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Before I get started … 

I have written this book for the people who already have an e-commerce site, i.e., an online store. 
Of course, there may be a few interesting subjects for the newcomers as well, but when I chose 
which topics to write about, I opted for the ones which would be attractive to companies that are 
interested in e-commerce and the growth stage. 

I have been writing about marketing for many years, and I had the idea of collecting my writings 
in a book "some way". However, I didn't know where to start. When the recent e-commerce 
courses I taught and the mentorships I've provided combined, I realized that the book was 
beginning to shape itself.  

Turkey experiences a shortage of good brands. We have strong brands "in our own right", but we 
don't have the power to globalize and widespread them to the world. Everyone lists their reasons 
for this, but for me, the main reasons are Our shortcomings in methodology and process 
management. 

People often don't think about how a product is made and served to them. More often than not, 
they don't need to think either. But if you are the one who provides that product or service, you 
have to have control over every point in the process. 

While we continuously take potshots on western people, thinking they're not able to think 
practically, we take refuge in our "unique" talents to make us barely save the day; we are all 
unfamiliar to concepts such as project management, process management, and planning. 
However, foreigners have comprehensive knowledge of these concepts. It is also obvious that this 
produces better results for them. If you're asking for a shred of evidence, look for the names of 
Turkish companies in the lists of successful global companies.  

E-commerce is still in its infancy in Turkey. There is no doubt we will do much better in the future. 
We just need to think hard over how to do this. If I make a small contribution in this matter, I will 
consider myself successful. 
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Why is marketing important?  

When it comes to e-commerce, most people think, "create a site, list your products and start 
selling." 

I can hear you saying, "I mean, how hard can it be?" 

Yes, there were times when this wasn't hard to do… 

And those who capitalized especially on the right time and place really earned much money. But 
all of these were in the past, without millions of online stores around and before Amazon had 
taken over the world. Now, there is a crazy competitive environment. Still, many people think 
"how hard can e-commerce be" after seeing other people's success1, and when they can't even 
launch their website (still having debates over the site's would-be colors) in three months in, they 
realize things are not really that easy. 

Of course, it's much easier to engage in e-commerce than to open a physical store. 

You can use sites such as Wix, Shopify, etc. and create your site via the provided templates. 
Alternatively, you could open a store in a marketplace or just create an Instagram account and 
start selling.  

It seems pretty easy when you think like that. 

- But how will you keep your business alive? 

- How will you find the customers to keep your business alive, how would you convince 
them to do business with you, how will you compete with your opponents? 

                                                      
1 I bet there are people around all of us who started earning thousands of dollars a month with the little e-commerce 
sites they set up at home. 



 

 8 

- How long do you think you can prolong sales through social media or marketplaces? 

- What would you do if the marketplace you sell through closes down?  

I don't know why but people overlook these details.  But when you look at the big picture, an 
even more critical problem arises.  

Most e-commerce companies in Turkey stay afloat not because they are the best ones but 
because there are no alternatives2. If you are in such a situation, if your customers choose you 
because they have no other options, you can never be sure that someone better than you will not 
take over your business. This brings with it many problems, and ironically, many of these 
problems are closely related to marketing. 

As Peter Drucker once said, "Marketing is not only much broader than selling; it is not a specialized 
activity at all. It encompasses the entire business. It is the whole business seen from the point of 
view of its final result, that is from the customer's point of view". Concern and responsibility for 
marketing must therefore permeate all areas of the enterprise."i  

In Turkey, from the small enterprises to bigger ones, saving the day is everyone's goal. What's sad 
is, marketers can't keep themselves from falling into this trap. Even though we have so many 
marketers out there, when the matters come to marketing, we are still getting stuck. 

Of course, one should not forget the fact that due to a lack of competitive environment, marketing 
efforts in Turkey are not as qualitative as their abroad counterparts. From advertisers to 
marketing people, from senior executives to finance managers, there is a lot to learn and do for 
everyone, and we need to learn quickly. Because you cannot survive by only buying and selling 
products in the sea of big brands. 

It is not possible to proceed by ignoring or false positioning marketing. However, I think we enjoy 
doing this. Otherwise, why would we perpetuate this useless habit?   

                                                      
2 I doubt they see this as a success, but I also doubt they spare the time to think about the future 
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What is e-commerce marketing?  

As a matter of fact, marketing activities for e-commerce companies are not much different from 
marketing activities conducted by non-e-commerce companies. Trying to find the differences 
between them isn't much different than putting two people side by side and going "this one's 
eyes are green, and the other one is taller."  

Yes, this is a fact. 

You could ask me why I named the book "The Black Box of E-commerce - Stories About Marketing". 
Because if I titled something else, you wouldn't read it. 

That's a kind of marketing tactic in itself. But you shouldn't forget that, if you are doing an e-
commerce based business, there are matters and strategies you need to highlight and prioritize. 
Yes, marketing is marketing all the time, but online sales are structured on different dynamics. 

Have you ever done research on e-commerce marketing on the internet? Let me tell you 
something if you haven't, you will encounter a large number of sources, whether in your mother 
tongue or foreign languages, telling you to ‘target the right audience' which is as broad advice as 
it could get. They're not wrong with the advice, but it isn't specific to e-commerce3. 

So, there are those who hold digital marketing equal to e-commerce marketing. Digital marketing 
is the name given to online marketing efforts. Who says you need to do e-commerce to benefit 
from digital marketing? Nobody. Limiting e-commerce marketing to digital marketing is no 
different from sitting at home on a sunny day and watching the scenery outside. 

Throughout the book, you will often encounter references to concepts and methods regarding 
marketing. So, it is important to make sure that we establish a common ground. Let's start with 
the groundwork. 

                                                      
3 I even saw the ‘respect your customers' suggestion. Whatever business you do, you should already respect your 
customers. If you take that obvious advice seriously, you're on the wrong track. 
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What is marketing?  

I've asked the question "What's marketing?" to many people, I still continue to do so. 

I received a different response almost every time, and I'm still getting mixed responses. 

New graduates, you are absolved; you usually answer this question with a memorized snowclone 
such as "The whole of the activities carried out in order to increase sales of products or services." 
The responses of engineers and entrepreneurs are somewhat different, and they find it 
appropriate to answer this question with mere concepts such as ‘growth hacking' or ‘guerrilla 
marketing' rather than an explanation. 

What is marketing? In tersely, "All of your efforts to be able to keep selling your product and keep 
the costs at optimum." This includes pre-sales, product management, customer relations 
management and after-sale. Marketing has an aspect that touches every point of the company. 
Without marketing, the others would be lacking. 

We need to clarify a few things… 

If the marketing department in a company is only interested in advertising, then there is no 
marketing department in that company. That is an advertisement department. 

Your product may be excellent and may sell incredibly well, but if you are replying to customers 
five days late, this problem will not just be a problem of customer service, it will also be a 
marketing problem because this will adversely affect people's views about your company. 

If you are continually updating and upgrading your product, but if your customers are not using 
these new features, that means either you aren't communicating these new features to your 
customers good (generally, product managers are blaming the marketing for this issue, and 
marketers are blaming the sales-persons), or these new features are not useful for your 
customers. 
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Marketing and sales are also one of the most mixed concepts. If a marketing team is continually 
going to customer interviews and trying to sell products, then they're not aware that they're 
actually the sales team. 

I want to make a few more things about sales clear: You can take that as my personal crusade. 
Because I still find myself trying to tell people what I do is not "sales". 

How many people can really tell the difference between sales and marketing because marketing 
and sales often intertwine?  

They are very close to each other, but I liken sales to scoring goals in soccer. You prepare the 
circumstances, the field, you make the game, and the sales team scores the goal. Depending on 
the nature of the business, you may not have a sales team, or you may only have a team that is 
taking care of critical customers. But it's crucial to understand that these people are not in 
marketing.  

