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Online sellers spend significant resources finding and attracting customers. But these efforts are
wasted if they don’t buy. A lot of companies overlook a key piece of the consumer’s journey—
delivery. However, delivering packages should not be taken lightly. Shipping is the final touchpoint a
customer has with your brand. As such according to our research guide Last Touch, Lasting Impact,
80% of customers say the shipping experience is what stands out most in their online shopping
experience because it is the final touchpoint they have with the brand.
For the second year in a row, ShipStation has collected survey results from 1400+ ecommerce
consumers. Our research guide Last Touch, Lasting Impact goes over the impact shipping has on
customer conversion, satisfaction, and retention.

Shipping Speed and Cost Are Still Important
• While customers are willing to wait longer for their orders, they do still shop around for the best
deals and quickest shipping options.

Introduction

• 37% of consumers agree that shipping speed influences their purchasing decisions more than
they did a year ago.
• 39% are more concerned about shipping costs than they were a year ago.

How Much Are Customers Willing to Pay for Shipping?
• 47% of consumers are more likely to pay for express shipping now than they were pre-COVID. This
is up from 31% last year.
• 66% of respondents, however, also expect merchants to offer a slower, free shipping option.
Your holiday strategies directly impact consumer satisfaction and their decision to purchase
again in the future. At this point, it’s stating the obvious that 2020 has been an odd year for most
businesses around the world. COVID-19 presented many challenges that required adaptation in
one way or another by both business owners and consumers, and the coming holiday season may
be one of the most complex we have ever seen. With the help of our ShipSation partners we’ve
compiled helpful tips for meeting your customer expectations this holiday season.
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PART 01 —

Ship Multichannel
Orders Faster with
Organized Inventory
Shipping is top of mind for retailers and customers alike this year. With so many uncertainties, the
need to get the right orders out at the right time is imperative. Multichannel sellers have had to
adapt to new purchase models, like “Buy online pick up in-store” (BOPIS), to stay afloat. This shift
has brought inventory allocation and shipping logistic challenges of its own.

CHAPTER 01 —

Despite hiccups this holiday season, merchants can still ship multichannel orders fast with
organized inventory. Organized inventory is the secret to better processes. How can you get
started? Implement an inventory management software.

Getting Organized
for the Holidays

Organize Inventory Across Channels with Quantity Syncs
The last thing you want as a multichannel seller is for quantities to display differently across
channels. Not only does this confuse customers, but also makes your brand seem unreliable. With
inventory management software, users can implement automatic quantity syncs to keep product
listings consistent. This is especially important when online shopping is the only option for many
consumers this year.

Go Paperless with Picking Workflows
Customers want their deliveries fast. Your job is to find a way to do that efficiently. Picking efficiently
is at the core of inventory management functionality. To satisfy customers across multiple channels,
implement a method called Wave Picking. Wave Picking is a paperless and digital pick method
that takes pickers around the warehouse in sessions (or waves) and has them pick by date, SKU, or
shipping method.
Pickers can locate items for different marketplaces instead of zig-zagging across the warehouse
for each order. It’s also a digital pick method that can change in real-time, which is handy to have
during peak season when demand can change unexpectedly.
6
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Ship Faster with Better Reporting
PART 02 —

The best business decisions are made with reliable and historical data. Shipping is one of them.
When you implement an inventory management software, your historical inventory information is
stored in a multitude of reports. This is an invaluable way to organize inventory for more efficient
use.
Reports give you insight into past and current inventory activity and serve as a great resource for
sales forecasting. But most importantly, users can replenish inventory across sales channels with
the click of a button on the Replenishment Report. The Replenishment Report is a customizable
report that users utilize to replenish inventory when it’s running low. You can even use it to replenish
FBA orders.
The path to successful deliveries is quite simple. It starts with an organized inventory. If you don’t
have that, the rest that follows won’t go to plan. Merchants who want to get multichannel orders
out the door faster this peak season need to organize their inventory in-house with an automated
inventory management software. This is the piece of the puzzle that can take you from a pile of
canceled orders to the number one Amazon listing.

Grow Online Assortment
& Expand into New Selling
Channels with Dropship
Automation
The concept of waiting in line on Black Friday was already trending towards ecommerce deals and
preorders, and that is especially true this year. It is likely that most shoppers will be shopping from
home this year—making this the perfect opportunity to increase your warehouse efficiency.
The practice of dropshipping allows a company to ship products directly to end-users without
warehousing their own inventory. It allows retailers to open up an endless aisle of virtual inventory
and suppliers/brands can partner with more retail channels to increase their product sales.

This section was contributed by SkuVault, an ecommerce inventory management software.

An effective way to quickly scale your shipping is to use a dropshipper.
Retailers must embrace the current digital commerce transformation. Growing product assortment
and offering more inventory online using a dropship approach is now a core competency for
successful retailers. Retailers can appeal to a broader range of clientele and ensure happy
customers by having plenty of stock and real-time updates, so they get their order faster.
For instance, if you are selling baby blankets online, you may also want to start selling cribs.
Carrying larger items without needing to warehouse them reduces overhead costs of inventory as
well as the opportunity to broaden the variety of your products. In the same manner, by not owning
the inventory, the burden of having excess inventory is eliminated to the retailer.
As retailers increase their suppliers and products, Logicbroker provides a platform to manage
orders, inventory, shipment, returns, and cancellations in one central location versus logging into
multiple platforms. This is key as it reduces time for training employees and customers on multiple
systems. As a retailer, you can also leverage Logicbroker’s Connected Commerce Network ™ to
search desired product categories and connect with the supplier directly from the portal with one
simple click.
“An effective way to quickly scale your shipping is to use a dropshipper.”
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Growing your online product assortment as a retailer or expanding your selling channels through
a dropship strategy is key for a successful holiday season. Logicbroker provides a cloud-based
integration hub that connects the fragmented platforms involved in digital commerce and
automates the exchange of everything from inventory and orders to shipment tracking information
and invoices.

