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E-commerce Basic Concepts

* Webshop: A digital platform where products and services are sold online.

* Cart: The virtual basket where customers collect selected products before
completing their purchase.

* Conversion: When a website visitor performs a desired action, such as making a
purchase or subscribing.

e Cart Value: The average amount a customer spends during a purchase.
Increasing cart value can be achieved through targeted upsell and cross-sell
offers.

* Upsell and Cross-sell:
* Upsell: Recommending more expensive or higher-value products to customers.

* Cross-sell: Suggesting related or complementary products during the purchasing
process.
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e Cart Abandonment: The phenomenon where a customer adds
products to their cart but does not complete the purchase.
Retargeting through emails and offering discounts can help
reduce this rate.

* Conversion Rate: The percentage of visitors who perform a
desired action, such as making a purchase or registering.

* Checkout Process: The final step in the purchasing journey,
during which the customer fills in payment and shipping details
and completes the order.
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The State of E-commerce
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Building sustainable growth

Why Is Marketing Important?

e According to data from ekerstat.hu, Hungarian e-commerce
achieved a total revenue of 1474 billion HUF, representing an
11.41% annual growth. Currently, there are 38,240 online
stores operating in the country, which marks a 2.25% increase
compared to the previous year. E-commerce accounts for 9.8%
of total retail sales, though this share has decreased by 1.01%.
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Why is Marketing Important?

* Increasing and Retaining Market Share
With Hungarian e-commerce accounting for 9.8% of total retail, marketing plays a crucial role in
strengthening a business's presence and attracting new customers. Expanding market share is the
result of continuous and targeted marketing efforts, which ensure that customers choose your
business over competitors.

* Leveraging E-commerce Market Growth
The annual growth of +11.41% in total revenue offers significant opportunities for businesses
operating in e-commerce. Marketing is essential to capitalize on the growing demand, enabling
businesses to secure a larger portion of the expanding market.

e Standing Out in a Competitive Market
With 38,240 online stores and a 2.25% annual increase in their number, competition in the e-
commerce sector is intensifying. Marketing tools help businesses differentiate themselves, present
more appealing offers, and attract new customers amidst a crowded marketplace.
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The Basics of E-commerce
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What do we sell?

!e‘ectmg tHe I’IgHt pro!uct IS cruua|. Iopu|ar categories ‘I!e IBSHIOH or !‘!‘!! Iace strong

competition from international and regional players (e.g., TEMU, SHEIN, eMAG).

Physical products require logistics, while digital products (e.g., e-books, online courses) can be
scaled with a one-time production effort.

Achieving the right profit margins and cost efficiency is critical for business success.
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What do we sell?

How Easy Is It to Communicate the Product?

It’s essential to build content around the product that aligns with the broader
marketing strategy. ldeally, the product should be promotable across various
formats.

How Difficult Is It to Manage the Product?
Shipping, packaging, and perishability affect costs and logistics. Delicate products
may require additional customer service efforts.

What Regulations Apply to the Product?
Regulatory requirements (e.g., licenses, warranties) can introduce extra costs and
challenges.
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The E-commerce Sector’s Top Grossing

Categories
/g online kiskereskedelmi brutté forgalom:
The highest gross revenue in the e- szektorok
commerce sector is generated by i 2023
consumer eIectronics, reaching 295 8 (A véltozas bazisa az eléz6 év azonos idészaka.)

billion HUF in 2023 with an 8.6% e
growth rate.

The fashion and FMCG sectors also
stand out, with the latter showing a
remarkable 20.8% growth, reaching
197.9 billion HUF.

Mdszaki Divat FMCG Jaték, Szamitas-  Bator Szépség- Sport, Barkdacs,
cikkek kultara  technika apolas egészség kert

. . \ J
Amon g the faste St'g rowing Catego res GKID Research & Consulting Digitdlis Kereskedelmi Kérkép, 2024/,

are FMCG and beauty products. A TOP3 szektor felel a kiskereskedelmi forgalom 48,5%-Gért.
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What do we sell?