As I wrote at the beginning of this section, I think marketing is always marketing. Whether you 
sell a fridge from a store or a ring on the internet, the fundamentals of marketing don't change. 
However, if we are talking about e-commerce specific marketing activities, we should break 
ourselves free from "Create monitoring reports" or "Send regular e-mails to our customers" 
approaches and have some unique approaches for e-commerce. For example, do you know about 
cart abandonment rate? Or card information storing feature? It's critical that you know about 
these and similar things in order to stand out in e-commerce. 

Companies can only stay alive through selling. For this reason, every bit of marketing you do is 
mainly aimed at giving the final answer to these two questions: "How do I sell more products?" 
and "How do I continue to maintain sales?4"  

                                                      
4 I think that marketing is linked to in-house cost management, but that connection is not always well defined and 
assessed. However, it must be considered that some of the work done to reduce costs hurts marketing efforts and 
therefore sales. So, even though reducing costs isn't prime objective of marketing, it should ensure that the business 
is carried out at optimum cost. 
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If you try to solve these questions with popular concepts, and if you're lucky enough you can gain 
temporary, momentary growth. But I believe it is a waste of time to follow new concepts that are 
constantly coming out often. You may ask why? For instance, later in the book, you'll find parts 
that I've referenced to quite old marketing and advertising books. The reason I chose quotations 
from old sources as much as possible is to show that the fundamentals of marketing actually don't 
change. Some may call what you're doing ‘green marketing' some others may call it "viral 
marketing", but these definitions shouldn't affect what you do and why you do it. 5 

In the following sections of the book, I have tried to address all the points I think are crucial, from 
the market analysis to the process management, from the site design to the pricing. But let me 
say that the first few chapters may not be as fun as you may think, or even they may be outright 
boring. 

 

                                                      
5 On top of that, we'll all be at sea if we start talking about these so-called ‘experts' of two to three-year-old trends 
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Market analysis  

Can you lay the foundation without digging the ground first?   

In college, you've been given various case studies and example companies and asked to conduct 
a marketing analysis on them. Then there would be questions in the exams, and you would try to 
remember and answer those questions. When you venture into the business life, you will realize 
that these analyses are only prepared to be put in front of the top management, to pull the wool 
over their eyes. The analysis' you took very seriously in the beginning slowly turn into the analysis' 
you created via copy-pasting from Google search results. 

Market analysis is a critical issue, and we shouldn't forget these two things: 

- The analysis of the market report shouldn't be to sugar-coat the senior executives; this is 
not the purpose of its existence. Market analysis reports should help with your marketing 
strategies and plans. 

- They are like live beings. They need to be nurtured and taken care of. If you are updating 
your analysis only once a year, you better stop and save yourself the trouble. If you are 
going to add a six-month-old competitor to the report you have done a year ago while 
reviewing it, stop doing what you're doing. 

Drucker, when talking about market research, states: 

 "Marketing analysis is a good deal more than ordinary market research or 
customer research. It first tries to look at the entire business. And second, it tries 

not to look at our customer, our market, our products but at the market, the 
customer, his purchases, his satisfaction, his values, his buying and spending 

patterns, his rationality." 

When carrying out marketing analysis, thoroughly analyzing your product, target audience, 
competitors and the customer experience should prove useful.  
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PRODUCT 

- What is your product? 

- How and where is your product being sold? 

- Is it possible to buy the product in a physical store? 

- What features do you need to add / remove from your product? 

- Do you need to launch new products? 

TARGET AUDIENCE: 

- Who are your customers and why do they prefer you? 

- Who are not your customers? 

COMPETITORS: 

- Who are your competitors and why businesses which aren't your competitors are not your 
competitors? 

- What are the advantages or disadvantages of your competitors? 

- Which company would your customers choose if you weren't in the business? 

CUSTOMER EXPERIENCE: 

How does the pre-/after-sale experience work both in your/your competitors' businesses? 
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Actually, customer experience is not directly related to marketing analysis, but I believe the 
customer experience plays a critical role, especially in the e-commerce business. Because there is 
no chance to see your customers in the physical world before or after the sale, so the things are 
going much differently. This is why it is of critical importance that someone who visits your site, 
leaves it as a customer (I will mention this in detail later.) 

I have tried to keep the questions that needed to be answered for the marketing analysis very 
brief and concise. There are many elaborate, more detailed questions on the internet. However, 
I doubt lengthy marketing analyses are useful. The goal should always be looking at the big picture. 
Otherwise, you will drown in detail. Don't forget that, with marketing analysis, you're trying to 
understand your present and future position in the market. 

Suppose you sell shirts. 

Is your product a shirt or clothing? 

Are your competitors selling only shirts or clothes in general? 

Is your target group shirt-wearers? Or can you target t-shirt-wearers as well? 

Do you know why people who do not wear shirts do not wear it? Suppose that there is a group 
who don't prefer shirts due to the need for ironing. 

Would it be profitable for you to produce your shirts without the need for ironing, or is there a 
lot of competition in that market? 

How many shirts do people buy in a year? 

Would selling complementary products besides your shirts increase your sales? Or would it create 
problems in the long run because of the additional operation? 
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Lengthy marketing analyses are not useful; they'll drown you in detail. This is a fact. But another 
important point is that people don't know how they should respond to questions. What matters 
is not how many questions you can answer, but how you react to those questions. 

Here's a classic example: Would Coca-Cola be this successful if they only targeted people and the 
market with just fizzy drinks? 

Use your imagination before you start. It'll also be relieving to leave products, marketing budgets, 
etc. aside and daydream. Then you can collect all the ideas, questions and answers in your floating 
castle and match them with the existing plans and solutions to see which direction you can go 
and be successful. 

If you set boundaries from the beginning, your questions and answers to them will remain within 
those boundaries. And unfortunately, like the learned helpless grasshopper, you won't be able to 
jump higher even if you have potential to do so. 
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The overlooked vital importance of objectives, plans, and 
strategies  

We all want success with the least effort and as quick as possible. There is nothing wrong with 
that; however, what's wrong is, believing that we can be successful like that. You can only save 
the day by following the quickest paths. Let's face it, we're really good at this, about saving the 
day I mean... But whenever we start talking about strategies and plans at meetings, we all are 
dying to leave the room as soon as possible.  

We can list many reasons for this, such as the Turkish culture, education system, social or the 
business life... These are all definitely based on "saving the day." 

Let's face it; Turkey does not offer an excellent infrastructure to make long-term plans because 
of the socioeconomic volatility. Maybe our country is too volatile because we can't think 
strategically and plan. You know the chicken or egg paradox… Maybe one day I will have a chance 
to write an elaborate article on this topic, but now let's go back to the main characters of the 
story before I digress. 

First, little but a critical reminder… 

Objective: The desired outcome of something. 

Plan: The order in which a job is designed to be followed for the actualization. 

Strategy: All the ways and means applied to achieve a pre-determined goal. 

To illustrate, if you're hungry and you don't have food at home, what would your objective, plan, 
and strategy be? 

Most of you would reply "Shopping from the market." Objective, plan, strategy, all there, intact. 
Congratulations, a remarkably genius 3-in-1 solution! No. It's just wrong. 



 

 20 

Now let's see… Your objective is to sate your hunger. Your strategy is to get food appropriate for 
your budget in the shortest time. 

It may be asking your parents to cook something if you're young, order take out every day or shop 
at the grocery store… 

Let's say that you chose to shop for groceries. The road to your objective is your strategy. So, 
shopping for groceries isn't an objective nor is it a plan. 

Your plan might be like this: 

- Be at the grocery store on Monday at 10 AM 

- Check the fridge and cupboards one hour before leaving for the store and prepare a list 

- The list will be compared with the current budget and unnecessary products will be 
removed 

- Leave home at 9:45 AM 

- Stick to the shopping list 

- If the products on the list aren't available and are urgently needed, go to the next store. If 
they're not urgently needed, return home. 

This plan could be more detailed, much different, but the most important thing about ‘plans' is 
that they should provide a structure that will help you to find the most appropriate solution in 
accordance with your strategy. 
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Differences between strategy and plans 

Before moving on to the subject of marketing plans, I wanted to disclose the differences between 
strategies and plans as they're important.ii 

1. Planning is the preparation for future events. The strategy is the best option chosen from 
the available plans to achieve objectives. 

