to demo their software, that’s a pretty giant red flag. You need 

to open up the hood and get a feel for how things function and how you’ll 

manage your business on a day-to-day basis.

Finally, get references. Check out what other clients say about the platform. 

Make sure you look at both the good and not-so-good stuff. The only way to 

find out the truth about a platform is to ask people who use it.
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“Bigcommerce just works. Prior to using them we 

used two of the other large e-commerce platforms, 

and each seemed to lack various things that were 

important to our business.”

— The Home T

http://www.thehomet.com/


Every product has a target market. You need to identify who really wants or needs 

what you’re offering. Targeting these people from the beginning means you can 

build your store for the right audience, efficiently using your resources to impress 

and attract your potential customers.

First, figure out the demand for your product or service by focusing on what 

problems it can solve. Then refine your target market by identifying and studying 

consumers who are already buying your product. If you don’t have that information 

yet, look at competitors or complimentary products to get additional insights.

Avoid making assumptions. You may understand all the fabulous benefits of your 

product, but don’t assume consumers know them too. As tempting as it is to fill in 

the blanks, you need to engage with your potential customers and your research. 

Find your target audience
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You should continue to evaluate and tweak your target market as you get data from 

customers. For instance, you might think you are catering to thirty-something men, 

when really you are primarily selling to wives and girlfriends shopping for their fellas. 

Knowing who you’re targeting, and continually refining it, is key.

Here are a few questions that can help you discover your target market:

    What are the features of my product or service?

    How does the user benefit from these features?

    What is the typical age and gender of my ideal customer?

    Do they have a spouse, kids or pets?

    What is their average income and education?

    What are their common interests, values and attitudes?

    How do they like to shop and make purchasing decisions?

•
•
•
•
•
•
•
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Be more than just a store
Now that you know who your target customer is, you need to figure out what 

you can do to set yourself apart from the competition. That means be original. 

As a new seller, one of the best tactics is sharing your unique information. 

Create a blog, share your knowledge, establish yourself as an expert, become 

part of your community — don’t just sell things!

Kbands Training does a fantastic job of this with their in-depth sports training 

and nutrition articles. Specific drills highlight their products, but they also 

provide a genuinely useful resource for athletes. Follow their lead, establish 

your niche and embrace what sets you apart from the pack.

20Do Your Research
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Part 2:
Set Up a Solid 
Infrastructure
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Functionality first
It is very easy to blur the lines of design and functionality when building your 

store. An attractive website is important, but your design should not outshine 

what you’re trying to sell. Make your products the star of the show.

Grady’s Cold Brew is the perfect example of clean, focused, functional design. 

Their unique coffee is front and center in every way.
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Build your design on the right foundation
Don’t worry about colors or logos yet. Start by selecting a theme or template 

that really showcases your product. Your website should serve as a tool for 

effective online shopping, not some flashy whizzbang experience. Overly styled 

sites run the risk of distracting customers rather than guiding them towards 

checkout. 

When picking a theme, make sure the navigation menu fits your inventory. If 

you only have a handful of product categories, navigation across the top will 

work great. 

However, if you have loads of products and categories, you may want to use a 

theme with navigation running down the left side. Shoppers shouldn’t have to 

scroll down the page to get the information they need. Even though 

Eazy Wallz has an extensive product line, shoppers can see nearly 

all of the relevant parts of the site upon arrival.
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Last, but certainly not least, make sure whatever design template you choose 

is responsive or has a rock solid mobile version. There is no doubt you will lose 

sales if you don’t provide your customers with a good mobile experience.

Before I quote stats, I want you to answer one simple question: how much 

distance is between you and your mobile device right now? Is it right beside 

you? Is it in your pocket or purse right beside you? Are you reading this on a 

tablet? Yeah, I thought so.

According to comScore, over half the time 

spent on retail sites happens from mobile 

devices. During the 2013 holiday shopping 

season, 29 percent of e-commerce orders 

came from a smartphone or tablet. And 

these numbers keep on growing, which 

means every store needs to think about 

mobile commerce.