The Highest Average Profit Margins
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The clothing, fashion, and sports sectors A magyarorszagi webaruhazak kérében
. . . . (A minta méretkategéria és szektor szerint reprezentativ a GKID dital nyilvantartott,
achieve the highest average profit margin magyar webdruhéz sokaségra.)

at 31.6%.

This is largely due to the popularity of
these categories among customers and
the ability to sell products with higher
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Starting an Online Store
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Rentable E-commerce Platforms

* Shoprenter and Unas
These solutions are ideal for those who want to launch an online store quickly
with minimal technical knowledge. They are easy to set up, automatically receive
security updates, and offer a variety of design templates. These platforms also
come with integrated payment gateways and logistics solutions.

* Advantages:
— Low startup costs
— Fast time to market
— Automatic updates

* Disadvantages:

— Limited functionality
— Less flexible customization options.
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Open-Source E-commerce Platforms

* WooCommerce and Magento
Open-source platforms offer flexibility and complete control over your online
store, allowing the owner to build and manage the store themselves. Technical
knowledge is essential, and developers may be needed for customization. These
solutions provide opportunities to create unique features and integrations.
* Advantages:
— Complete flexibility
— Customizability
— Integration of unique solutions
* Disadvantages:
— Higher technical requirements
— Maintenance and development costs
— Time-consuming setup
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Custom-built E-commerce Stores

 Tailored Online Stores:

These are fully custom-developed solutions that allow businesses
to design every detail of their store according to their specific

needs. They are ideal for those who require complex integrations
or unique functionalities.

* Advantages:

— Maximum flexibility

— Integration of special features
* Disadvantages:

— High initial costs

— Long development time
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Legnépszeribb Jellemzé
webdruhdz megoldasok: értékesitési modellek:

Fizikai iizletben is

Marketplace értekesités

Kiilfoldi értekesités

Ugyfélkér szerinti csoportositas:

B2E és B2C értékesités egyarant

B2C értekesités

D2C ertékesites
VirtueMart

B2E ertékesites

Egyéb

Co-funded by
the European Union




|||||||||||||||||||||||||

Tips

 Both rented and open-source solutions are available, each catering
to different technical knowledge and needs. WooCommerce offers

high flexibility, while Unas and Shoprenter provide simpler, quick-
to-setup solutions. The technical background and customer support

are crucial for long-term success.

* It’s worth starting with a rented webshop platform that offers
Hungarian support, as there will likely be many questions at the

peginning.

* From a marketing perspective, all of these solutions are very good.
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Technical Basics

* Fast and Secure Hosting:
The speed of your online store is critical for both user experience and SEO.
Fast loading times and reliable hosting are especially important if growth is
expected. Additionally, security measures such as an SSL certificate and
regular backups are essential for protecting your store and customer data.

* Responsive Design:
A significant portion of e-commerce happens on mobile devices, so your
webshop must be mobile-friendly. This includes responsive design,
ensuring that the store displays properly on all devices. The user
experience is closely tied to conversion rates, making it crucial to optimize

for mobile.
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Quality Expectations

* Product Descriptions:
Detailed, informative, and engaging product descriptions build customer trust.
It's important to provide accurate information for each product, helping
customers make informed decisions. A lack of available information can reduce
the chances of a purchase.

* Quality Images and Videos:
Visual content is crucial in online shopping. High-quality images of products from
multiple angles, as well as videos, help customers verify the quality of the
product. Customers are more likely to make a purchase when they have a clear
view of the product.