2. Planning is like a guide map, and the strategy is the road that leads you to your goal. 

3. Strategies create plans, and plans create programs. 

4. Planning is for the future, whereas strategy is action-focused. 

5. While the strategy is based on practical experiences, the plans are based on hypothesis'. 

6. Plans may be short-term or long-term depending on the conditions, while strategies are 
long-term. 

7. Planning is part of the management process. Strategy, however, is part of the decision-
making process. 
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Unknows of the marketing plans  

If you have finished setting your objectives and your strategy, it means that your time to create a 
marketing plan has come. 

I can summarize the marketing plans I witness in my business life, and I personally make as follows: 

- Marketing plans purely based on action. These plans include information such as "three 
digital ads here, five end-user special offers there." 

- A completely budget-oriented marketing plan. These plans will detail how much money 
will be spent on special offers and digital ads etc. 

- On-the-fly improvised marketing plans. They're created with such colloquial expressions. 
Oh, how I love them… My favvvvorite style. They're so vague that whether you sell a fridge 
or a subscription for an internet service, you can apply them regardless. These plans have 
expressions such as "Campaigning to increase the number of customers by 50%" Oh, you 
don't say? 

- Marketing plans made solely to show the management that "we know our stuff." There is 
nothing lacking in these plans: Actions, budgets, SWOT analysis', marketing analysis'… 
Everything is present. 

All of these plans are usually prepared within three days, but due to the meetings, their 
preparation and approval takes around a month. They are generally made on a monthly basis, but 
nobody cares about them unless reference points are needed for the next year's plans when they 
are being prepared, or one of the managers goes ballistic and starts asking questions about the 
previous plans. 

I didn’t list them to make fun of this. I think it wasn't possible to do better job due to conditions 
and circumstances of those days. If it meets your needs, if it leads you the way, the worst plan is 
better than having no plan. 
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You can see dozens of marketing plans examples on the internet. Most of those have questions 
that are three to four pages in length. I don't think it's okay to take all kinds of information, from 
SWOT analyses to competition and jam it into a single plan. As I stated before, I can't even imagine 
that complete, bloated plan. Implementing and actualizing those plans isn't possible, and it 
doesn't make sense to do such a thing either.  

But I would advise you to find the lengthiest marketing plan you can find and check the questions. 
If there are points you missed in your plans, those questions will help you remember. 

How to prepare marketing plans specific for e-commerce websites?  

A successful marketing plan is created by blending different elements in a balanced way. This is 
our constant rule. 

To be honest, I don't think preparing plans roofing many subjects like from marketing analyses to 
the competition, personas to goals is useful. 

Such plans are prepared and generally not a soul consults them for a whole year. Not to mention 
that you'd be drowning in unnecessary details as well… 

If you want to prepare a dynamic and flexible marketing plan, you should choose to have a 
structure that has only a few sections. 

Set your goals in the beginning of your planning, what are your goals for the year end? 

The first important part is the ‘duration. The duration can be either three or six months depending 
on your project, but the ‘time period' has to be set. 

The second important part is that the targets should be in quantitative figures. 
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Stay away from setting common snowclones such as "increase brand awareness", "generate more 
sales" etc. as targets. With these, you cannot understand whether you have reached your goals 
or not. Everyone wants to increase their sales, but how many percent do you aim to increase your 
sales? Of course, it is not easy to answer this question, but it is not impossible either. 

One of the main mistakes made at this stage is each department / person setting goals in / for 
themselves. The sales team set a separate target for themselves, so do the operation team, so do 
the call center, so do the marketing department. And at the top, the company has general sales 
and profit targets. In fact, the targets must descend down from the top. If the primary objective 
of the company is to increase the sales by 25%, this target must be broken down and shared 
among the different departments / people. If the marketing team predicts that the company can 
only bring 10% more customers to the company with the budget they have, then there is an 
inconsistency. 

So, once you have identified the primary objectives, you need to break them into various parts 
and examine them in order to achieve them. For example, there are several strategies to ‘increase 
profitability': 

- Increasing sales of existing customers 

- Getting new customers 

- Lowering the costs 

In order to achieve these, you should organize your plans based on the following: 

- Pricing policy 

- Customer management 

o Processes persisting from the beginning to the end of the sale and ensuring the 
customer's retention 
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- Channel management 

o Social media channels 

o Website 

o Physical store (if applicable) 

- Special offers 

o Product 

o Price discounts 

o Partnerships 

- Ads 

o  Digital 

o Traditional media 

- Public relations 

While your customers' profiles are also important, it is critical for you to follow-up on the 
operations you performed in your e-commerce-oriented marketing plans. 

But before I go into the details, I would like to mention a few things about brand management. 

Just a short break; brand management  

Brand management is in itself a critical issue and one of the most delicate elements of marketing. 
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Every marketing manager must also be in the know about brand management. In the early days 
when I started in marketing, there was a time when brand management was at a higher priority 
than marketing. Being a brand manager at that time was sooooo cool, more swagger than being 
a marketing manager. Or so they thought. But brand managers couldn't go beyond being a bridge 
between agencies and product managers. Years have passed, and this time, ‘marketing 
communication' is prioritized over brand management. There will probably be other things 
stepping over marketing communication in the future. 

There is no need to talk the hind legs off a donkey when describing your brand; your brand is the 
story of your company. 

Brand management shouldn't be limited to the logos or slogans, but it is the management of your 
company regarding the state of your company in the eyes of the customer. 

Sometimes it can be confusing how the stories of companies should be, because their stories may 
be on the more emotional side. When I was teaching a course, one of the people said: "I'm selling 
drills, how on Earth am I supposed to have a story?" 

I am also aware of the fact that, when I say ‘story' people think of a long, boring prose with 
introduction, body, and conclusion, but no, I'm not talking about that. 

Let's take the drill example. You can build your story on making people's lives easier. To make 
your story convincing, you will need to support it with examples. Hanging pictures in the room of 
your newborn child can be a good example. But if you are selling professional drills, hanging 
pictures in a child's room might look funny. So, you need to tell stories appropriate for your target 
audience. 

You can also use how you started your business in your story. For example, "I have always had 
problems with team management throughout my business life. I left my job and started working 
on this software, believing that one day I could solve it. Now I am making life easier for people in 
the same boat as me." I am aware that such stories seem very simple and personal. However, 
some of your own stories can help people understand what your company is and what you are 
aiming for better than when you state your vision and mission. 
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The aspects you need to be aware of when creating your stories are as follows: 

- The story should be based on true events and must be consistent with your entire 
communication language. 

- Don't forget that you are trying to connect with people; you don't have to put all the 
details or try to make them teary-eyed. 

- Take your target audience into account and choose how you will communicate your story. 
As it is the case with the drill example, if your target is professionals, they won't be 
interested in hanging pictures in a newborn's room. 

- There is no need to have your story on your website; you can also create your story by 
speaking about yourself and your company in places related to your industry. 

- You can create a story with your facts and figures, your approach to your job, or your 
technological background. You don't have to mention how inspiring the cookie recipe 
from your grandmother's crate was. 

How to tell which story? How are you going to choose? At this point, I will give the spotlight to 
someone else... 

I am very fond of the book "My Life in Advertising and Scientific Advertising" written by Claude C. 
Hopkins in 1927, one of the prominent figures in professional advertising. It became one of the 
books that I glance an eye here and there to gain some inspiration when I need it. At the same 
time, it is a book that makes me remember the fundamentals, and it shows the marketing and 
sales have not changed for years. 

I quote a rather lengthy section from his book. For me, this is one of the best examples of why 
and how the stories are made: 

 “"They took me to their laboratory and showed me their original mother yeast 
cell. It had been developed by 1,200 experiments to bring out the utmost in 
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flavor. All of the yeast used in making Schlitz Beer was developed from that 
original cell. 

 

I came back to the office amazed. I said: "Why don't you tell people these things? 
Why do you merely try to cry louder than others that your beer is pure? Why 

don't you tell the reasons?" 

