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More informationMore informationMore informationMore informationMore information

Online shops provide many com-
panies with access to interest-
ing new business opportunities, 
which can mean additional reve-
nue for your company.

Tips for Building 
Successful Online Shops

Make your assortment is readily 
available 24 hours a day, seven 
days a week

1
Supply an international market 
around the clock2  

E-commerce, 
however, does not 

run on its own; after 
all, customers are now 
used to large and elab-

orately implemented 
platforms such as 

Amazon.
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1
From existing customers to first-
time visitors, every customer is 
unique and wants to be treated 
as such. Include the option for 
customers to register and for 
corporate customers in particu-
lar, who have negotiated special 
conditions, to see their bargains 
after registration and not just 
the list prices.

Address Target Groups 
and Individuality
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Utilize a Modern, 
Responsive Design2

 
Web shops 
that are not 

responsive can have 
a negative effect 
on your Google 

ranking.

Just as physical stores update 
their equipment to keep up with 
the times, so should your on-
line shop implement more mod-
ern technology. Over the years, 
new technical innovations have 
emerged that appear appeal-
ing to users. In particular, the 
internet is no longer exclusively 
accessible via desktop comput-
ers or laptops, with most people 
now using their tablets or smart-
phones to surf casually.

This means that online shops 
need to be responsive, meaning 
the layout of a page changes de-
pending on the size of the screen 
accessing it.

Online shop pages in particular 
should be operable on a smart-
phone or tablet without having 
to scroll through them. Less rel-
evant information can be found 
by scrolling through a page, but 
a customer should be able to 
place an order without having to 
do so.
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Online shop users should be able 
to understand and use your site 
at first glance. Usability is a term 
often used to describe many 
functions and ways a custom-
ers user experience can be op-
timized. An example of usability 
would be a logical page structure 
that can be navigated fluently.

Make it Easy to Navigate, 
Clear and Intuitive to use3

Be sure to follow many usabili-
ty guidelines in order make your 
shop both appealing and intui-
tive. Don‘t forget to apply usabil-
ity to the search and order func-
tions in your shop!

Consider working with compa-
nies that have expertise in us-
ability and offer software that is 
optimized in terms of user expe-
rience and usability, like the shop 
software ANTEROS.
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Your web shop should offer dif-
ferent search options so that 
as many users as possible can 
quickly find something to meet 
their needs:

Offer Various Search Methods 
to Find Things More Quickly

Customers who know exactly 
which products they want to or-
der should use an article number 
search. In some industries, this 
search should also include oth-
er numbers, for example in the 
automotive industry a search for 
original part numbers (OE num-
bers) would be useful.

4
Saving of shopping carts is also 
useful to speed up repeat orders 
- this saves searching again. For 
corporate customers, uploading 
several article numbers via Excel 
may also be helpful, as internal 
coordination is often still con-
ducted via Excel.
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In any case, 

it is important that 
the customer does 

not receive hundreds of 
search results, but can 

limit the number of 
results as required.

Users who know exactly what 
they want but do not yet know 
the appropriate article num-
bers should be able to limit their 
search using a good search 
structure and parameter filters. 
Product categories that refine 
their products step by step in 
a tree structure serve as a key 
search structure. Parameter fil-
ters should differ in the catego-
ries if you offer different product 
ranges (for example, a filter by 
pressure for valves and by shaft 
length for drills).

If you want to offer numerous 
spare parts in your shop, then a 
search via the main products can 
be useful (e.g. search for the de-
fective pump and there display 
and availability of the spare parts 
via an explosion drawing). In the 
case of vehicle parts, a search 
via manufacturers, models and 
vehicles is often relevant, since 
users are familiar with this from 
TecDoc-based systems (such as 
ANTEROS.tecdoc).

Users with general requirements 
should be able to refine their 
search by keyword and category.
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Users often leave a web shop 
because they find either no prod-
uct information or completely 
insufficient product information. 
If customers are left in the dark 
about the exact specifications, 
they are more likely to leave the 
shop. This is particularly import-
ant for technical products, as 
many applications require tech-
nical constraints to be met.

Offer Detailed 
Product Information5

Provide your customers with 
as much information about the 
products as possible: sizes, ma-
terials, dimensions, certificates 
and documents such as safety 
data sheets or operating instruc-
tions.