“Mobile shopping has always been a very high priority for us. It seems 

that a lot of our customers find a dress they like while shopping in a 

physical store, but in the wrong size or color. So they will jump online 

to find that style, then find us! Bigcommerce’s mobile site design is 

simple and very user friendly. We know our customers will find what 

they need no matter where they access our store.”

— Lady In Red

http://www.ladyinred.com.au/


The nuts and bolts
of e-commerce
You probably want to rush ahead to the flashy stuff. But there are a few key 

pieces you need to put in place before your store is ready to accept orders. 

Payments, shipping and fulfillment might not sound exciting, but they are 

powerful and essential tools in the e-commerce game. 

When the orders are rolling in, you’ll get super excited about this stuff, 

promise! But to get you to that point, follow these steps to ensure you’re 

setting up your store for long-term success.
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•

•
•
•
•
•

Step 1: Pick a payment gateway
If you want to get paid, this is a pretty important step. Payment gateways are how you 

collect money from your customers. Your e-commerce platform should tell you what 

gateways work with their system. Bigcommerce supports over 60 different payment 

gateways, including once-click setup for Stripe and PayPal. 

Once you have a list of options, you need to get the full 

picture of how they work, what they cost and if they 

can grow with your business. Here are a few things 

you should know about each gateway before you 

sign up:

    Is this a hosted (ex: PayPal) or non-hosted 

(ex: Stripe, Authorize.net) solution?

   Are there monthly and/or transaction fees?

    Are there penalty fees? If so, what triggers them?

   Is there a minimum balance requirement?

   Is there a transfer delay? If so, how long do you have to wait for your funds?

    When I need help or support, who do I contact? What hours are they available?



Step 2: Set up shipping
Shipping options depend heavily on your product, your business model, your 

target audience and your e-commerce solution. The trick is making sure all of 

these factors are working together. Fortunately, we have three tried-and-true best 

practices to get you started on the right foot.

Now, if you can offer free shipping on your products, do it! According to Forrester 

Research, high shipping costs are the number one reason for cart abandonment. 

And you can actually increase your average order value with free shipping 

offers. Also, if you can provide local pick-up as an option, you should. It’s often 

easier and cheaper for everyone involved, plus it’s an opportunity to meet your 

customers in person.

Start by researching your competition, you may uncover some really great 

insights on what works and what doesn’t in your product category.

1

Make sure your shipping policies are very straight forward, this will 

prevent confusion or surprises at checkout.

2

Offer multiple shipping options based on different shipping speed or carriers.3
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Step 3: Figure out fulfillment 
But before you can ship, you need to plan and organize how you fill orders. If you don’t 

spend time setting up a process, your customers may not get their orders on time, if at 

all.  A good rule of thumb, if your products are sprawled across your coffee table you have 

work to do. Figure out how you’ll process orders, print invoices and packing slips, pick 

products and prep them for shipping.

You also need to think about packing 

materials. You want to properly 

protect your products while also 

reflecting your brand identity. Think 

about what goes in the box, like 

directions, additional parts or maybe 

a thank you note and coupon. In 

addition to beautiful packaging, 

Delush Polish includes a thank you 

note with a neat scratch-off coupon.

http://www.delushpolish.com/


“Our e-commerce site has helped us grow by leaps ‘n bounds!  

We couldn’t be happier with Bigcommerce. The site is so easy to 

navigate; we are constantly getting amazing feedback from new 

customers. The back end of the site is remarkably user friendly; we can 

see our statistics of customer visits and orders with a quick click.”

— Torie & Howard

http://www.torieandhoward.com/


Measure your success
You need data and benchmarks to grow your business. Analytics are a key 

element in helping you run your business on facts rather than assumptions.

To start, examine your platform’s in-store analytics. It should track basic 

metrics like unique visitors, conversion rate, most popular products and 

average revenue per customer. Also take a peek at options like in-store site 

search that provide you with additional data points.