 

"Why," they said, "the processes we use are just the same as others use. No one 
can make good beer without them." 

 

"But," I replied, "others have never told this story. It amazes everyone who goes 
through your brewery. It will startle everyone in print." 

 

So, I pictured in print those plate-glass rooms and every other factor in purity. I 
told a story familiar to all good brewers, but a story which had never been told. I 
gave purity a meaning. Schlitz jumped from fifth place to neck-and-neck with first 

place in a very few months. That campaign remains to this day one of my most 
significant accomplishments. But it also gave me the basis for many another 

campaign. Again, and again, I have told simple facts, common to all makers in 
the line—too common to be told. But they have given the article first allied with 

them an exclusive and lasting prestige. 

 

That situation occurs in many, many lines. The maker is too close to his product. 
He sees in his methods only the ordinary. He does not realize that the world at 
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large might marvel at those methods and that facts which seem commonplace to 
him might give him vast distinction. 

 

That is a situation which occurs in most advertising problems. The article is not 
unique. It embodies no great advantages. Perhaps countless people can make 
similar products. But tell the pains you take to excel. Tell factors and features 

which others deem too commonplace to claim. Your product will come to typify 
those excellencies." 
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Process management 

My favorite subject. I am not even kidding. 

I will try to explain in the simplest possible way what ‘Process Management' is without getting 
into deep academical concepts. You can be sure that I'll try to use as few terminologies as 
possible.iii 

First of all, let's clarify what process is. 

The process is sequences of events and notions that are progressing, improving and unified 
among themselves or repeated in a certain order or time. For instance, constantly repeated works 
like campaign management, and product procurement are processes.  

Process management is a discipline, aiming to improve a company's, institution's or organization's 
processes. 

Process management isn't loved because it reminds people of army of consultants, reports and 
tiresome paperwork. One of my marketing managers I am fond of was strictly against process 
management. Because while marketing is "cool", the process management is "boring". While 
marketing requires "creativity", process management requires "analysis". It is easy to speak this 
smarty-pants when the money being spent isn't yours and is in plenty. 

Process management not only shows you how the repetitive tasks are (should be) going from the 
beginning to the end, it also offers a great reference point when it comes to checklists and key 
performance indicators (KPIs).  

"Customer Experience Mapping", which we have often been hearing in recently, actually reflects 
process management from the customers' perspective. "Customer experience" is easier on the 
ear than "process management".  

I told you I'd use minimal terminology. 
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Hence, I will divide processes into two parts as internal and external. 

- Internal processes occur within the company and employees are involved. For example, 
sending bulk e-mails is an internal process. 

- We can describe external processes as the processes in which the customer is the focus. 
For instance, your site being used for purchasing things is an external process. 

To manage processes, you need to map the steps that make up the processes. You can do this 
with pen and paper or use digital means. Whichever is more comfortable, it's up to you. I'm a pen 
and paper person. 

The most critical part of process management is to map the processes, and frankly, this phase 
requires some exercise. 

Process maps and internal process example6  

Let's follow through the bulk e-mail example. 

- How do you send the e-mails? 

- You prepare the design. 

- You create the recipient list. 

- You send the e-mails. 

- And the end! 

This is not a process map though. 

                                                      
6 I couldn't imagine that a book I wrote could have such a ‘sonorous' title in it 
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In order to be able to represent the process correctly, you have to address all the steps one by 
one, and for every entry there must be an output. 

Let's go back to the e-mail example again. How should the process map be?7 

- A request to send e-mails received. 

- Content and heading are created in accordance. 

- The content is passed to the agency for the design. 

- The design received from the agency is checked, revisions applied if necessary. 

- The approved design is converted to *HTML. 

- The *HTML file is attached to the e-mailing software. 

- A single e-mail is sent for testing purposes. 

- If no problems are found, recipients are selected, if the recipients are not loaded, a new 
recipient list is created (even creating the recipient list can be a separate process.) 

- E-mails are being sent. 

- The relevant persons or the teams are notified about the sent e-mails. 

- The statistics are analyzed the next day and shared with the relevant persons or the teams. 

 

                                                      
7 Or a workflow diagram… 
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I tried to simplify the flow as much as possible, so I didn't dedicate a step for negative scenarios 
such as e-mail sending process being canceled etc. 

The contents of the processes may vary depending on your company. For example, to send e-
mails in a company I worked in, I had to fill in a paperwork (designed explicitly for this instance) 
and make formal request to relevant departments six weeks in advance. I know this sounds 
ludicrous to you, but these kinds of processes are what make great companies great.8 

If you are two people in your company and you are sending the e-mails by yourselves, whenever 
your company has ten employees you will hand-over this job to someone else. When your 
company has fifty employees, they'll hand-over it to other people as well. Every time the work is 
handed over via the master-apprentice relationship, you will find yourself in a much different 
state than when you first started, and you'll rip your lungs out trying to find who's responsible for 
sending out wrong e-mails to wrong people.  

You can also prepare a checklist to ensure the process would be free from errors after you 
prepared your e-mail sending process, for example:  

1. Is the e-mail content complete? 

2. Has the e-mail design been completed? 

3. Was the e-mail title in line with the content? 

4. Is the concordant recipient list created?  

5. Has the test e-mail been sent? 

6. Have the following points been checked in the test e-mail? 

                                                      
8 Of course, you should not allow these processes to make you a slacker; there is a fine line between being a slacker 
and being a professional. 
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o "From:"  

o Grammatical and spelling errors 

o Image links 

o Button links 

o Social media links 

o Company website links 

o E-mail unsubscription link 

o Company contact information 

7. Did we complete revisions, and did we get written confirmations from all the relevant 
persons before we started sending the e-mails? 

8. Did we share the number of total sent e-mails, number of clicks, and reading ratio data 
with the relevant persons three days after we sent the e-mails?  

You may think, "Yes Gaye, now I know what I should pay attention to when sending e-mails and I 
also learned a little bit about process management. But how would these benefit me in the world 
of marketing?" 

I'll answer: However perfect your processes are managed, your company, your business and your 
customers would be managed just as good.  

From the delivery process to customer information, from refund management to campaign 
management, if you define your processes in detail and improve them, you'll save both money 
and time.  
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A considerable part of these laborious tasks will be rewarding you with either customer 
satisfaction or making you a distinctive brand. 

Now let's talk about the external processes… 

External processes 

Now that we have seen goings-on in a company, seen processes which included the customers 
but didn't focus on them, it's time for the external processes which the customers are in focus.  

External processes are kind of similar to "Customer Experience Journey" and "Service Design" 
concepts. But then again, I remembered I gave you my word to employ the least amount of 
terminology. 

When you start with external processes, you turn the camera to the customer and experience the 
events from their perspective. What is fundamentally done is process management and 
improvement still, but for online shopping, we see the effects of improvement and changes done 
to the external processes relevant to the customer quicker. 

To map the customer processes, we first start with how the customer found us then we find out 
what the customer can/will experience while shopping. 

1. How do people find your business? 

2. From which page do they come to your store? 

3. Can they easily access the information or product they're looking for? 

4. Do they need to be members to shop? 

5. What information do they need to provide for membership? 

6. What payment steps will they go through? 
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7. What do they do if they cannot pay? 

8. How do they provide billing and delivery addresses? 

9. Do you have any loyalty programs? Do they need to be a member of this? 

10. What do they do when they need support or assistance? 

Depending on your business model, you can further refine the questions. Important things are, 
you need to make the processes your customers experience more transparent and more 
straightforward in order to specify which stages need improvement, specify performance 
indicators and build the infrastructure for customer relationship management. 

Above are just questions/problems for the online shopping process. I think pre-sale and after-sale 
stages should also be thoroughly analyzed. 

On an online retailer which I won't name I had to use (unfortunately they don't have a competitor,) 
the process goes like this (assuming you braved through dozens of banners): 

- You find the product you're looking for and you add it to your shopping cart. 

- When you want to pay you are required to login. 