To avoid having to manually 
maintain this product informa-
tion for the web shop, although 
it is already maintained for print 
catalogs, data sheets, dealer ex-
ports, etc., PIM systems such as 
ANTEROS can help. These mean 
product data for various media 
only have to be centrally main-
tained and changed ONCE, for 
example the technology-leading 
PIM software ANTEROS.
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Since you can‘t physically pick 
up the product in the web shop - 
unlike in a store - good pictures 
are particularly valuable. The im-
ages should show the product 
from different perspectives or in 
different applications.

Multiple High Quality 
Product Images6

A zoom function should show 
the product in a larger size and 
in a better resolution, so that the 
customer can recognize the de-
tails even better and thus con-
solidate his purchase decision.

Shop systems with an integrated 
media database, e.g. ANTEROS.
mam, are ideal so that they do 
not have to convert the images 
themselves into different resolu-
tions and at the same time can 
use them in print, Amazon, etc. 
formats.
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Products in specialist retail stores 
are grouped according to how 
they will later be used in prac-
tice. This way, the customer can 
find suitable additional products 
and supplements without having 
to walk through the entire shop, 
and even grab additional prod-
ucts that they did not initially 
plan for when they entered the 
shop.

Boost Sales with 
Cross-Selling7

This so-called cross-selling 
should also be used in the web 
shop. Online shops with techni-
cal products can be used to pro-
vide accessories, consumables, 
or spare parts.

Some shop systems only offer 
fixed relationship types for this 
(such as Magento), while others 
can be configured as required 
(like the ANTEROS shop soft-
ware) - with which you can pres-
ent the additional products in 
different groups, e.g. separate-
ly for standard accessories and 
special accessories.
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In any case, it is important that 
you manually set these relation-
ships between the products, e.g. 
between a fitting and the match-
ing wheels. If the shop user then 
navigates to the product, the ac-
cessories are also displayed so 
that they can order them direct-
ly.

If you offer intensive spare parts 
in the shop, then a function that 
presents the main product (e.g. a 
pump) to the user in an explod-
ed view is advantageous, simply 
click on spare parts directly in 
the drawing to see details about 
the spare part or place it in the 
shopping basket. Incidentally, if 
you save the relationships in a 
PIM system right away, you can 
also use them in your print cat-
alogs, data sheets, dealer ex-
ports, etc.

Some online shop systems (e.g. 
ANTEROS.web) allows you to im-
port spare part relationships with 
comparatively little effort via the 
parts lists of an ERP system or 
link spare parts in an exploded 
view with a graphical editor.
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The online shop should make it 
as easy as possible for the cus-
tomer to complete the order 
process. If the customer has al-
ready registered, this customer 
data should appear directly with 
the next orders and can be cor-
rected if necessary.

A Fast and Efficient 
Order Process is Important

You should decide whether you 
primarily only want order enqui-
ries and do not yet want orders, 
e.g. because you offer complex, 
consulting-intensive products or 
do not want to undermine your 
own dealers. Then it is sufficient 
for the web shop to send the 
shopping basket with the prod-
ucts put together by the user to 
a clerk at your site by e-mail.

8
If, however, many inquiries are 
to be expected, because, for ex-
ample, your existing customers 
are expected to order from the 
web shop, then more efficient 
processing is necessary. In this 
case, the web shop should be in-
tegrated with your ERP system.
ANTEROS has standard interfac-

 
The more 

individual steps you 
build into a shop, the 
greater the probability 

that the customer will lose 
patience and abandon 
the ordering process.
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Product search

Shopping cart

Payment method
Click to order

Order

Login

es (e.g. iDoc or REST) to transfer 
the purchase order to the ERP 
system and phase it into the 
standard processes for delivery 
and invoicing. Such an ERP inte-
gration of the web shop can also 
display customer-specific prices, 
visualize the availability of the 
requested order quantity using 
a traffic light, display the order 
history, and much more.
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The selection of the payment 
methods available should be 
carefully thought through. If, for 
example, your web shop is lim-
ited to existing customers only, 
then the payment method „in-
voice“ can be quite sufficient.

Offer the Right 
Payment Methods9

However, if you offer a payment 
by invoice for new custom-
ers, the risk of non-payment is 
quite high. On the other hand, 
your prepayment risk would be 
zero, but new customers would 
be afraid of not receiving their 
goods, and would rather not 
start an initial order with this 
payment method.

