
An Amazon Webstore Guide

As online sales in the UK continue to grow each year1, retailers face fierce competition 
particularly over the festive season. This makes having an effective online merchandising 
strategy even more crucial. Successful online retailers are able to convert shoppers into 
buyers by delivering the right product, with the right promotion, to the right customer, in 
the right place, at the right time. There are many ways to accomplish this, but there’s no 
one-size-fits-all approach. 

Cross-sell and up-sell recommendations, festive promotions, site structure and design, 
social engagement and mobile solutions can help retailers optimise their Christmas 
merchandising strategy, increase traffic and ultimately boost the bottom line. To ensure 
that increased web traffic results in more frequent and bigger sales, consider the 
following ten festive merchandising tips. 
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1.  TAKE ADVANTAGE OF UPSELL AND CROSS-SELL  
OPPORTUNITIES

A simple and effective way to increase average order value and units per transaction is to 
introduce shoppers to related products while they browse the site. As larger numbers of 
consumers turn to ecommerce for their Christmas shopping, they are challenging retailers to 
provide them with an increasingly focused, personalised experience.2

To deliver personalisation, start by identifying products that complement each other and 
introduce them to customers while they shop. “Recommended,” “Best Sellers,” and 
“Accessory” products are great ways to deliver a more personalised experience.

Using dynamic widgets to identify which products shoppers are viewing can help businesses 
introduce more specific recommendations. “Guests who viewed also viewed” and “Guests who 
bought also bought” recommendations tend to provide the increase in purchase confidence 
shoppers need. 

A study found that recommending cross-sells and up-sells can increase conversion by 3% 
when shown on the checkout page.3 Implementing the upsell and cross-sell strategy beyond 
the product detail page is key. Homepages, landing pages and cart pages are great places to 
feature new products, best-sellers and recommended products. 

Retailers often miss opportunities to display lower-margin products, especially on cart preview 
and checkout pages. Think of these pages as the sweet racks of the site—they are a great way 
to move overstock and seasonal items while increasing average order value. 
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2.  STRATEGICALLY ORGANISE YOUR PRODUCTS FOR  
CHRISTMAS SHOPPING.

Poor navigation is the most common reason consumers go to a competing site.4 Providing 
visitors with multiple ways to filter and sort products can help them easily find what they are 
looking for. During the festive period, it is a great idea to create gift guides and optimised 
festive landing pages to cater to shoppers looking for gifts. 

A well-indexed search tool is another important way online retailers can quickly improve sales. 
Visitors using a site’s search box tend to be more likely to purchase. The key is to implement 
search with semantic understanding. First and foremost, search results should always be 
relevant to the search term. Once the search returns relevant results, look at the search results 
page layout. Be sure to add attractive images, product information, colour options, and quick 
view capability. 

Even if your products are organised into categories in a logical way (for example, with “Pants” 
and “Shirts” in their own categories), consider also adding Christmas-specific categories, 
like “Gifts for Women.” These new gift-centric categories may become your most popular 
categories during the festive period. In the end, providing a seamless and intuitive way to 
navigate your site can increase conversion and overall customer experience.
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3. MAKE THE SHIPPING AND RETURN POLICIES CLEAR

Ensuring timely delivery is one of the most important facets of gift giving during Christmas 
time. For this reason, it is essential that Christmas shipping policies, transit times, cutoff dates 
and extended return policies are clear. By answering customers’ questions before they ask, 
businesses remove any barriers and hesitancy that might otherwise prevent them from buying. 
Making the festive shipping and return policies easily accessible and updating them frequently 
is equally as crucial. 

4. PLACE PROMOTIONS EVERYWHERE

With every shopper looking for the perfect gift at the perfect price, it’s very important that 
Christmas promotions remain visible throughout the site. When festive promotions and special 
offers have clear promotional terms and are built based on emotional cues, they are great ways 
to generate leads, drive traffic and boost conversion. Using ribbons or banner overlays to call 
attention to key festive promotions can be a great way to direct customers to hot deals and 
featured items. 
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5. ADD SOME FESTIVE CHEER

Once the weather starts to get cool, brick and mortar stores play Christmas music to get 
shoppers in the festive mood. While playing music on your eCommerce site would likely be 
an unpopular move, there are other ways you can get site visitors in the festive frame of mind. 
Featuring Christmas-themed and seasonal products on landing pages is a great way to get 
started. Using text and graphics to convey the seasonal mood can help online retailers tap into 
the festive cheer. Online retailers can also highlight Christmas promotions, build gift guides 
and update site navigation with Christmas-specific categories to thread the festive theme 
throughout the site. 

6. STRATEGICALLY THINK ABOUT THE USE OF COLOUR

Research has shown that online 
shoppers tend to select the 
brightest and most striking 
items on a page, even when 
these shoppers have already 
demonstrated a preference for 
another brand.5 When evaluating 
site design it’s important to 
remember that colours tend 
to evoke a variety of feelings 
and emotions. Coordinating 
colours across content and 
site style not only give the site 
a unified look and feel but also 
provide customers with a rich 
and consistent online buying 
experience
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7. BE SOCIAL AND ENGAGED 

Online retailers who understand social buying frequently build customer feedback into their 
merchandising strategies. One of the most effective ways to do this is to enable and encourage 
customers to post reviews on products. Studies show that consumer reviews are nearly twelve 
times more trusted than manufacturers’ descriptions.6 Sellers can also use consumer feedback 
to promote products or improve products. Highly rated items can also be used as marketing 
material and can be highlighted in banners and in upsell promotions.