PART 03 —

Maintaining Your Tax
Compliance: 5 Things to Keep in
Mind this Holiday Season

This section was contributed by LogicBroker. Logicbroker delivers the next generation of EDI and dropship
technology: modernize your supply chain with our world-class suite of tools.

Planning for this holiday season means making sure your business is prepared for unprecedented
growth. Stay-at-home orders are credited for setting new precedents in ecommerce demand – in
fact, the retail industry has already experienced holiday-like sales growth during the first half of
2020.
As you prepare for growth, remember to include a plan for managing the complexities of sales tax
compliance. To help, we’ve put together a list of some of the important compliance issues you’ll
need to plan for to have a successful 2020 holiday shopping season.

1. Tax Rates
Sales and use tax rates are complex and vary across jurisdictions, counties, states, and countries.
There are more than 13,000 different sales tax jurisdictions in the United States, many of them
overlapping. Avalara AvaTax assesses rates based on geolocation, not ZIP code, so your customers
are charged the right rates for their purchases.

2. Product Taxability
Like sales tax rates, product taxability rules vary by location and are subject to change. Not only are
the rules confusing, but they tend to change frequently. For example, in 2019, there were more than
34,000 rate and taxability updates in the U.S. and Canada.
Determining the taxability of delivery or shipping charges is another challenging area for many
businesses. While some states include shipping and delivery charges in the sales price some
states tax delivery and service charges separately. And for some transactions, it’s not clear who is
responsible for collecting the tax due on delivery or shipping services: sometimes it’s the seller,
sometimes the shipper.
10
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3. Selling Across State and International Lines

PART 04 —

With economic nexus laws now in effect in more than 40 states and the District of Columbia,
businesses that sell across state lines must monitor their sales in all states. Once you cross a state’s
economic nexus sales or transaction threshold (the amount of sales or transactions in a state that
triggers an obligation to collect sales tax in that state), you’re required to register with the tax
authority and comply with sales and use tax laws. Unfortunately, there’s no one-size-fits-all set of
rules — economic nexus thresholds differ from state to state.
Avalara AvaTax monitors your sales across the U.S., so you know when you’re approaching nexus
thresholds and need to register to collect and remit sales tax in new states. Once you’ve selected
where you need to collect tax, AvaTax applies regularly updated rates based on each jurisdiction’s
rules.
Businesses that sell across international borders also need to consider customs duty and import
taxes. Whether you’re a business based in the U.S. selling abroad or an international business selling
into the U.S., your tax compliance solution should have cross-border capability.

4. Managing Exempt Sales
B2B businesses with exempt customers need to identify when tax should not be collected and work
in concert with an exemption certificate management tool to collect all necessary information from
exempt purchasers.
All exempt sales of taxable goods or services must be validated with an exemption or resale
certificate, and verifying these certificates are accurate and up-to-date is a big job.
It’s important to remember that exempt sales can impact your nexus footprint because many states
include exempt sales in their economic nexus thresholds. Once nexus has been established, you’re
required to register, file returns, and validate exempt transactions.

Fight Back Against Fraud:
How To Prepare For Holiday
Ecommerce Scams in 2020
Creating and implementing a successful anti-fraud strategy proactively is a stellar way to mitigate
the fraud risks and ensure a smoother holiday sales season. The lowest hanging fruit is to perform
any upgrades on your platforms because these upgrades include security patches and releases.
Then, take a hard look at your current fraud detection capabilities and ask yourself if it’s time for an
update there as well.

Friendly Fraud
Contrary to the name, friendly fraud is anything but. It is the root cause of over 70% of ecommerce
fraud losses, according to Chargeback.com. It occurs when a cardholder disputes a legitimate
purchase. What becomes tricky is figuring out if it’s just an innocent mistake, or a malicious
attempt to steal from your company. One of the most common scams is a buyer falsely claiming
with the merchant that their “item was not received” (INR). This type of fraud involves no hacking
whatsoever. After making an INR claim, bad buyers are given the benefit of the doubt and awarded
a refund or a replacement. This way, they obtain two items for the price of one.
What You Can Do to Address It:

5. Selling Through Multiple Channels
Selling through more than one channel can also complicate sales and use tax compliance.
While you must ensure all sales are reported, you need to know whether sales made through a
marketplace should be included when calculating an economic nexus threshold, and if those sales
need to be reported separately. The more manual your sales tax management, from calculations to
returns, the more difficult and error-prone the task.