* Useful Content:
Content like blog posts, guides, and case studies not only adds value for visitors
but also positions the business as a trusted expert. This content is a vital part of
content marketing and also supports search engine optimization (SEO).
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Payment methods
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! Webdruhdzban biztositott fizetési modok

Milyen fizetési moédokat biztosit Mekkora jutalékot fizet a fizetési megoldas
webdaruhazaban? szolgaltatojanak?
Banki atutalas [N s4% = 0-0,99%
Utanvétel készpénzes [N 82%
1-1,49%
Utanvétel bankkartyas fizetéssel [N 76%
Online bankkartyas fizetés [N 75% ® 1,5-1,99%
Csomagponton torténd fizetés Y 57%
N 2-2,99%

Személyes atvételkor fizetés sajat izietben [N 53%
Google/Apple Pay I 13%
- R

Fizetési link, fizetési kérelem B 5%

B 3%-nal nagyobb

PayPal

Nem meérvado

Online Aruhitel (p! Cetelem, Cofidis) | 3%

Halasztott fizetés I 3% A webaruhaz tulajdonosok kozel fele legfeljebb 1,49% jutalékot fizet fizetési

Mentett kartyas fizetés I 3% megoldas szolgaltatéjanak Tavalyhoz képest nem valtozott azoknak

az aranyaq, akik 1,5% vagy ettol tobb jutalékot fizet fizetési megoldas
szolgaltatojanak.

szEP-kartya, EP-kartya | 2%

IsmétSdé fizetés (elofizetés kezeles) | 1%

Forras: shoprenter.hu $ 1 Tavalyi évhez viszonyitott valtozas
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Payment Gateways

A payment gateway is a service that enables customers to make secure payments during online shopping using various
payment methods, such as bank cards, mobile payments, or e-wallets. It is a central component in processing online
payments, ensuring that transactions are secure and reliable. It encrypts user data and connects the customer's bank with
the merchant's bank account.

How Does a Payment Gateway Work?

1.Payment at Checkout:

The customer selects the desired product in the online store and provides card details or chooses another payment method
during the payment process.

2.Data Transmission:

The payment gateway securely transmits the provided data to banking systems in encrypted form.

3.Authorization and Approval:

The customer’s bank verifies the data and approves or rejects the transaction.

4.Payment Processing:

For a successful transaction, the amount is deducted from the customer’s account, and the merchant receives the funds in
their account.

Co-funded by
the European Union




4Retail fhy

Building sustainable growth

Payment Gateways

SimplePay

Advantages:

*SimplePay is part of the OTP Bank Group, providing stability and recognition in Hungary.
*Excels in integration capabilities.

*Supports multiple payment methods, including QR codes and mobile payments.
*Handles multiple currencies.

*Offers flexible contract options.

Disadvantages:

*The contract process is more time-consuming.

*A connection fee is charged, which can amount to tens of thousands of forints.
*Merchant commission ranges between 1-2.5%, which is higher than some other payment
solutions.
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Payment Gateways

Barion

Advantages:

*One of the most popular Hungarian-founded online payment services.

*Favored for its low fees: no connection fee, and transaction fees are lower, ranging from 0.5-
1.5%.

*Easy integration and registration process with no monthly fee.

*Supports card payments without registration, though using the Barion wallet makes payments
more convenient.

Disadvantages:

*Lower customer trust due to being a smaller brand.

*Fewer integration options on certain platforms.

*Additional fees may apply when transferring funds from the virtual account to another bank
account.

Co-funded by
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Payment Gateways

CiB

Advantages:

*The CIB card payment system integrates quickly and easily with various e-commerce platforms,
such as WooCommerce, OpenCart, and PrestaShop.

*Supports the 3DS security protocol for secure transactions.

*Reliable customer service.

*Continuously updated online payment systems that are easy to use.

*No hidden fees, and transactions appear immediately in the merchant’s system.
Disadvantages:

*Less known among smaller online stores.

*Transaction fees are not always as competitive as those offered by Barion.
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Payment Gateways

A payment gateway is a service that enables customers to make secure payments during online shopping using various
payment methods, such as bank cards, mobile payments, or e-wallets. It is a central component in processing online
payments, ensuring that transactions are secure and reliable. It encrypts user data and connects the customer's bank with
the merchant's bank account.

How Does a Payment Gateway Work?