- Once you have logged in, you are redirected to the main page. 

- Then you need to find a way to return to your cart again and complete the payment. 

I don't even want to imagine how many potential customers they have lost in this process. But 
probably their sales are doing well, unless a strong competitor enters the ring, or they start losing 
sales, they won't care much. 

I experienced a similar situation in a company I worked in many years ago. 
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Every week, number of our customers was increasing by hundreds (I changed the exact numbers, 
but the ratio is the same). In my analysis, I found out that we gained two hundred new customers 
each week, but we were losing a hundred as well. We won a lot of new customers, but we were 
losing a lot as well. I was in my manager's room in no time flat and I explained the situation. They 
didn't care. They said things like that can happen. 

Yes, things like that can happen but the number of customers in a market is limited. For this 
reason, 

you'll end up losing more than you'll gain. This fact is ignored. Because it is ‘boring'. And people 
don't want to work on ‘boring' issues that haven't even happened yet. A few years later though, 
when the lost customer rate takes over the gained ones, meetings will be held, new departments 
will be established and “customer acquisition” studies will start. 

Process management is an annoying concept for most people. And again, most people think it's 
irrelevant to marketing, they think process management's dull and gloomy frame is inconsistent 
with the colorful world of marketing. Things like shooting TV ads with ad agencies, trying to find 
catchy slogans may make marketing colorful, but marketing is not just about advertising. It isn't 
attracting people to your product either. It's converting people into customers and increasing 
sales. This is why you should pay attention to your processes. 

Almost all the time there is a moment when “things change”. Sometimes it comes slowly, and 
sometimes abruptly. 

If you realized you have a problem in a short time (because in some companies realizing the 
problem takes months or years,) and have the money, you need to go to the consulting companies. 
And after that, you are going to perform analysis' which will take you days, if not weeks. You will 
hold meetings, consultants will speak about the same things to different people over and over. 
And after months, you will reach a consensus on what the problems are. You'll prepare 
improvement suggestions, and you'll present them to different people in different meetings. 
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‘Weighty matters' such as process management aren't only big company problems. It's every 
company's problem, small or big doesn't matter. Time is our most important asset, we need to 
be sure what we are spending it on. 

Are you not convinced yet?  

According to Turkey E-commerce Ecosystem 2016 Second Quarter Report, published by Insider, 
99% of website visits do not result in any purchases. I don't think this report based the data solely 
on big brands. So, only one out of hundred people visiting your site is shopping. You'll also see 
that conversion ratesiv are usually at 1% to 2% when you look in the other sources. 

Let's say that you attracted a thousand people to your site? This means your advertising costs will 
tenfold, maybe even more. This is because there's not a conclusive correlation between the ad 
money spent and visitors attracted. But in an optimistic situation, you will tenfold your sales as 
well. However, you can increase the number of people shopping on your site by eliminating the 
problems arising during shopping rather than spending money for advertisement. 

Ironically, in this whole process you'll spend less money than you do on advertising. But we are 
doggedly overlooking this fact. I guess this is one of the troubling things about the marketers; ads 
are more interesting than analytics. Marketers should remind themselves more often that they 
are not advertisers. 

You should know all about what someone visiting your site experiences. In a more professional 
manner of speaking, you need to have a chart showing how your customers are interacting with 
your company, whether it's a product, an online experience, a retail experience, a service or a 
combination of any of the above. 

- From which page does the visitor come? 

- What products are they looking for? 



 

 40 

- What steps do they go through after they add items to the cart and press the ‘buy now' 
button? 

- Do they need to be a member to buy the product? 

- What information should be provided if membership is required? 

- Do they need to activate their membership? 

- How do they fill out the delivery and billing information? 

- What is on the payment page? 

- How are they notified about the delivery process and costs? 

- Is it possible to get information about refunds quickly? 

- And so, on and on… 

- … 

After listing all these possible scenarios, there is only one question that you should ask yourself: 
"WHY?" 

Why should your customers fill out a membership form to make purchases from you? Why do 
they need to enter delivery and billing addresses separately? Why should they provide two 
different phone numbers? Why aren't the text boxes on the form auto-completed? Why can't 
customers get information about delivery? 

All of these may be different on your site and your processes. After you list the obstacles that 
your customers may have to vault over, ask yourself "WHY should my customers put up with this 
laborious inconvenience and WHY should they shop on my site?" 
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Your answer to this question will determine your fate. 

Finally, …  

If you are in the e-commerce business, don't forget that you aren't seeing the people who visit 
your site face to face and you are not a physical store. 

In a physical store, when a customer sees an empty place on shelves, they may ask the clerk if 
that product will be available again. They can try the products they want to buy, they can have a 
chatter with you and complete their purchase just by giving you their credit card. In case they 
experience a problem, you can immediately help them and charm them with your gleeful 
politeness. 

But in e-commerce, if they can't find the product on your site, they'll go to another one. If they 
get a response for a product inquiry after two days they contacted you, if their product arrives 
one month late and incorrect, if they had to fill in a two-page form to make a purchase, if the e-
mail they sent isn't answered, you won't see them the second time. The sad part is, you won't 
even know what kind of a hell they had to go through. 

For this very reason, process management is critical for all companies from small to big, but for 
e-commerce companies, it is of paramount importance. 
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DESIGN CREATES 

MONEY 

GOOD DESIGN CREATES 

GOOD MONEY 

. 

 

ONUR ÇOBANLI   
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Design! It’s exciting!  

Every marketing executive who started to work in a new company does two things first: Revise 
the brand and renew the website. I have seen very few marketing managers who didn't do these.9 

Since marketing impacts the lives of people, regardless of their education and jobs, people have 
many things to say about it. 

You cannot easily comment on an accountant job, maybe you can for an industrial designer. But 
you also can't tell a physics engineer how to do their job. 

But is marketing the same? No. You turn on the TV and see ads, you ride the metro and see giant 
billboards, you turn on the radio, you hear the jarring ad jingles. So, you are liking them or not 
gives you the ‘unalienable freedom' to comment on marketing efforts in your company as well. 
Because marketing is everywhere. 

Almost half the ideas in a customer survey we conducted about a product was on how we should 
shoot ads and how we should market the product. 

Design is similar to that. 

Every single soul on Earth has an idea how good design should look. "Orange goes well with 
green," "Gray goes well with blue," "Can we make the logo a tiny bit bigger," "Can the text be in 
the center of the image please," "By the way, that font isn't easily readable," and "Seriously, you 
think that image is suitable for our company?" 

Once, a company was concerned about the color of the buttons on our site and said: "They have 
to be in this color blah blah blah." I'm cutting short with blahs because their reasons were based 
entirely on their personal experiences. While there are rules and laws of design, a color working 

                                                      
9 I want to keep myself out of this generalization, but I have to point out that except for once or twice, I had to renew 
web pages against my will in the companies I started working as a marketer. 
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well on your site may not work well on others, because there is such a thing called "corporate 
identity". 

The ideal design is the functional design, and within this functional design, you need to blend your 
user experience, your corporate identity, and story well. 

Homepage is the only important part of a website!  

Almost everyone in the e-commerce business pays more attention to their homepages. 

Look around yourself. 

A very few people are "actually" interested in living healthy or improving their brains; more often 
than not, it's about looking interesting from the outside. Seeming interesting may make people 
give you a chance but if you want to keep them in the conversation you need to have extended, 
attractive features, as outer beauty may prove superficial. 

Yes, almost everybody in the web world labor more for the homepage. The goal is to attract more 
people to increase traffic and sales. However, if part of the effort made for the homepage was 
dedicated to improving the experience of your visitors, you could increase your sales beyond your 
expectations. 

Your site may look incredibly lovely, but if people can't find what they're looking for or can't shop, 
then you have a problem. 

Be realistic. 