Friendly fraud is one of the trickiest things to prevent against because if you accuse a customer of
fraud, and it’s just a “false positive”, you can lose that customer and by extension, your reputation.
Best Practices to Prevent Friendly Fraud:
Keep Detailed Transaction Records
Store purchase history information such as the details of when, where, and how a purchase
was delivered or activated. Merchants can offer customers the necessary information to jog
memories regarding the legitimacy of a transaction.
Create Household Profiles

This section was contributed by Avalara. Avalara helps businesses of all sizes get tax compliance right.
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Using historical data, Merchants can create “household” profiles that include customer
purchasing habits, preferred devices for shopping, and even device IP addresses. This data
increases the likelihood of winning a chargeback dispute.
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Return and Refund Policies Should Be Clear and Easy to Find
Include links to easy-to-understand return and refund policies on your website. Customers are
less likely to initiate disputes when you ensure these policies get seen in prominent locations. It
also protects you when you conflict with your payment processor over a chargeback.

Account Takeover Fraud
Account takeover fraud occurs when the fraudster uses a piece of someone else’s identity, such
as their Social Security number, email accounts, or credit card numbers to take over the identity
of a genuine customer and gain access to their accounts. Any online login could be taken over
by fraudsters, including ecommerce accounts, subscriptions, banks, credit cards, emails, and so
on. Depending on the attack, they may change the account details, then use the account to order
goods, or sell the account data elsewhere.
What You Can Do to Address It:
The best way to prepare is by knowing the signs an account has been taken over by a rogue
actor. Look for multiple failed login attempts or multiple logins from new devices. We offer these
recommendations for fending off bad actors:
Unique Transaction Signatures
Create unique transaction signatures using data such as account numbers, transaction
amounts, and time stamps. These signatures are difficult to fake, and they create digital trails
for fraud investigators to follow.
Enable Two-Factor Authentication (2FA)
This increases the safety of online accounts by requiring two types of personal information
from the user before they can log in. Many companies stand by 2FA as the best defense against
most hackers, with good reason.
Risk Analytics
During an account takeover, risk analytics can pinpoint atypical account behavior and trigger
an emergency authentication process that will put a stop to flagged transactions.
Your team should immediately evaluate the anti-fraud practices you have in place and work together to strengthen your security policies. Don’t delay: The holiday season is peak business for most
ecommerce merchants, and scammers are eager to capitalize.

This content was contributed by Kensium Solutions, an end-to-end solution provider.
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PART 01 —

Crafting the Perfect
Gift Guide This
Holiday Season
Smart retailers are actively planning for the holiday season, and part of that effort is putting
together gift guides for shoppers who are at a loss for finding the perfect gift for everyone on their
list. Your gift guides will reduce some of the stress all people feel during the holidays. If you haven’t
put together gift guides before, below are tips for ensuring their success.

CHAPTER 02 —

Prepare Your
Brand for the
Holidays

1. Try New Merchandising Tactics
Most ecommerce managers want to prioritize the right mix of the best selling and higher-margin
items, along with products that tend to prompt repeat purchases. That’s a great strategy for ten
months of the year, but during the holiday shopping season, buyers are purchasing for someone
else. Gift recommendations require a whole new set of parameters.

2. Assume Self-Gifting Will Be Big
2020 has been the year of disruptions and the holiday season will be no exception. Due to
COVID concerns, many people will skip traveling to see family. How will that affect their shopping
behavior? At this point in time, no one really knows how pandemic-induced travel restrictions will
affect shopping patterns, but many retailers are taking no chances. They’re planning to build on
the self-gifting trend by planning Buy One for You; Get One for Her (or Him) promotions to boost
holiday sales.

3. Give Shoppers a Starting Point
The job of a gift guide is to move a site visitor through a decision process and to make that
experience as pleasant as possible. Every gift giver has a price point in mind, which makes cost a
very good place to start. Offering tabs of, say, gifts under $25 will make it easier for shoppers to
drill down to items in their price range, which increases the chance that they’ll stay on your site and
convert. The other major dimension is the gift recipient (her, him, the kids, etc.).
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4. Allow Visitors to Shop by Values

7. Put a Collection Together

These days everyone has someone on their list who is driven by worthy causes. Allowing your
visitors to select gifts based on the recipient’s values is a great way to boost conversions.

Nothing makes a gift buyer happier than the opportunity to customize a gift for his or her recipient.
Otherland excels at enabling customers to customize a gift by choosing each component
separately.

Once again, Verishop did a great job of this by allowing visitors to “Shop by Cause,” which took
them to a collection of products that met those criteria.
This strategy has many benefits beyond helping your visitors select gifts that match their recipients’
values. Selecting from a Cruelty-Free category ensures that an animal rights activist won’t return a
gift because it’s made from animal products, or was tested on lab animals. The recipient may even
be impressed that the gift has a cruelty free label, and will choose to patronize your brand in the
future.

5. Upsells and Cross-Sells

The buying experience begins with selecting the package in which the gift is sent. Visitors are then
prompted to choose the number of candles, scents, a message to appear on a matchbox, and a
custom message.

8. Gift Guide Dividends
Lastly, keep in mind that gift guides are an important customer acquisition tool and can deliver
dividends beyond the initial sale. If the recipient is delighted with the experience, he or she may
shop from you later on, and possibly buy a gift for someone else, beginning the cycle again.

If your products span a lot of buyers and categories, your gift guide will have a lot of depth,
meaning visitors will need to make decisions to reach the right set of products to choose a gift. It’s
also a good idea to present your visitors with options that are just outside of their criteria, say, a
few gifts that are $35 or $50, or gifts in an adjacent category (e.g. a handbag option in the wallet
section of your gift guide). This increases their chance of success as they navigate your gift guide.
This content was contributed by Something Digital who specializes in commerce, digital strategy, user experience,
and design.