You should also use Google Analytics to get a deeper understanding of your 

business. Google Analytics can help you define your target audience, track 

where visitors come from and show you how shoppers are engaging with your 

store. The sooner you get these insights, the quicker you can efficiently scale 

your business.
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Gross Margin. The difference between your revenue and the cost of 

goods sold. This is key as you look to reinvest profits for growth.
1

Conversion Rate. The number of visitors who became buyers. You 

can also track conversion rate for advertising, email campaigns and 

promotions to understand what was most effective at driving sales.

2

Average Order Size. Divide revenue by the number of transactions 

to see how much each customer delivers to the bottom line. Consider 

offering free shipping at a certain dollar amount to boost order size.

4

Cart Abandonment Rate. How many visitors initiated an order versus 

how many completed an hours. This is some of the lowest hanging fruit 

when it comes to driving sales. 

5

5 key e-commerce metrics to track as you grow

Value Per Visit. Divide revenue by the number of visitors. This is 

especially helpful in guiding decisions around advertising. 
3



Part 3:
Wow Your
Customers
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Wow Your Customers 37

No one wants the skinny version. Do you know what I say every morning at my 

coffee shop? “Yes, include the fat please.” You need to embrace this mantra 

for your online store too. When it comes to painting your potential customers 

a vivid picture of your products, don’t give them a tasteless watered-down 

version. Give them a large serving of the real deal, providing all of the juicy 

details surrounding your product or service.

We love how Austin bakers Tiny Pies presents and describes their delicious 

desserts. Their pies look and sound so amazing, you can practically taste them!

Make your products 
irresistible

http://www.tinypies.com/


Give them their cake with copy that converts
This is an area a lot of merchants neglect when building their store. They either 

phone it in with skimpy features or they copy and paste from a manufacturer.  

Never copy and paste! It is almost certain to harm your ranking with search engines. 

Yes, basic product descriptions 

should describe your product, but 

a good one will actually sell your 

product. Not sure where to start?  

Try telling a story with these 

techniques:

Answer the important questions. 

Start by addressing the big six — 

who, what, when, where, how and 

why. They may not all apply, but it’s 

a surefire way to jump start the process and uncover important selling points.  

Josie Maran Cosmetics literally lists out and answers these question in her  

Argan Oil product description.

“Why I love it: Argan Oil 

might not be able to solve 

all the world’s problems, but 

when it comes to your body, 

there isn’t much it can’t do.”

http://www.josiemarancosmetics.com/


Highlight the features but don’t forget the benefits. Features are properties of 

your product, benefits are what the buyer gets out of your product. If they can save 

money, sleep better, knit faster — tell them! 

EzyDog does a great job of this by pointing out the features of their shock 

absorbing leash while explaining why those features benefit both the dog and the 

dog walker. “Go hike that trail. Go for a run or a romp through the park. With a Cujo 

leash, you know your dog will stay safe and sound.”
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Engage and entertain. Your product copy is a great place to bring your brand to 

life. Is your product wistful and romantic, bold and decisive, decadent and delicious? 

Embrace that and create a unique voice for your store. Stupid Cancer, a non-profit 

that empowers young adults affected by the disease, has an irreverent yet inspiring 

description for their awesome Cancer Card.

Talk directly to your shopper. 

Take engagement to the next 

level by addressing your shoppers 

directly and personally. Ask and 

then answer questions as if you’re 

having a conversation with them. 

Use the same words they do or write 

in a way that appeals to your ideal 

customer. This approach is what 

makes Man Crates so hilariously 

spot on.

The don’ts. PLEASE DO NOT USE ALL CAPS. And don’t forget spell check. Better yet, ask 

your favorite English major to check your site for spelling, grammar and punctuation.

“It’s time to cash in all those pity 

chips and milk your diagnosis 

for all it’s worth. Why? Because 

why not? Play your cancer card. 

You’ll be glad you did. After all, 

you’ve earned it. Survivors rule!”

http://stupidcancer.org/
http://www.mancrates.com/


The Call of the Wild

You heard it, and your instincts told you it must be answered. 

The last bar on your cell phone disappears as you drive into 

the foothills, all of your worries far behind in the rearview 

mirror. Miles from civilization, not even your cornflower-blue-

shirt-wearing boss Tad can encroach on your weekend. You’re 

off the grid.