Years ago, a manager asked me why we couldn't do presentations like Apple with a straight face. 
They were expecting a serious answer for that -unfortunately- serious question. I told them the 
reason why we weren't able to do something like Apple: Because we weren't Apple. I don't know 
if this answer was the one they were expecting. 
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Not being Apple aside, you may have high hopes for your marketing manager, who works 50+ 
hours a week, loaded with laborious workloads from a variable, irrelevant fields to them, and who 
is not a designer to prepare an Apple-like presentation in three hours. However, it's a vain hope. 
A pipe dream in fact. 

As far as I can see, we don't fail to have pipe dreams about web design either. I have never seen 
a company that was completely happy with their website design in my life. When I inquired 
companies for details about this, I often get subjective answers like "Errm, it ain't sitting well with 
us." 

So, when it comes to web redesign, without doing any analysis on the reported inconveniences, 
they brief design agencies with "We want our site to be like X Company's, we want a section like 
this, also we'll pay in peanuts, but we don't want monkeys, we want a beautiful site." 

If you are using your site for sales purposes, whether you are in e-commerce business or not, 

you have to make some effort, you have to put in labor. You have to spend ‘money' as well. But 
the rich companies can't go beyond "We already give the agency money, we won't touch anything, 
let them handle everything" either. Your site is your love child, take better care of it, make some 
effort. 

A good design shouldn't only be eye-candy, but also enable you to achieve your objectives. 
Without determining your goals beforehand, whichever design agency you try to work with will 
leave you empty-handed. 
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Let’s make a comparison.  

eBay, one of the world's best marketplaces, greets the user with a minimalist, plain looking 
landing. 

When I was writing this, there were only three banners on the main page (pink section.) The menu 
was quite simple; the top-selling product categories were listed. eBay's prominent ‘Money Back 
Guarantee' feature which is reassuring for newcomers, was also there. 

GittiGidiyor, which we could call the Turkish eBay, is one of Turkey's best marketplaces. It greets 
people with a with a fancy and flashy page. Number of banners is worrying. I really hope it's not 
one of the examples of "Yes, pack that in, fill that also, cram this as well" approach, which is one 
of the pillars of the Turkish culture. The menu is also overcrowded compared to its American 
counterpart. Remember, if a customer didn't already make up their mind about a product before 
they come to your shop, they could easily get lost on a cluttered homepage like this.  

Of course, it is understandable for the designs to differ because both companies address different 
countries with different cultures. As people from Turkey, we don't like to read, we are more 
inclined towards visuals. On the other hand, western countries love cleaner, simpler designs. But 
then again, a design shouldn't perplex the customer; if they get confused, they'll leave. 
Sometimes providing too many options isn't necessarily better.  
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If something is unnecessary, remove it. 

Richard Koch, in his book "80/20 Principle, The Secret of Achieving More with Less", says there 
are three golden rules for marketing. 

One of these rules is this: 

"Marketing, and the whole firm should devote extraordinary endeavor towards 
delighting, keeping forever and expanding the sales to the 20 percent of 

customers who provide 80 percent of the firm's sales and profits." 

By adhering to this rule, he also attests to 80% of products that do not profit should be removed 
from the sale. 

"Note that there are always apparently good reasons trotted out as to why you 
need the unprofitable 80 percent of products, in this case, the fear of ‘losing 
stature' by having a smaller product line. Excuses like this rest on the strange 

view that shoppers like to see a lot of product they have no intention of buying 
which distracts attention from the product they want to buy. Whenever this has 
been put to the test, the answer in 99 percent of cases is that delisting marginal 

products boosts profits while not harming customer perceptions one jot." 

Try to see your store from this perspective. 

Convert your online store into your playground!  

No, I am not talking about gamification. 

You've seen kids playing in the parks, right? They run from right to left, from left to right, they 
swing standing on the swings, they slide down from the slides, and they try to climb back up. 
Children take everything tentative. They have no limits. Who said you could use a slide exclusively 
for sliding down? You can climb it too!  
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Another feature of online stores is, while often overlooked, they provide a more liberal approach 
to experimenting compared to physical stores. 

You have completed your site, and you have begun to receive payments. Your site doesn't need 
to stay the same for years. Of course, I don't recommend you to renew it every year; it would be 
waste of money and time. However, why don't you experiment a bit sometimes and change 
banner locations, streams, product pages and colors?  

Did you design a ‘cleaned-once-a-year-and-never-opened-again-room-in-old-people's-houses' or 
an e-commerce website?  
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Bring people back!  

Another advantage of online stores compared to physical stores is that you can keep on tabs with 
people who visit your site.  

You can bring back people who are interested in your site/product with remarketing.  

Now I will give a very familiar example. 

Imagine you added a product into the cart then you changed your mind, left the store and started 
surfing the internet. But you see that the very items or similar ones start showing up as ads 
wherever you go. I know many people dislike this. Unfortunately, many companies think 
remarketing is placing identifying cookies on visitors' computers and showing them ads when 
they're browsing something completely irrelevant. This is actually called as "retargeting" because 
remarketing is vastly a broader subject. 

There are ways to bring people to your website without annoying them. 

- You can send reminder e-mails or notify by calling. 

- You can create special offers, such as a discount on their next purchase or a gift. 

- You can reach them on social media. 

- You can send push notifications. 

- You can prepare exclusive content to collect user information and target these people 
with relevant offers. 

- While some of these may be possible with your own infrastructure, you may need 
professional help for the more advanced ones.  

So, in a nutshell… 
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- People visit your site. 

- Most leave without shopping. 

- A considerable part of those who intend to shop leave items in the cart and don't go 
through a purchase. 

You can increase your sales without increasing your advertising costs by trying to bring back these 
people who heard about you, visited your site and wanted to shop. 

  



 

 51 

Common misconceptions 

Which comes first, the chicken or the egg?  

If you have a very good product, the product usually sells itself. BUUUUT, I'll mention an exception. 

When the Google search engine first debuted, there were many search engines on market 
including Yandex. I remember AltaVista very vividly; I preferred AltaVista over Yahoo! (I see no 
harm sharing this information with you even though it reveals my age). There were other search 
engines at the time as well.v  

I don't think the world thought it needed Google. The world didn't need Amazon, AliExpress or 
Über either.  

But some people came along and changed the whole market. THEIR PRODUCTS WERE VERY GOOD 
and COMPETITION WAS SCARCE. They quickly surpassed their rivals and climbed to the top. A 
very good product while selling itself, spreads rapidly by word of mouth. 

It is quite difficult for your product to really be as good as the above; we're talking about 
exceptional situations. Moreover, you also need to hit the bullseye when it comes to timing - 
competition and pricing. Would Google be this successful if they had charged a fee per a search 
or for a monthly subscription? We all know the answer to this question. 

Let me tell you what usually happens: Your product is average, it has both pros and cons 
compared to your competitors’ but has no crushing superiority over them. You start to compete 
in these circumstances. 

People often say things such as "There wasn't anything like it", or "We think people needed this" 
or "We provide solution to people's problems" etc. when talking about their products. 
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Oh, those business ideas built on ‘impressions' and ‘estimations'... By the way, if we bought 
products because we believed they were solving our problems, we wouldn't have more a hundred 
pieces of items. Maybe fewer. 

Though, I don't think this approach is wrong, however while there's no ‘the true' way of finding a 
product idea, there is one for creating and prolonging one. 

An excellent product may grant you success. A mediocre product, which is marketed very well 
can also bring you success. 

Did you hear about “dropbottle”  

If you haven't heard, let me summarize: The brand, with the "Drink your vitamins" slogan on their 
website, conveys the innovative and unique ways to detox your body with flashy and eye-catching 
images. 

It was one of the favorites of Oprah Winfrey's in 2016 and it's a mere water bottle.  

With just any bottle you could make yourself fruit / vegetable juice. But dropbottle aims to make 
you do it gracefully compared to competitors.  

dropbottle, which aims to make you ostentatiously display the mixture you can create with the 
chopped vegetables, fruit and water just about in any bottle in a more distinguished way 
compared to their rivals, shows us one of the best examples of good marketing. I don't know how 
the company’s future would turn out, as they are currently in trouble with unhappy customers, 
but their product is still in selling like hot cakes. 