6. Put Your Copy to Work
Obviously, product photography is important when consumers shop for gifts, but product
descriptions go a long way as well. It’s a good idea to rewrite your copy to reflect the holiday.
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The Recyclable and Customizable

PART 02 —

To really make the experience of opening a shipment a joy, customizability is important. With a little
flash of color and some eye-catching designs, your packaging can bring a bit of warmth to your
customers. In the end, they can simply recycle or reuse your thoughtful packaging.

Make Your Packaging
Sustainable for the Holidays

Corrugated Cardboard
There are a lot of reasons to use cardboard boxes for shipping, from their singular utility and
multitude of options to their affordability and exceptional reusability.

Being festive and sustainable have historically been at odds, what with all the non-recyclable and
non-compostable waste that results from the holidays. A holiday unboxing can be a truly exciting
experience for your customers. So, why spoil it by including stuff that has to go to the landfill?
Businesses that want to be sustainable can make their packaging festive without compromising
their mission. For ecommerce merchants that ship regularly, one great way to do this is by choosing
packaging materials that have a smaller impact on the environment.

Your vision for holiday packaging might not include a plain brown cardboard box. Luckily, there are
sustainable inks that you can use to liven up your external packaging.
While traditional inks are rife with toxic solvents, water and soy-based inks are much safer. The most
sustainable option out there is algae ink, which is actually carbon negative.
Packing Paper
So, you have your recycled box all ready for packing. Obviously, you need to cushion your product
to prevent rattling and breakage. To fill that void between product and box, you can use a variety of
options. Paper is a popular choice for this.

Types of Sustainable Packaging
Sustainable packaging falls into one of three categories: recyclable, reusable, and compostable.
Recyclable Packaging
The most commonly used packaging, this encompasses cardboard boxes, molded pulp forms,
and paper void fill. Paper recyclable packaging is a hardy and low impact option for shipping.

You can get rolls of kraft paper which you can manually bunch up to stuff strategically around your
merchandise.

The Unadorned Yet Compost-Friendly

Reusable Packaging

Not all packaging is meant to be decorative. Some are just good at being packaging. Some are even
entirely compostable. That fact alone is enough to bring holiday cheer to your customers. Just make
sure you include a note that lets them know that none of that packaging is going to waste.

Used for limited applications in businesses that can rely on the return of packaging, this
packaging is eco-friendly but may not be as feasible for B2C small businesses.
Compostable Packaging
This type of packaging is becoming more and more available as technology improves. With the
end result being no waste and rich soil, the only impact compostable packaging incurs is in its
manufacture. A really great choice for both sellers and their customers.

Compostable Mailers
Compostable is a loaded word. As was mentioned, some items are only commercially compostable,
while others can merely be tossed with the rest of your food scraps. The good news is that the
packaging will make clear whether it is commercially compostable or home compostable.
Compostable mailers vary in material. Some are made with renewable plant material that can be
both commercially and home compostable. Others are made of recycled paper products that are
best composted commercially. Sendle also sells home compostable pouches that are a packaging
alternative this holiday season.
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Compostable Packing Peanuts
Compostable packing peanuts are an additional eco-friendly substitute made from non toxic plant
sources. Completely biodegradable, this packing product is dissolvable with some water.
Make the holidays greener with sustainable packaging. As you’ve seen, holiday-centric packaging
doesn’t have to be a wasteful affair and sustainable packaging can deliver its own special
joyousness for that time of year. With the right packaging, you can keep your products safe, your
customers happy, and the waste bin empty.

This content was contributed by Sendle. Sendle is a 100% carbon neutral shipping company built for small
businesses in the US and Australia.
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PART 01 —

How to Prepare Your
Product Pages for a
Successful Holiday Season
It may not be the first strategy brands and retailers think of when preparing for peak seasons. But
when it comes to improving revenue potential, optimizing product content is one of the most
important steps you can take.

CHAPTER 03 —

How to Optimize
Your Product Pages
for the Holidays

After all, it’s not just what you list that leads to sales. More often than not, how products are
described is what ultimately compels people to buy. Product titles, descriptions, images, keywords,
and categories can all make a big difference in end-of-year holiday sales and revenue.
Roughly one-third of digital shoppers use product pages as a research tool when making buying
decisions, and they have high expectations for what those pages should include. The more robust
your product details are, the better positioned you’ll be to capture attention, rise to the top of
search results and ultimately drive more purchases.
Online sellers have been known to increase sales as much as 100% during popular shopping
holidays after optimizing product content.
But while virtually all brand marketers agree quality product content is important to digital sales
growth, many still overlook some of the most essential elements. By leveraging several tricks of the
trade, you can help ensure you’re getting as much as possible from your product pages and listings
this season.

When to Optimize Your Product Content
The sooner you begin to focus on optimizing your product pages, the better. In fact, getting into the
habit of regularly optimizing content throughout the year will help ensure your product pages are
peak-season ready, without having to do a heavy lift all at once.
Any Q4-specific keywords and promotional content should be ready to go by mid-to late October,
and then updated as needed well into late December. This will help ensure you’re ready to reach
both early planners and procrastinators throughout the season.
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How to Optimize Your Product Pages

• When updating product descriptions for marketplaces such as Amazon and eBay, place the most
compelling information at the beginning of the description. Then use clear, concise language so
it’s easy to skim.

When crafting your product content, start by thinking like a consumer. What are holiday shoppers
looking for? How will they search and explore? Then optimize your product pages by focusing on:

• Aim for a minimum of four images per product, and use different angles and views to showcase
various features and selling points.