The untamed wilderness is your proving ground. After all, 

there’s no greater challenge than that of Man against the 

Elements.

It’s just you and an overgrown hinterland seething with insects 

and wild animals - just the way you like it.

— Outdoor Survival Crate by Man Crates

http://www.mancrates.com/


Slather on the icing with product photos that sell
High-quality product photos provide your customers with the context they 

need to make a purchase without the in-person shopping experience. Recent 

studies have shown that 67 percent of online shoppers consider product photos 

“extremely important.” They can increase sales as well as reduce returns, saving 

you time and making you money. Product photos that are fuzzy, pixelated, have 

blinding flash glare or a distracting background aren’t gonna fly. 

The good news is solid product photography doesn’t need to be prohibitively 

expensive or complicated. You really can shoot your own fantastic product 

photos on a budget. There are some huge advantages to developing the skills and 

investing in the equipment to shoot your own photos, like flexibility and long-term 

savings. 

However, you may be able to find an eager hobbyist or student who will shoot for 

cheap. Just make sure you take a look at their portfolio and communicate a clear 

vision for your photos. You can even ask them to do a couple test shots before 

bringing them on to shoot your entire product line.
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Go high quality in every way. You need to provide the clearest pictures possible, 

both figuratively and literally. Product photos should be sharp, action photos should 

be clear and lifestyle photos should reflect your brand. Mamoo does a fantastic job 

of this with their line of bags for adventurous kids.

http://mamookids.com/


Include multiple perspectives. Do your best to recreate the in-person experience 

by helping shoppers explore the product or envision the results. Yubo shows 

customers exactly what they can expect when they buy this unique lunchbox.
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Have a photo for each option. 

Color, size, whatever. Don’t make your 

shoppers use their imagination.  

Hoop Culture shows each color 

variation of their Tres V2 shirt.

Enable zooming. As a shopper, you 

want to get up close and personal with 

a product so you can carefully examine 

it. Air Plant Worlds lets you see all the 

intricate details in their terrarium kits.

http://hoopculture.com/
http://www.airplantworlds.com/


“I couldn’t be happier with the level of support and 

baked-in features, including the beautiful free design 

templates. If you want your business to grow and 

succeed, Bigcommerce is the only choice.”

— Simply Southern Wedding

http://simplysouthernwedding.com/


Sprinkle in video to increase engagement
Videos can have a huge impact on your sales and conversion rates. There are tons 

of mind blowing stats and success stories on this topic, including an EyeView study 

that found conversion rates are up to 80 percent higher when a product page 

includes video.

Anyone can make a video that will help sell their products. Don’t think you have 

anything to say on camera? Believe me, you do. Start with a few helpful tips 

about your product and go from there. One of our favorite client examples is 

BikemanforU, who has created over 900 rad bike maintenance and repair videos 

for his popular YouTube channel and continues to put out fresh content every 

single week.

Video can be significantly more expensive than still photography, so don’t be afraid 

to try it out with your own equipment first. If you do have the budget, you can hire 

a hobbyist, student or even a professional to shoot video for you. Again, look at 

work samples and do some test runs before you commit. A wallet-friendly power 

tip from Two Guys Bow Ties is to hire a pro but skip doing a voiceover to avoid 

the high costs around audio editing. 

http://www.bikemanforu.com/
http://www.woodenbowties.com/


DO provide the full 360 perspective of 

your product. Handle it, flip it over or 

even take it apart. Watch Yeti Coolers’ 

videos to see some masters at work.

DO walk through the steps of 

assembling or using your product. 

Shoppers shouldn’t find any surprises 

when they open the box.

DO know that the options are  

endless, so go ahead and get creative!  

Dog-e-Glow’s super fun video  

“Work Hard, Glow Hard” showed  

off the product and went viral.
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DO show your items being made or crafted by you, like Two Guys Bow Ties. In addition 

to showing off the quality of your products, it creates an emotional connection with your 

customers.

DO go into both the features and benefits of your product. Maybe you can get some of 

your happy customers in action.