 
More is not 

always better in 
the area of pay-
ment methods.

€
$

£
¥

₣
...
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In Germany, a clear overview 
of shipping costs is required by 
consumer protection regulations 
like the German Preisangaben-
verordnung. Usability aspects 
also play a role.

Ensure Clear Presentation 
of Shipping Costs10

This prospective buyer would 
like to find a complete, detailed 
list of shipping costs, from which 
the shipping costs for their order 
can be deducted, and then order 
the desired product.

 
Do you have 

multiple options 
(such as Standard 

and Express) or do the 
shipping costs depend 
on the price or total 

weight?
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In order to attract a variety of 
new customers, we recommend 
utilizing search engines. Google 
searches can be used to immedi-
ately redirect interested parties 
to appropriate subpages (e.g. 
product pages). Optimize your 
most searched or most relevant 
pages in order to rank higher in 
online search results pages, as 
the easier you are to find, the 
more people will find you. To 
do this you will need to apply 
search engine optimization (SEO 
for short).

Optimize your Page for 
Search Engines (SEO)

Factors such as sufficiently long 
product descriptions, frequent 
data updates, image descrip-
tions, how long users stay in 
your web shop, etc. play a role 
in SEO. Bettering your page in 
these regards can lead to your 
page being displayed on the first 
page when one of your kewords 
is searched for online. The fur-
ther up your site appears on a 
online search, the more poten-
tial customers will see and hope-
fully click on your page. Having 
an entry page for each product 
area will help your ranking.

11
If, for example, a user searches 
for „fittings“ and finds your web 
shop home page that shows an 
assortment of products but can 
not find the fittings they were 
looking for, there is a chance 
that they will leave your page to 
rather find a search result that 
will lead them directly to what 
they want. This means that you 
not only lost a customer, but due 
to their short stay on your page, 
the user has now signalled their 
search engine that your website 
does not offer what they are 
looking for, which can impact 
your ranking negatively.

As the competition in SEO is be-
coming more and more fierce 
and it is getting increasingly dif-
ficult to rank on page 1, it may 
be worth your while to invest in 
search engine advertising (SEA) 
in order to attract new custom-
ers to your web shop on a regu-
lar basis.
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The conversion rate indicates 
how many visitors really made a 
purchase in the online shop. Us-
ing statistics, you can not only 
analyze this percentage, but also 
which categories or search words 
were used more frequently, from 
which page or search engine the 
users entered the shop, etc.

Conversion Rate and 
Access Behavior Statistics

This is very valuable information 
that you can monitor regularly 
to improve your shop step by 
step to meet customer needs. 
This can mean adjusting the cat-
egory structure, offering more 
parameter filters in specific cat-
egories, displaying more product 
information or images, placing or 
improving search engine adver-
tising.

Good search engine advertis-
ing tells customers exactly what 
they can expect on the specified 
page and is not misleading. Mis-
leading advertising, on the other 
hand, leads customers into your 
shop who can‘t do anything with 
the articles - this results in a low 
conversion rate.

 
A good on-

line shop is not 
only visually ap-
pealing, but also 

efficient.

12
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Show your 
Contact Details13

For most customers it is import-
ant to know who runs the shop, 
especially in the corporate cus-
tomer area (B2B). You want to 
know who you can contact if 
there is a problem and you want 
to be personally catered for.

If contact information is difficult 
to find and can only be accessed 
with several clicks, potential cus-
tomers will have less confidence 
in you and may therefore refrain 
from shopping in your online 
shop.

In addition, there are also legal 
requirements that require cer-
tain information in the imprint 
and a privacy policy page.

Company name

Address

Phone number

E-mail
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Maximize your profit and in-
crease customer satisfaction 
with the right shop software.

Use the Right 
Shop Software14

Learn more about INCONY‘s 
award-winning ANTEROS soft-
ware and how it can help your 
business and online shop suc-
ceed.



INCONY AG
Paderborn, Germany
Tel. +49(0) 5251 877 390
E-Mail: info@incony.de
Web: www.incony.de/en

www.xing.com/pages/inconyag

www.instagram.com/incony_ag/

www.facebook.com/incony

www.linkedin.com/company/incony-ag/