Keywords

• Provide highly specific details in your bullet points, such as compatibility with other items, to help
drive holiday sales.

Consider the search terms consumers are likely to use during the holidays — and not
necessarily how you refer to a product internally. Providing detailed, accurate keywords that
closely match consumers’ queries will help attract purchase-ready holiday shoppers to your
product pages.
Titles
The words included in your product name, or title, is what holiday shoppers will see first. Make
sure each one is accurate and offers your most important keywords..
Descriptions
When writing your product description, don’t simply copy and paste generic text. This is the
place to highlight information that’s likely to resonate with holiday shoppers, such as different
ways a product can be used or gifted.

If you’re optimizing product content for multiple retail destinations and ad networks, another
option is to use a product feed management tool. This tool can be used to transform raw product
data into optimized listings that are automatically adapted to meet the requirements of individual
merchandising, marketing, and advertising platforms. It also helps ensure you don’t miss out on
high-revenue holiday sales due to manual errors.
Above all, remember that your content can be the difference between a product that stands out and
one that gets overlooked. There are no sales associates to help guide the path to purchase online.
But with the right components in place, your product pages can be one of your most powerful
resources for increasing holiday sales and revenue.

Images
Your product photos are the first elements to catch shoppers’ eyes as they search and scroll,
and the last thing they’ll likely look at before clicking “Add to Cart.” Make each one count.
Bullet Points
Spending time on bullet points can be a great way to provide additional information consumers
need to make holiday purchasing decisions. Use simple, informational phrases to help make
your products stand out from those of competitors.

This content was contributed by our solution partner ChannelAdvisor. ChannelAdvisor’s Starter Edition and
Enterprise solutions help thousands of brands and retailers connect with customers around the world.

Product Page Optimization Best Practices
Product content optimization can seem like an overwhelming process at the outset, but it doesn’t
have to be an all-or-nothing proposition. By taking it one step at a time, you can make incremental
changes that together help get your products in front of the right holiday shoppers, at just the right
times.
Based on the experiences of thousands of brands and retailers selling on hundreds of global
channels during peak seasons, the ecommerce experts at ChannelAdvisor have identified several
best practices that can help make this process a profitable one:
• When crafting product titles, start by researching the character counts for each channel you sell
on. Then streamline the process with a template to fit those limits, such as {{Brand}} {{Gender}}
{{Product Description}}.
26
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Product Bullets and Descriptions
PART 02 —

Updating your product bullet points to incorporate copy related to the holiday season will catch
shoppers’ attention and resonate with their current needs. Here, you can incentivize them to
purchase gifts by including holiday keywords, which can help increase your product’s organic
ranking.

How to Optimize
Your Amazon Listings

You can include up to five bullet points, which are limited to 250 characters each, though the
“sweet spot” for these is around 150 characters each. Use your bullets to highlight the core features
and benefits of the product while incorporating your most relevant keywords.

Having an SEO strategy and optimized product detail pages will be critical to ensuring your
products’ visibility on Amazon’s search engine results page (SERP). This will differentiate your brand
from the competition, and provide a positive shopping experience that will entice a purchase.
An optimized product page will contain all of the necessary information for a customer to
understand your product and make an informed purchase decision. This includes informative titles,
bullets, and descriptions, as well as effective imagery.

Product Titles
Your product title is the first impression you make on a shopper, so you want to ensure it is clear and
concise, and includes the brand name, product name, and differentiating attributes, as well as other
key details like the product’s material, color, size, or quantity.
Particularly during your preparation for the holiday season, inject as many relevant, impactful
keywords and search terms into your titles to optimize for organic visibility, relevancy, and
conversion. The keywords in your product title will catch the attention of prospective buyers when
they arrive on your product detail page. Make sure the keywords and the order they are in allow the
customer to understand exactly what is being sold.
However, be sure to avoid “keyword stuffing” — or injecting too many or irrelevant keywords — in
your titles, as this can confuse the shopper, creating a poor customer experience, and violates
Amazon’s listing policy, which could result in your listing being suppressed during the most critical
selling period of the year.
Other Amazon product title policies to keep in mind:

The bullet points appear in the “About the Product” section and provide a quick overview of your
item, so save this space for the most important information you want to convey to the consumer.
Consider customer pain points and address how your product solves them in this space. Review
your customer reviews and Q&As to pinpoint any common questions or concerns that have been
submitted and make sure they are addressed clearly in your bullets.
The product description is where you can provide more detailed information and more engaging
marketing language to further help answer any questions the shopper may have, while also
demonstrating any value-added benefits or product features.
Well-written product descriptions help shoppers imagine the experience of handling or owning your
product. This is where you want to put yourself in the customers’ shoes — what would they want
to feel, touch, ask, or see? When writing your product description, keep in mind that more is less:
descriptions are limited to 2,000 characters, so you do not lose the shoppers’ attention.

Product Images
Product images are one of your most valuable marketing tools on an Amazon product detail page.
When shoppers browse Amazon for products, images are what truly capture their attention. With
so many products to choose from, a high-quality, high-resolution image can set your product apart
from your competitors.
Low-resolution images can quickly influence a potential customer and can cause them to leave your
product page immediately. Make sure your images have at least 1,000 DPI so they do not get blurry
if a shopper uses the zoom-in functionality. Use a white background with clear lighting and be sure
that the main image has the product fill at least 80% of the frame, highlights product benefits and
uses, and clearly shows your brand.