DO seriously consider showing your face 

and telling your story. The founders of 

Raven + Lily, a socially-conscious lifestyle 

brand, put together a video that shows 

how they empower women in Ethiopia, 

Cambodia, India, Kenya and the U.S.

DON’T have so many videos that it actually 

slows down your site and distracts potential customers. If you want to do a series, 

consider creating a YouTube channel.

DON’T have videos set to “auto-play.” That feature can really increase your bounce rate.

http://www.woodenbowties.com/
https://www.ravenandlily.com/


Reviews are the cherry on top that closes the deal
Customers testimonials can give shoppers the last nudge they need to make a purchase. 

Studies show social proof can increase conversion rates by 18 percent. Nearly all 

e-commerce platforms have customer reviews in some shape or form. There are also 

many stand-alone applications, like Yotpo, if you want more robust features and control. 

You can do all kinds of creative things with reviews, from displaying them on your product 

pages to sharing them on your social networks. Toffee Talk is a great example of how 

strong social proof can take your product pages to the next level. If you don’t have 

individual product reviews yet, consider putting together a testimonial page with positive 

feedback from friends and early adopters. You can even kick things off by sending 

samples to bloggers in your space. Try a couple options and see what works for you.

BEST TOFFEE ON THE PLANET!               «««««
Toffee Talk is my absolute favorite toffee, just ordered 
several boxes for clients and now they’re raving too, so it 
seems everyone LOVES Toffee Talk! Excellent customer 
service and the orders were all quickly shipped, and arrived 
fresh, delicious, and beautifully packaged.

http://cjstoffeetalk.com/


In a brick-and-mortar store, you can have staff running all over the place, 

answering questions and showing customers around. Shopping online is a 

little different, but there are ways to replicate that experience.

First you need to think about your customer’s entire journey, from start to 

finish, so you can pave a path for them. Then run a test order and go through 

the exact same process as your customer. From there you can send friends 

and family on a scavenger hunt for a particular product. All of this will help you 

to identify pain points and discover things you want to improve.

Guide shoppers on 
their journey
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Eliminate speed bumps
All the tips on product copy, photos and video are a great place to start. But there 

is even more you can do to help visitors through the selection and checkout 

process. These may seem like small details, but they all help reduce friction for 

your customers.

  Enable quick view. Shoppers can take a closer look at a product without 

loading a new page. If the like what they see, they may immediately add it to 

to their cart.

  Enable a guest checkout. Did you know 14 percent of shoppers will jump 

ship if they have to create an account in order to checkout? 

  Enable single-page checkout. Express checkout combines billing, shipping 

and credit card information in one speedy page.

  Enable breadcrumbs. Taking a page from Hansel and Gretel, these let your 

shopper track every step of their journey so they never get lost.

•

•

•

•



Feature your best sellers
If you have a product or service that is especially popular, make sure it is easy 

to find. Consider featuring those in-demand items on your homepage. Include 

relevant calls to action like “shop now” or “add to cart” and bam, instant sale!

Utilize internal site search
Do you know what your shoppers really want?  As consumers, we’ve been trained 

to open a browser, type what we want in a box and press “search” to find it. So 

track how people are using that little box on your own site. Each time a visitor 

enters a search term, they’re telling you exactly what they want in their own 

words.

Properly promote your deals
If you have an offer, brag about it. Make sure you clearly display all ongoing sales 

and promotions, on your site as well as your social media pages and promotional 

emails. Make it easy for customers to enjoy those codes.
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“Since switching to Bigcommerce in late 2012, my conversion rate has 

doubled. I chose Bigcommerce because for a very reasonable price, I 

could have an attractive, modern website that represents the look and 

feel of my business with features designed to give my customers an 

improved, streamlined, shopping experience.”

— Healthy Gourmet Gifts

http://www.healthygourmetgifts.com/


Answer frequently asked questions
Depending on your business, you may want (or need) to add an FAQ page. Common 

questions you may want to answer include:

 What is the right way to use this product?

 How the heck do I put this thing together?

 Does it need batteries or additional components?