1.Payment at Checkout:

The customer selects the desired product in the online store and provides card details or chooses another payment method
during the payment process.

2.Data Transmission:

The payment gateway securely transmits the provided data to banking systems in encrypted form.

3.Authorization and Approval:

The customer’s bank verifies the data and approves or rejects the transaction.

4.Payment Processing:

For a successful transaction, the amount is deducted from the customer’s account, and the merchant receives the funds in
their account.
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Payment Gateways

SimplePay

Advantages:

*SimplePay is part of the OTP Bank Group, providing stability and recognition in Hungary.
*Excels in integration capabilities.

*Supports multiple payment methods, including QR codes and mobile payments.
*Handles multiple currencies.

*Offers flexible contract options.

Disadvantages:

*The contract process is more time-consuming.

*A connection fee is charged, which can amount to tens of thousands of forints.
*Merchant commission ranges between 1-2.5%, which is higher than some other payment
solutions.
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Payment Gateways

Barion

Advantages:

*One of the most popular Hungarian-founded online payment services.

*Favored for its low fees: no connection fee, and transaction fees are lower, ranging from 0.5-
1.5%.

*Easy integration and registration process with no monthly fee.

*Supports card payments without registration, though using the Barion wallet makes payments
more convenient.

Disadvantages:

*Lower customer trust due to being a smaller brand.

*Fewer integration options on certain platforms.

*Additional fees may apply when transferring funds from the virtual account to another bank
account.
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Payment Gateways

CiB

Advantages:

*The CIB card payment system integrates quickly and easily with various e-commerce platforms,
such as WooCommerce, OpenCart, and PrestaShop.

*Supports the 3DS security protocol for secure transactions.

*Reliable customer service.

*Continuously updated online payment systems that are easy to use.

*No hidden fees, and transactions appear immediately in the merchant’s system.
Disadvantages:

*Less known among smaller online stores.

*Transaction fees are not always as competitive as those offered by Barion.
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Delivery methods

Jelenleg az alabbiak kézil, mely logisztikai szolgaitatéval van
elo szerzodeése?

The most popular logistics providers are
Tt 8 MPL, GLS, and Foxpost.

53% s2%

Compared to the previous year, this
year, a larger proportion of contracts
have been signed with MPL and
Shoprenter Go among the logistics
providers.

DPD
Shoprenter Go
Express One
Sprinter
Webshippy
Fargefutar
fuvar.hu

Wolt

et

GLS. |

.
N

Packeta

W dpd

Sameday/Easybox
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Fulfillment

Fulfillment Service

A fulfillment service is a logistics solution that involves storing, packing, and shipping products from online stores to end
customers. Fulfillment providers help e-commerce businesses outsource the entire order processing process, so they don’t
need to deal with their own warehouse, packaging materials, and shipping solutions.

What is it used for exactly?

*Storage: The fulfillment provider stores the business's products in their own warehouses.

*Packing: When a purchase is made in the online store, the fulfillment provider prepares and packages the order.
*Shipping: The provider also handles the shipping, often partnering with freight companies to ensure fast and reliable
delivery.

*Returns Management: If a customer returns a product, the fulfillment provider manages the return process, including
repackaging and restocking.
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Logistics outsourcing

Van-e igény arra a webaruhazuk esetében, hogy Mennyi eréforrast emeésztenek fel a logisztikai
tovabbi logisztikai szolgaitatét vonjanak be? feladatok webaruhaza tekintetében?

(ora/hét sojat eroforras)

o I -

O
Igen, folyamatosan n-20 - 17%
W Igen, csak kiemelt idoszakokban 21-30 I 4%
78%
Nem 31-40 I 6%
40+ I 5%

Co-funded by
- the European Union It is not common in Hungary for online stores to outsource their logistics tasks.
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Customer service

Customer Service Quality
The quality of customer service has a direct impact on customer experience and loyalty. A well-functioning, efficient
customer service not only solves problems but also fosters the development of long-term relationships with customers.