• Do not exceed 200 characters (60–80 characters is ideal).
• Do not use temporary or promotional words, including “on sale now,” “Christmas,” or “December.”
• Do not use non-readable characters, such as emojis.
• Refer to Amazon’s Category Style Guides for your particular product category, as each requires a
unique title structure.
28

This content was contributed by Feedvisor. Feedvisor is the next-generation optimization platform and full-service
team, fueled by AI and data, empowering brands and sellers to win on Amazon and e-marketplaces.
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• A specific and detailed Category, so the product shelf is assigned correctly
• A detailed product description with at least 150 words

How Listing Quality
Increases Holiday Cart
Conversions

• 3-4 high-resolution images (at least 1000x1000 pixels)
• Images have a white background (RBG values of 255, 255, 255)
• Expedited shipping options (ex: free 2-day delivery)
• Compelling ratings and reviews
• Lots of specified Attributes
• Optional Rich Media like videos, 360-degree images, etc.

Walmart.com offers something for everyone — this is why millions of shoppers come to find tens of
millions of products every day. That means it’s super important that your items stand out, but how
exactly would you go about doing this? Walmart has several new free tools and resources to help
you create the best listings possible.

What is Listing Quality?

Know Your Score
Essentially Walmart compiled all these factors mentioned above (and many more) into one holistic
value that’s then assigned to every item in your catalog. In addition, there’s a score that grades your
catalog on a whole, kind of like a GPA. The numerical value on both the item and catalog levels is
called the Listing Quality Score.
The main factors Walmart looks at are organized into three main categories: content &
discoverability, offer, and ratings & reviews.

Walmart uses a rather unique way to address optimizing listing quality. They don’t just look at the
richness of the content in a listing. They also check:

A Dashboard for the Coming Holiday Rush

• How competitive your pricing is
• What your inventory is like

Your central hub for everything listing quality is in the Growth Opportunities section of Seller
Center: the Listing Quality Dashboard. It’ll show you the average listing quality of your entire
catalog, a breakdown of how the categories are currently affecting this score, and a sorted list of
items that could use improvement.

• What kind of expedited shipping options you offer
• Fast delivery promises you offer
• Your on-time delivery rate

By clicking on any item in the listing you’ll see a selection of actionable insights you can act on
immediately to improve your item’s score, across multiple areas and functions. It’s that easy to
improve your score.

• Non-customer order cancellations
• Compliance with Walmart content standards

By maximizing the potential of your catalog now and optimizing your listings, you’ll be prepping for
the upcoming crush of the holiday season. Listing quality pro-tip: high quality listings have a much
better chance of showing up in Walmart’s promotional and marketing campaigns. These quality
listing tools and resources are not only free, they can help boost your sales.

You can see how these factors play out when you look at a not-so-good listing and a really good
listing. For example, a not-so-good low-quality listing has:
• An extremely generic product title
• Low-resolution images or only a single image
• No description under “about this item”
• Value shipping options only
While a great, high-quality listing has:

This content was contributed by Walmart Marketplace. Walmart Marketplace offers a unique opportunity for a
curated community of respected, professional sellers.

• A descriptive, clean, and concise Product Title
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3. Show They Can Trust You
PART 04 —

While people are increasingly comfortable shopping online, the fact remains that there are
a number of disreputable sites out there, not to mention data hacks on reputable ones. This
puts conscientious consumers on alert when shopping with new sites. Your checkout page is a
clear place for them to drop off if they are at all concerned about how secure your business is.
Display your authenticity clearly with an SSL certificate or mention your brand’s secure shopping
experience. Clear returns policies, terms and conditions, and customer support contact info can
also help them feel more secure in their purchase.

Optimizing The
Checkout Experience
Holiday shoppers are on a mission to find the perfect gifts for everyone on their list. And they’re
not afraid to search outside their go-to haunts to find what they’re looking for. Insights from Google
data tell us that 61% of shoppers are open to buying from new retailers during the holiday season.
This presents a huge opportunity for you to bring in and—more importantly—convert some new
customers.
During this busy time of year, shoppers are looking for anything that makes their holiday to-do
list easier. One way you can ease that burden is to make their buyer journey seamless. In this
chapter, we’re focusing on how you can optimize the last, but arguably most important, stage of
that journey: their checkout experience. In fact, when asked by Digital Commerce what would lead
them to buy even more online in the 2020 holiday season, 24% of respondents said: a more efficient
checkout. Make checking out as frictionless as possible, so they can get in, get out, and get on with
their merry-making.
While checkout page optimization might not be as eye-catching as creating a slick homepage, it
can make a huge difference in your holiday sales. Here are some tips for keeping those carts from
being abandoned and making sure your holiday shoppers go the distance.

4. Don’t Distract
Your checkout page is not the place for unnecessary bells and whistles. You don’t want anything
that can sidetrack the shopper from their primary purpose: completing the transaction. You may
even want to lose the header and footer from your main site. Include only the information necessary
for purchase and to demonstrate trust.