 

  

http://dropbottle.co/
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How much do you know about your customers? 

Your product is on the table or on your computer screen and you are thinking to yourself with 
squinted eyes: "Hmm, who will buy this product?" 

Ironically, companies don't ponder over who buys or will buy their products. Often, they continue 
to do business by focusing on stereotyped target groups.  

But e-commerce (if you aren't selling a really niche product) can offer the possibility to target 
different groups. 

This is undoubtedly one of the fun parts of e-commerce but can be challenging as well. 

If you have a store selling women's clothing in the physical world, you have no choice but to wait 
for people to pass by your store and wish they'll be women. But if you have an online shop, you 
can target men (so they can shop for gifts) as well as women. If you are selling products for young 
women, you can employ a slightly different classification. You can also target women over a 
certain age with ‘products that make them feel younger'. 

The possibilities go on and on. Also, being able to sell all over the world 24/7 can enable you to 
experiment more.  

It doesn't matter what you do; you need to constantly ask yourself questions and improve 
yourself by finding answers. 

Not only in Turkey, everyone all over the world is looking for the formula for the success. But each 
company's success formula is built on different equations and variables. You can be successful by 
taking some others' tactics and applying them for your business but there's a chance you may not 
be successful as well. But here's a fact: You won't know without trying. 

Change your product. 

Change your target group. 
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Change your brand. 

Do not be afraid to try until you achieve success. 
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Money Money Money!  

One day, somebody asks Napoleon Bonaparte, "What will it take to stage and win a war?" So, he 
gives his supposedly famous answer: "Money money money." 

It's not known whether this question was really asked to him or not, but he didn't give such a 
response; it's an apocryphal, false quote.   

Though money is important. Especially if you have an e-commerce company and are confused 
about how you'd receive payments from your customers.  

You may ask what the ‘payment methods' subject is doing in a marketing book. 

- Receiving payments are more relevant to marketing than you think. 

- I have been working in the payment systems since 2005, and wouldn't it be a bit strange 
if I hadn't mentioned it in my first book? 

While my second remark may sound funny, the serious truth lies in my first point. The payment 
page and the tools have a very close connection to the experience you provide your customers 
with. 

Let Them Abandon! We Still Have Other Customers!  

Not caring about payment page abandonment is courageous ignorance. 

According to a Baymard Institutevi survey, 69.23% of people who come to the payment stage 
leave the page without paying.  

What does this mean? 
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Only thirty out of a hundred people who visit you, add products to their carts and reach the 
payment stage complete their purchase. And if you take fraud and refunds into account, number 
of people who successfully buy something off your shop is quite low. 

But what if you lower the cart abandonment rate down to 50%? You can increase your customers 
by 25% without needing to attract more visitors.  

Why do people leave? Let's take a look at the research: 

- High prices. For instance, when they see the sum of the items they individually picked add 
up to something big, they'll close the page. 

- Unexpected costs. For example, paying $10 shipping for a $10 item. Or VAT not being 
disclosed on the item page and being added later. 

- Finding the same item for a lower price somewhere else. For instance, for $10 with free 
shipping instead of $30 plus shipping on your site. 

- Being unable to pay. Not finding a suitable payment option for themselves. 

- Trust issues. Like worrying about hackers getting hold of their credit card information. 

- Of course, there are situations such as feeling too lazy to pick up the mobile phone from 
the kitchen for a 2FA or 3D Secure code, pages loading very slowly or web errors such as 
404 make people abandon their carts. 

- But here we will examine especially the last four items. 

Payment systems ecosystem, or simply “virtual POS”  

Everyone who starts an e-commerce business asks themselves the following question at one point: 
"How do I get a Virtual POS?" Some rephrase it like "How can I get payments via credit cards?" 
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and some others say, "Where can I get a virtual post [sic]." But these questions serve the same 
purpose: Being able to receive payments on the internet! 

For online shopping in Turkey, credit cards are used predominantly. Approximately 80% of online 
purchases completed with credit cards. This means even if you target credit card users exclusively, 
you can reach a huge portion of the market. You can get online payments via credit cards by 
applying to a bank or a payment system company for a Virtual POS10. 

But then again, there are some matters you need to be aware of: 

- If your target group is young people, credit card usage rate among young people is quite 
low. 

- If you recently established your business, getting a Virtual POS from a bank is pretty hard. 

- There are alternative payment methods in Turkish market such as debit cards, BKM 
Express, ComPay, mobile payments and pay-on-delivery.  

- Installments in Turkey is an essential part of the shopping. Especially if you are selling 
electronics, 

- Textile products etc. make sure that you can have payments in installments. But please 
note that the installments are one of the toughest aspects of the payment page design. 

- If you intend to sell all over the world, consider integrating alternative local payment tools 
to your site for your target country.  

- If you have various customers from various countries and backgrounds, the Virtual POS 
you use should support those countries' payment schemes. For example, China with its 
population over a billion may water your mouth but it has its own payment systems as 

                                                      
10 Virtual POS is the software which makes shopping, sales and payment possible on the internet with a card number, 
an expiry date and a security code. 
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well as its own VISA and MasterCard equivalent CUP11 systems.12 If your Virtual POS 
doesn't support CUP procedures, you may have to wave goodbye to China. 

- Prepacked e-commerce packages may not support every payment method. There's a 
possibility that an e-commerce package you bought in one country, may not support 
integrating a Virtual POS from another one. For example, Shopify doesn't support Virtual 
POS' from Turkish banks. 

- Some Virtual POS software, e-commerce packages or alternative payment methods 
operate over their own payment page designs. They won't allow you to customize your 
own payment page. 

- Preferring 3D Secure method against fraud, which has been increasing recently, 
sometimes can dramatically reduce your number of customers. 

- In short, if you start looking for a Virtual POS after you complete designing your site, you 
may leave yourself in a lurch or launch your site later than you anticipated. So, you need 
to research whichever payment method you'll choose to receive online payments, 
whichever e-commerce software you'll use before completing your site. 

Payment page design  

Before starting to design this page, you need to understand what people expect from this page. 

A payment page should have a clean design, lead the customers, include as many payment 
methods as possible, be transparent, intuitive, easily understandable and shouldn't have any 
surprises.  

However, websites which ask for the payment information in four to five pages (delivery address, 
billing address, payment information etc.…) tire me. I'm sure they tire you and your customers as 

                                                      
11 China Union Pay 
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well. That's why, in the simplest possible design, what the customer is going to pay for, how much, 
where will it be shipped should be conveyed without causing hesitations. 

You should also consider that someone who wants to shop on your site may be buying for the 
first time on the internet. Try to see your payment page from their eyes. If you don't have any 
distinctive features to encourage someone who's going to shop for the first time on the internet 
to buy from you, my condolences to you… There's a million people of untapped potential there 
and you're standing them up at the door. And believe me, they find other doors to knock on. 

I mean designing a payment page is not really rocket science; even on the internet you can access 
dozens of good examples or examine the most common mistakes and avoid them. But I think 
people with strange design whims such as "Let's make this logo a tiny bit bigger, shall we" or "Add 
some pink here" or ad agencies' desire to reinvent the wheel complicate the problems. vii 

Keeps tabs on technology  

Payment systems are constantly evolving and launching new products. Trying to follow the scene 
all the time would be wearisome, but you may suggest new features to the banks or payment 
systems you work with when you have the chance or get in touch for a solution that you think 
would make your life easier and see if they have it. 

Many payment systems allow businesses to store the credit card information of customers. You 
can provide a great deal of convenience to people by saving their card details for the next time 
even if they shopped from your store once. Especially in shopping on mobile platforms, most 
people give up because they can't easily fill in their card information. You can increase your 
conversion rates dramatically by saving your customers' card information. 

Also, with the easily integrable ‘Buy it Now' button, you can offer direct sales, bypassing the cart.  
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What are our mistakes?  

The following examples are from the most popular sites in Turkey at the moment. Not to arise 
any trouble for myself or them, I won't disclose any brand names. Assume that I completed all 
kinds of membership processes, I closed the pop-up windows' and I'm using a desktop computer. 
Because if you don't we'll be at sea discussing this for hours. 