Phone-based Customer Service:

*Advantages: Provides a more personal connection, especially useful for handling complex issues where immediate
interaction is required.

*Disadvantages: Time-consuming, can be more costly. It is crucial to have well-trained staff who are patient and helpful.
Email-based Customer Service:

*Advantages: Allows for detailed, documented responses. It can be easily automated, for example, using template responses
to speed up the process.

*Disadvantages: Slower response time and less personal interaction compared to phone or chat.

Chat-based Customer Service:

*Advantages: Provides immediate feedback, which is particularly popular among customers. Routine questions can be easily
addressed with automatic chatbots.

*Disadvantages: If the chat function doesn't work properly, customers may become dissatisfied. It’s important to ensure that
the chat works in real-time, or that the chatbot is well-programmed.
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Al chatbot

* 4/7 Availability

* Quick and Accurate

* Responses

* Automated Tasks

* Learning and Adaptation

* Personalized

* Recommendations

* Improving User Experience

e Data Collection and Analysis
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o Is this the order you are referring to?

Night Sprint
€199

o You order is in transit and will
be delivered later today.

In transit Order #6665

Your parcel is out for delivery

ted delivery time 4 hours

—)

Type a message >

Powered by @ Molin Al

[+

I

Can | talk to a human?

Sure! Can you please give me your
email address?

Here is my email jack@molin.ai

How can | help you today?

Actually, can | please talk to

Molin instead?

Sure, I'll transfer you.

Type a message >

Powered by @ Molin Al

Al chatbot

Can we switch to Facebook?

o Of course!

And what about WhatsApp?

° That too! ==

Wow, that's awesome! &

W| |

Powered by @ Molin Al

Can you help to find a shoe

for running?

O Of course! &

it

Here is the best seller running shoe.

Solar Sprint
€199

Can | help you with anything else?

Powered by @ Molin Al
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Frequently Asked
Questions

I need advice! How can | pay?

What are the delivery methods?

Type a message >

Powered by @) Molin Al
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Increasing Customer Satisfaction

1. Fast and Reliable Delivery

2. Accuracy of Delivery Time

3. Order Tracking

4. Simple and Fast Purchasing Process

5. User-friendly Website Navigation

6. Quick Payment Process

7. Customer Service Support

8. Instant Availability

9. Al Chatbots and Automated Solutions

I Co-funded by
MO the European Union




é

c4Retail
Increasing Customer Satisfaction

Collecting Customer Reviews and Feedback
*Displaying Reviews

*Surveys and Feedback

*Return and Warranty Policy

*Flexible Return Options

*Guarantee and Quality Assurance

Personalized Offers
*Personalized Marketing

Loyalty Programs
*Customer Loyalty Programs
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TOFU-MOFU-
BOFU
model

The TOFU-MOFU-BOFU (Top of the Funnel,
Middle of the Funnel, Bottom of the
Funnel) model refers to the different stages
of the marketing funnel, through which
potential customers progress during the
buying process.

This model helps us understand which
phase potential customers are in, allowing
us to provide them with tailored content
and messages accordingly.

Co-funded by
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TOP o FunneL

GOAL- GET PEOPLE TO YOUR WEBSITE

HOW? Provide quality content like ebooks, whitepapers,
and webinars in exchange for contact info.

- Use PPC and SEOQ strategies to show up in Google
- Be active on social media and use eye-catching posts

MIDDLE or runneL

GOAL: NURTURE EXISTING LEADS

(AKA now that they know you, get them to like you more)

HOW? Give existing leads more tailored content, such as
buying puides.

BOTTOM or runnee

GOAL: GET THEM TO CHOOSE YOU

HOW? Offer free trials, assessments, demos, and special
product offers.

GHOCOLATE BIT at the bottom
aka the CONVERSION



¢
Buildir@45u§rgletgraowit!
TOFU (Top of the Funnel) - Awareness
*Goal: Increase brand awareness and capture the attention of potential customers.
*Tools: Blog posts, tutorial videos, social media content, infographics.
*Content Type: Useful, general information about the industry or product. The goal is to make the audience
discover your webshop. Example: "5 Tips for Home Decoration" if you sell furniture.