5. Give Them Options
Different customers will be loyal to different payment providers. The more payment gateways you
can provide, the more likely you will be able to meet their needs. This includes not only major
credit cards, but also Paypal, Amazon Pay, and Apple Pay. You might also offer solutions that allow
customers to pay for purchases in installments. In addition to payment choices, give them plenty of
options for fulfillment. Offering different shipping speeds and costs and even buy-online-pick-up-instore options can make sure you capture both the frugal early bird and the last-minute shopper.
By making these updates to your checkout page, you can ease the last stage of the buyer’s journey
for weary holiday shoppers. The easier you make it for them to complete their purchases, the more
you’ll see an increase in your sales. And that’s sure to put some good cheer in any merchant’s
holiday season.

1. Make it Easy
It’s a universal truth, but one that often gets overlooked: the more you make people do, the more
likely you are to lose them. Every field you make someone fill in and every decision they have to
make is another point of friction. Your checkout page should be a minimalist’s dream. Make sure all
the fields you require customers to fill out are absolutely essential. If you don’t need it, cut it.

2. Do the Work for Them
Along the same lines as above, don’t make them fill out their name and address for the millionth
time. Address validation solutions can both speed up the checkout process and reduce input errors.
If you’re selling internationally, another point of data validation is to make sure your platform can
recognize IP addresses and offer the correct currency at checkout.
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This content was contributed by BigCommerce. BigCommerce is the easiest way to build, run, and grow a better
online business.
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PART 01 —

A Holiday Shopping
Season Like No Other
Questions about the impact of COVID-19 still linger. As some regions see numbers stabilize, others
are witnessing surges with looming thoughts about a second wave as the world awaits approved
vaccinations. It’s making demand difficult for retailers to predict.
Amid this uncertainty, retailers still need to prepare. In order to position their business for success
this holiday season, the new year and beyond, retailers need to optimize their ecommerce and
cross-channel customer experience. Read on to explore the strategies and tactics that will ensure
your business’ success this holiday season and beyond.

CHAPTER 04 —

Optimize Ecommerce and Cross-Channel Experience

COVID’s Impact
on the Holidays

As online orders continue to surge across most categories, many businesses are prioritizing
their ecommerce channel, whether they’re a traditional retailer that has already embraced online
ordering or they’re just starting to sell direct-to-consumer. Retailers must ensure their online
channel is efficient and engaging for customers in order to be competitive.

Optimize for Mobile
With more holiday shoppers opting to scroll through their phones by the fireplace over venturing
out to the store, providing a mobile-friendly experience throughout the customer journey is key to
hitting your holiday goals. Having a mobile ecommerce site that uses responsive design is no longer
enough— merchants need to improve site speed, navigation and checkout experience (digital wallet
integrations help with this) to drive mobile conversions.
Make mobile checkout easy by:
• Providing clear, visible access to the shopping cart from each page on your site and allow
customers to easily add or remove items.
• Offering the ability to checkout as a guest and place that option prominently above the options to
sign in or create an account.
• Showcasing the return policy to provide shoppers with better peace of mind.
• Making the checkout process as quick as possible— break it up into multiple pages with a
progress indicator at the top, minimize the total number of form fields.
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Pick Up/Buy Online Pick Up In Store
The “buy online, pick up in store” (BOPIS) option has gained traction in recent years, largely thanks
to customers who don’t want to wait or pay for shipping. But social distancing in response to
COVID-19 has led to a spike in customers opting for BOPIS. This holiday season, with inevitable lastminute shopping, it’s likely to be the perfect storm for BOPIS. Ensuring you have options for your
customers to pick up their items at your store location will help reduce lost sales.

Prioritize the Customer Experience
Most ecommerce platforms make toggling to in-store pickups as easy as clicking a check box, but
a successful BOPIS program demands more consideration than flipping a switch. A poorly planned
BOPIS program is worse than none at all if it results in a poor customer experience, so take every
step possible to make picking up orders as efficient as possible.

“Make it convenient: shoppers don’t want to wait in line behind people making returns at a service
desk or walk to the end of a store for their purchase — especially if they’re trying to practice social
distancing.”

Even if you lack the resources or floorspace for pick up lockers or a designated BOPIS counter, you
can create a special line for pick ups or prioritize BOPIS customers at your sales counter. If at all
possible, appeal to customers to be mindful of social distancing practices by offering curbside pick
up with a dedicated BOPIS number so employees can respond quickly.
Also consider “buy online, return in store” (BORIS). BORIS also allows you to resell bulky or
heavy items that are difficult to ship back to a warehouse. Most of the same order and inventory
management processes drive both BOPIS and BORIS solutions.

Bridge the Online and In-Store Gap With Email and SMS

PART 02 —

The Importance of
Giving Customers
Payment Options
In the past six months, we have seen a dramatic shift in retail. This shift has led to an accelerated
evolution of payments. Never before have payments been such a priority in the user experience.
The key to targeting these new consumers will be to evolve alongside them, understanding the
financial unrest in this uncertain economy and the necessity of providing multiple payment options.
Payment platforms are no longer just the means to end the checkout process; they are connections.
They connect retailers to consumers on a level that payment platforms never have before. Rather
than just paying with a credit card, younger consumers create a relationship with payments.
This holiday season it’s important to be flexible with payment options. Whether consumers want
to be using Apple Pay, Venmo, Sezzle, or another big name in the alternative payments industry retailers need options; it’s no longer a question of if, only when. With the introduction of COVID-19
came an even greater need for contactless checkout and payment options. The fear of debt is back
on the rise, with high-interest rates and fees infesting shoppers’ minds everywhere. This unrest is
where alternative payment solutions like Sezzle help ease consumers’ anxieties by offering interestfree installments. However, a Buy Now, Pay Later payment solution should only be one of many
options at your checkout. Shoppers want accommodation, and they want to pay on their terms.
Buy Now, Pay Later options are a solution to this problem among the younger generation because
it bridges the gap between the desire to stretch payments out and the straying from credit. The
world of payments is no longer a simple “cash or credit” question; it is an entire economy. The
introduction of a global pandemic into our economy has already accelerated the demand for
payment options, and it’s not a demand that will be going away as COVID-19 subsides. For retailers
to understand and accommodate all consumers’ minds, they will need to board the evolution of
payments.