- Distracting the customer  

I have braved the slings and arrows and created my cart, I am going to press the ‘buy' button, 
what on Earth is that? Above is a disparate red banner. I click it and another product page opens. 
Then I have second thoughts on the product I wanted to buy, and I don't go back to my cart again. 

 

You may want to sell one or two more things to the customers but there are lots of pages you 
can try this on. You customer clicking the ‘buy' button is more beneficial to you rather than 
showing them an irrelevant drone. 12 

                                                      
12 By the way, even though I haven't done any research on drones and the item in my cart was irrelevant to drones, 
I don't understand why a drone was advertised to me. 
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But since some sites use the shopping cart page for advertising, ‘unfortunately' they believe it is 
a good idea to show ads there. 

- Warning notifications not looking like warning notifications  

Some businesses may have cart limitations or different conditions for online shopping; warning 
notification boxes covering a huge area doesn't make them easily perceivable. 

If your notifications are the same color as the colors used on your page, you can be sure that your 
customers won't see them.  

And one more thing: Rather than pushing negative sounding notifications like "We don't accept 
orders below $60" try to push positive sounding notifications such as "Spend $20 more to enjoy 
the comforts of online shopping." 

 

- Inoperative payment pages 

Here's a clean as a whistle page greeting me after I clicked ‘pay now' button. 
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- Being open to surprises  

If you don't have a credit card or you don't want to provide your card information for some reason, 
you can't shop on this site.  

 

And the troubles don't end: 

- I probably could shop on this store with MasterCard or VISA. I feel so because you wouldn't 
have any Virtual POS problems with either VISA or MasterCard in Turkey. However, if my 
card is American Express, which has a lower adoption rate by the Turkish businesses, I 
have to try and see if it works. 
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- To see the installment options, I either have to fill in my card information or click ‘view the 
options' button. Don't worry, I clicked and served the torturous sentence for both of us. 

 

- As you can see from the installment table "Bonus, World, Maximum, CardFinans, Axess, 
Advantage and Paraf cards can do 3-6-9-12 month installments with interest applied. So, 
interest rates and installment options are same for all the cards. Shouldn't it possible to 
incorporate this design in a simpler way then? People have more than one card, they 
would want to know what their options are as the crow flies.  

- I don't know what's going to happen if I change my mind about the payment. There isn't 
any ‘return back to cart' link. Of course, I could go back via the browser button or via the 
site's logo on the upper left but when I leave, do the products in my cart persist? It's 
ambiguous. 

- There's an option to save my card details for my next purchase but I don't think someone 
who doesn't know what saving a card is can understand this.  
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- Will I go through 3D Secure or will I not? That's another surprise in the brewing. 

- And what will happen after I click the ‘pay now' button? Will I finally pay, or will I be 
redirected to another approval page? 

- Which courier company will deliver my item? Are there any special terms with them? 
These are not communicated either.  

Probably some of the answers to these questions are hidden in the ‘frequently asked questions' 
page but remember, your customers want to buy things, not go on a scavenger hunt. 

Hence you should try to offer them a smooth, seamless shopping experience. 
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Before I conclude … 

Don't be afraid to try! 

Keep experimenting, continually pursue innovations. If you don't experiment, you won't know if 
you're going to be successful or not. 

When you read or hear various proposals, you need to go from "we thought about this but…" to 
"We thought about this, tried it and achieved this result." 

Use your resources wisely! 

Most of the marketing work is wasted money and most customer visits are far from conversion. 
Therefore, if you are especially just getting started, you need to carefully analyze and check what 
you do.  

Many people mutter "Yeah, I know, I know, but I hardly have time to breathe." If the matters you 
can't work on because you're too busy lose you money (if you don't work on something which 
you know would earn you money, you are losing money) you may have a problem with resource 
management. 

Marketing is a world where most people do things for the sake of doing them. Don't let it be like 
that for you.  

Do your research! 

There is an abundance of information on the internet and more often than not you aren't even 
aware of this. 

Don't discard any questions popping up in your mind. The world is no doubt a more entertaining 
place for the skeptic and the curious. 
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Thank you… 

First of all, I am thanking you for reading. I also have a few more people I should thank as well.  

These writings you read are not in their original forms. 

I am grateful to Evren İnanç, Sabrican Zaim and Aytun Çelebi for their feedback and most notably 
to Fırat Aydın who read my writings as soon as I shared and provided his opinions even at late 
hours. And I also would like to thank Murat Kaya who insisted that I should print the book and 
opened his publishing houses doors wide open. People, your feedback were precious. 

And another big thanks to Papatya Tıraşın, who offered support whenever I needed.  

There may be typos and grammatical errors here and there, I apologize for the inconvenience if 
there are but if you let me know, I can correct them. 

I still feel like the book isn't yet completed and I want to believe that this feeling is natural. I have 
plans to cover more subjects in the future, but they may be another book's or section's material…  

If you want to say something to me about the book or ask me a question, you can reach me at 
punky.space or @gayeor on Twitter.  

 

: ) 

 
  

http://punky.space/
http://www.twitter.com/gayeor


 

 67 

 

 

HERE’S THE SIMPLEST, MOST JARGON-FREE, DEFINITION OF MARKETING  

YOU’RE EVER LIKELY TO COME ACROSS:  

IF THE CIRCUS IS COMING TO TOWN AND YOU PAINT  

A SIGN SAYING, “CIRCUS COMING TO THE SHOWGROUND SATURDAY,” 

THAT’S ADVERTISING.  

IF YOU PUT THE SIGN ON THE BACK OF AN ELEPHANT AND  

WALK IT INTO TOWN, THAT’S PROMOTION.  

IF THE ELEPHANT WALKS THROUGH THE MAYOR’S FLOWER BED  

AND THE LOCAL NEWSPAPER WRITES A STORY ABOUT IT,  

THAT’S PUBLICITY.  

AND IF YOU GET THE MAYOR TO LAUGH ABOUT IT,  

THAT’S PUBLIC RELATIONS.  

IF THE TOWN’S CITIZENS GO TO THE CIRCUS,  

YOU SHOW THEM THE MANY ENTERTAINMENT BOOTHS,  

EXPLAIN HOW MUCH FUN THEY’LL HAVE SPENDING MONEY  

AT THE BOOTHS, ANSWER THEIR QUESTIONS AND ULTIMATELY,  

THEY SPEND A LOT AT THE CIRCUS, THAT’S SALES.  

AND IF YOU PLANNED THE WHOLE THING, THAT’S MARKETING. 

 

ALLAN DIB   
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Footnotes 

i The Practice of Management, Peter Drucker 
 
ii https://keydifferences.com/difference-between-planning-and-strategy.html 

iii I genuinely suspect that most terminology is created to generate a source of income for some. For instance, 

although not many remember that it was created by Kevin Roberts, people still recall the Lovemark concept. 

Lovemark, which bases the relationship between people and brands on mutual love and respect, made Saatchi & 

Saatchi snatch the $430 million JC Penney deal. Kevin Roberts was the CEO of Saatchi & Saatchi in that period. It's 

worth mentioning that things didn't go really well for JC Penney afterwards. 

iv For e-commerce, the ‘conversion rate' is a critical data that shows how many of your visitors make a purchase. You 
can use the following formula to calculate this: Number of shoppers / number of visitors. 
 
v  January 1994 – Infoseek; January 1994 – Altavista; September 1997 – Yandex; September 1998 – Google 
https://en.wikipedia.org/wiki/Timeline_of_web_search_engines  
 
vi https://baymard.com/lists/cart-abandonment-rate?es=  
 
vii The Baymard Institute offers free access to a significant portion of their researches. You can find researches with 
quite curious details at https://baymard.com  

                                                      

https://keydifferences.com/difference-between-planning-and-strategy.html
https://en.wikipedia.org/wiki/Timeline_of_web_search_engines
https://baymard.com/lists/cart-abandonment-rate?es
https://baymard.com/
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