MOFU (Middle of the Funnel) - Interest and Consideration

*Goal: Generate deeper interest and engage potential customers.

*Tools: Newsletters, case studies, product demos, webinars, email series.

*Content Type: Presenting the products and highlighting the benefits of purchasing. Example:
Recommendations, product reviews, detailed product descriptions. In this phase, detailed product presentations
help the audience in their decision-making process.

BOFU (Bottom of the Funnel) - Purchase and Conversion

*Goal: Drive purchases and conversions.

*Tools: Special offers, coupons, free shipping, money-back guarantees.

*Content Type: Concrete offers and purchase-triggering content, such as discounted products, promotional
coupons. At this point, the goal is to encourage the customer to make a purchase.

Co-funded by
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Search
Engine
Optimization
(SEO)

» Keyword research, on-page SEO,
off-page SEO, technical

*SEO Goal: Increase organic traffic
through better visibility in search
engines.
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Suggested products

Reebok Mens Off Men's Air Force 1

White Club C 85 High 07 Casual
FacSun JD Sports
$75.00 $100.00
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Shopping Ads
Pluto Sneakers, Blue ericdress color block Men's Comfort Shoes Jordan True Flight
/ EU 38 face-up high-cut Light Up Shoes, Black Metallic Gold
Basso EncDress LightinTheBox StockX
$69,99 $56.48 $37.79 $115.00
TOP 10 SNEAKERS OF 2020!"! (So Far)
BULLITRC @ 135K views * 1 month ago
Here Are My Top 10 Sneaker Releases Of 2020 So Far! What Are Your Top 2 Sneaker Releases Of 20207
Let Me Know In The
aK
Organic Results

TOP 10 Sneakers for SUMMER 2020

Seth Fowler @ 393K views * 5 months ago

Enter on |G: https.//www.instagram.com/realsethfowiler/ Today I'm counting down the Top 10 Summer

Shoes of 2020! Each one of

4K




Video
marketing

eYouTube Channel, Video Ads,
Tutorials, Webinars

*Video content with a strong visual
impact that increases
engagement and helps build a
deeper connection with the
audience.
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| Clarity

Clarity demo Vv

matches regex

L2 *https:f/clarity, microsoft\.com/pricing(\2.*)...

o (9] 3 ®

\-l-]l | Moclick V| X Scroll

Ranked by most clicks
263 elements
0 Enjoy all the features of Clarity at ...
1,058 clicks (4.44%)
O B View recordings
° Clarity: It's free—forever Enjoy all ...
886 clicks (3.72%)

O " View recordings

Clarity is built by Microsoft, one o...
851 clicks (3.57%)

B View recordings

Why is it free? Our mission at Clar...
694 clicks (2.91%)

) B¢ View recordings

Clarity: It's free—forever
641 clicks (2.69%)
@ View recordings
SPAN.ms-Button-label~0
629 clicks (2.64%)
¢ View recordings

Pricing
588 clicks (2.47%)

Dashboard Recordings Heatmaps Settings @ E% @ =
+ ] Segments Vv | » B) Saveassegment ) Clear
o% Area l @ » 4 | Compare @ Change screenshot O Summarize heatmaps
<<°a.f. oW g = e -
‘.
e 1
%Ianty: It's frce—forevos«
‘.*joy all the faatures of gr‘.n';y a absolt "z“w'ot‘ You'l never rur 'nto 4+
traffic limits o; be forced (0 Upgiide (o a B i &

v GDPR & CCPA reac;, ~ No samp!iig

e Came

v Sl mep o soul

Benefits Features

@ Features

Unlimited traffic

Always-on rrggm s
Unlimited heatmaps N

Click and scroll heatmaps
Most popular EER NN Least popular

12,804 page views 23,838 clicks
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