In addition to in-store signage, marked parking spaces, and website banners, email marketing is
a powerful tool to spread awareness. In order to improve the BOPIS experience, send a triggered
email or SMS message when customers choose the BOPIS option at online checkout to include
detailed instructions for how they should pick up their purchases.
This holiday season may be different than any other in many ways, but with the right preparations,
your business will thrive.

This content was contributed by Netsuite. NetSuite is the #1 cloud ERP providing a unified business management
suite encompassing ERP/Financials, CRM and ecommerce for more than 22,000 customers.
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This content was contributed by Sezzle. Sezzle is a buy now, pay later solution focused on financially empowering
the next generation
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PART 03 —

By letting busy customers choose when and where they want their packages delivered, you can
help take some of their stress away this holiday season.

3 Tips on Setting
Your Shipping Strategy
for the Peak Holiday Season

3. Decide if You’ll Offer Free Shipping
Free shipping can be a powerful draw for ecommerce customers. According to the survey, four
out of five shoppers say that shipping fees are an important factor during their product search.
The most obvious way to offer free shipping is to simply price it into your product. But you may not
want to do that with every product, every time. You could also create a strategy that nudges your
customer to take certain actions in exchange for free shipping, such as:

There’s no doubt 2020 has been an unusual year. And as shoppers continue to shift to ecommerce
the peak holiday season will likely be different than ever before. So how can you prepare for the
upcoming holiday rush? Here are three tips on setting your shipping strategy for what could be the
busiest holiday season ever.

• If your customer reaches a minimum order value
• As a limited-time promotion
• As part of tiered shipping options
• As a perk of your customer loyalty program
• As a one-off reward for subscribing to your company newsletter

1. Give Customers Total Visibility and Control Over Their Shipments
Today’s consumers like to have control over the delivery experience, and that includes tracking their
packages easily and accurately. According to the UPS Pulse of the Online Shopper™ survey, 44% of
Americans actively track all of their deliveries.

There are also times it may make sense to charge a fee for shipping, such as:
• For higher-value goods, where the cost of shipping is proportionally lower
• For heavy or large goods, where a shopper would reasonably expect to incur a shipping fee
• For international shipping, where the cost can include duties, taxes, and extra fees

Plus, over 66 million consumers worldwide are already enrolled in UPS My Choice® service, an
industry-leading visibility tool that provides even more options for tracking, delivery alerts, and
rescheduling deliveries to a more convenient place or time.

It’s entirely normal to offer your customers a mix of free and fee shipping options and let them
choose what works best for their needs.

By giving shoppers the control they crave, you can increase customer satisfaction and keep them
coming back to buy more.

2. Provide Options for Shipping Cost, Speed, and Location
While today’s shoppers love fast delivery, they still appreciate having options that weigh cost vs.
speed. The UPS Pulse of the Online Shopper survey found buyers could be incentivized to choose
more affordable ground shipping when they don’t need a shipment immediately. Of course, they
also want the option to pay more for fast delivery if the shipment is time-sensitive.

This content was contributed by UPS. UPS is a global leader in logistics, offering a broad range of solutions
including transporting packages and freight; facilitating international trade, and deploying advanced technology
to more efficiently manage the world of business.

With UPS’s Fastest Ground Ever service, even when customers choose economical ground
shipping they’ll still benefit from a timely delivery. By October 2020, UPS will reach 90% of the U.S.
population in three days or less, and 75% of the U.S. population will have Saturday delivery.
Choice also matters when it comes to delivery location. According to the survey, 20% of shoppers
prefer a secure alternate delivery location, rather than home delivery. The UPS Access Point®
network offers more than 22,000 convenient locations in the U.S. for easy pickups and returns.
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The 2020 Holiday season may come with unprecedented challenges, but it’s important to
remember that your customers are going through unprecedented times too. Capturing their
attention, meeting their needs, and delivering packages is how you’ll deliver this holiday season.
With the help of ShipStation and our partners, these holiday strategies will help you get the most
out of this year’s retail holiday season. For more information on how to have a successful holiday
season, check out our Holiday Resource Hub on shipstation.com.

Conclusion

About ShipStation
Every day, tens of thousands of ecommerce retailers rely on ShipStation to solve the day-to-day
challenges of importing orders and processing shipments. The trusted leader in shipping software
since its founding in 2011, ShipStation helps online sellers scale their businesses and deliver
exceptional customer experiences, with an intuitive online solution that allows them to efficiently
ship orders—wherever they sell and however they ship. The multi-channel and multi-carrier platform
offers the most integrations of any e-commerce solution, with more than 300 partnerships with
leading shopping carts, marketplaces, carriers and fulfillment services, including FedEx, USPS, UPS,
Amazon, Shopify, and BigCommerce. ShipStation is headquartered in Austin, TX and is a whollyowned subsidiary of Stamps.com (Nasdaq: STMP). For more information, visit shipstation.com.
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