Another way for online retailers to build trust with customers is to take advantage of the large 
variety of social media outlets available today. One study shows that nearly 90 percent of 
ecommerce retailers allow consumers to share product pages with friends on social networks.7 

Provide a way for consumers to share their shopping experiences through social channels. 
For brands that have already built a social following this can attract new customers and drive 
additional traffic without any tangible investment in advertising.

Online retailers may also want to consider crowdsourcing product ideas on social media 
channels by encouraging shoppers to vote, post, or tweet about items they might offer in the 
future. This is a good way to learn about customers’ likes and dislikes without requiring them  
to navigate to a particular retail site.8
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Using social media demonstrates connectedness and engagement in the online community, 
which is especially important when it comes to connecting with younger consumers and 
creating brand advocates. 

8. JOIN THE MOBILE REVOLUTION

As mobile technology continues to evolve, mobile purchasing is poised to become a much 
larger source of retail revenue. Retailers should consider creating either a dedicated mobile site 
or use responsive design to enable customers to easily browse the site from any device. 

Shoppers often complain about having to scroll 
horizontally, having too much text, images not rendering 
properly and content not downloading fast enough. When 
developing a mobile site or mobile email content, keep the 
width and height of mobile devices in mind, use smaller 
image file sizes, and limit the amount of text. Testing 
mobile sites on multiple devices will ensure shoppers have 
a good customer experience and can make purchases 
anytime, anywhere and with any device. Also bear in mind 
that email campaigns need to be sent out early – research 
shows that UK Christmas shoppers spent 70% more from 
email campaigns sent in November than campaigns sent in 
December in 2012.9

Creating stand-alone mobile applications is not a good fit 
for all online retailers. While creating an app may engage a 
vast audience and further develop the brand, it can only do 
so if the app is useful and adds value. 

9. DON’T FORGET THE BASICS

Consumers crave and rely on detailed product descriptions and rich product imagery to 
confidently make purchases. Don’t forget the essentials of merchandising an eCommerce site:
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• Images

 » Include multiple high-resolution product images shot at several angles. 

 » Consider a zoom or quick-view option to allow shoppers get a “closer” look. 

 » Use bright, high contrast pictures to catch shoppers’ eyes. 

• Videos 

 »  Include product demo videos to show shoppers how to use the product and to 
show alternate views of the product. 

• Product Details

 »  Utilise detailed and informative product descriptions that employ meaningful 
keywords. 

 »  Use product titles that make sense to shoppers to help them quickly locate what 
they want. Use industry-standard labels whenever possible.

 »  Provide colour swatches and text based colour descriptions.

10. THINK LIKE A SHOPPER

Try to approach merchandising from the customer’s perspective to ensure a proper focus 
on the customer experience. Online retail leaders begin by asking themselves questions that 
help them understand their merchandising from the consumer’s side of the screen: What is 
our customer looking for? How can we help them 
find more products they need? What experience 
does our customer want to have? By answering 
these questions, online sellers can merchandise in a 
way that meets their consumers’ expectations of a 
personalised shopping experience that builds trust 
and confidence.

Every merchandising decision online retailers make—
from product category and detail pages, to social 
media, upsell, and cross-sell widgets, to search 
and navigation features—should be made with the 
shopper in mind. Although this may appear to be a 
very generic tip, it is often missed and can go a long 
way towards converting those shoppers into buyers.
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SUMMARY

In 2012, 112 million visits were made to retail websites by Christmas shoppers on 
the first Monday in December, which is the busiest pre-Christmas shopping day 
in the UK; this represented a 32 percent increase on the same day in 2011, and is 
predicted to increase further still this year.9 The following merchandising tips can 
help online retailers capitalise on the increased web traffic that the yuletide season 
invariably brings:

•  Take advantage of upsell and cross-sell opportunities. Deliver 
personalised shopping experiences by providing customers up-sell and 
cross-sell product recommendations based on their site interaction. 

•  Strategically organise your products for Christmas shopping. Give 
customers different ways to browse product selection so they can quickly 
find what they are looking for. 

•  Make shipping and return policies clear. Provide clear shipping policies, 
transit times, cutoff dates and extended return policies.

•  Place promotions everywhere. Build and promote festive promotions 
throughout the site.

•  Add some Christmas cheer. Use festive text and imagery to convey the 
seasonal mood.

•  Strategically think about the use of colour. Coordinate colours throughout 
content and style and remember that different colours evoke different 
emotions. 

•  Be social and engaged. Encourage customer reviews and ratings and plug 
into social networks. 

•  Join the mobile revolution. Consider building a dedicated mobile site or 
using responsive design to ensure your site is accessible from any device, 
anywhere. 

•  Don’t forget the basics. 

•  Think like a shopper. Build a customised, customer-centric shopping 
experience to build trust with shoppers.
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Amazon Webstore is a complete commerce platform that enables companies to 
leverage Amazon technology and expertise in building and managing their direct-
to-consumer business. 

Commerce sites built on the Amazon Webstore platform utilize Amazon’s 
powerful cloud infrastructure and payment processing technology to deliver a 
scalable, secure online shopping experience to customers. Amazon Webstore 
also integrates seamlessly with selling on the Amazon Marketplace and using 
Fulfillment by Amazon, Amazon Prime, and other Amazon Services.

To get started with Amazon Webstore, visit the website at webstore.amazon.
co.uk or contact the Amazon Webstore team directly.