 Is there a warranty? If so, for how long and what does it cover?

 Is this going to fit me? 

If you can, add helpful images, diagrams 

or videos to your FAQs. Cashmere Hair 

has extensive resources on how to wear 

their luxury clip-in extensions.

•
•
•
•
•

http://www.cashmerehairextensions.com/


Be honest and upfront — always
In an ideal world, every customer would be happy with their purchase for ever 

and ever. Unfortunately life happens. So be proactive and completely transparent 

about your policies. Clearly display shipping prices, shipping guidelines, 

warranties, guarantees and your returns policy. Just make sure every is out in 

the open so shoppers can buy with confidence. You can even use your policies 

as a selling point, like Lupine Pet does with an “unbeatable guarantee” for their 

sturdy dog and cat collars. 

http://store.lupinepet.com/


“Bigcommerce gives us the features and visibility that 

every online store should have. Bigcommerce takes 

care of everything, allowing us to do what we do best: 

serving our customers with quality.”

— Vasilia

http://www.vasilia.com/


Build trust and loyalty
Connect with your customers. Buying online can be intimidating for a lot of 

shoppers because they can’t see the human behind the business. Are they 

dealing with someone who is honest and believes in their product? Or are they 

getting scammed? Don’t leave that question open for debate. Put in the extra 

effort to reassure and appreciate the people who support you.
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Share your story
Why are you starting an e-commerce business? Tell that story. Talk about your 

passion, your motivation, your mission and your dream. In addition to putting a 

human spin on your store, it helps customers understand your product and connect 

with your brand. 

A wonderful example of this can be found at Mountain Dog Chews. Owner Corey 

Davis was a successful lawyer in his mid-thirties who decided he wanted something 

more. “After taking a good, hard look at life – as it should be lived – and those certain 

truths which I, indeed, hold to be self-evident, I embarked, together with my wife, 

Michelle, upon a leap of faith … One driven solely by personal passions and values.” 

Now he and his family run a business that is “defined by our commitment to 

uncompromising quality and service, respect for and stewardship of the American 

outdoors and its wildlife resources, and to fostering moments of connection between 

individuals and their wonderful and selfless four-legged canine companions.” 

After reading that, don’t you want to buy from this guy?

http://www.mountaindogchews.com/




Include trust indicators
In addition to establishing trust by telling your own story, you can borrow trust 

from respected brands. For example, displaying badges from your payments 

gateways or the logos of credit cards associates your store with those companies. 

You should also address privacy concerns, either by displaying the appropriate 

seals or linking to an up-to-date policy from your homepage. These are all 

trustmarks that will instill confidence in your shoppers

Be available
One of the best ways to spot a fraudulent store is they don’t provide any contact 

information. So make sure that your customers have access to you. I’m not 

saying you need to give out your personal cell number, but you should certainly 

have a contact form, a phone number, social media accounts, an email address, 

coordinate for a carrier pigeon, whatever works best for you. Customers need to 

know they can get in touch with a human being. By providing a way to connect, 

you will instill confidence in your shoppers and establish yourself as a legitimate 

business.



Congratulations!
You made it through this step-by-step guide, which means you are now ready 

to launch your online store. But setting up your site is just the beginning. 

Now it’s time to focus on attracting the right kind of shoppers and turning 

them into happy repeat customers. Stay tuned for more content on how to 

optimize your site for search engines, build a community on social media, 

nurture customers via email marketing plus the smartest ways to use paid 

search. These are the essential tools that will get you to your first sale and lay 

the groundwork for you to sell more. 
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Now open your own online store with 
Bigcommerce. Get everything you need to 
start and grow your business:

Beautiful store themes that help you get started quickly

A storefront that looks great on laptops, tablets and phones

Built-in SEO to help shoppers find your store 

Marketing tools to increase your sales

Integrations with email marketing, advertising, shipping and inventory 

management, and other powerful apps

•
•
•
•
•

Try it FREE

http://www.bigcommerce.com/?utm_campaign=Ebook+Create+Online+Store&utm_medium=content&utm_source=ebook
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