When a shopper can open three tabs and compare prices before your product page has finished loading, it is
tempting to assume the cheapest retailer wins. Sometimes price does decide the sale. But competing on price

alone is a risky strategy, especially for an ecommerce business working with tight margins.

Customers are comparing more than the number beside the product. They are weighing up whether they trust
your business, how quickly the order will arrive, what happens if something goes wrong, and whether the product

is right for them. Your job is to make that overall value clear before a shopper clicks away.

That takes more than a clever headline or a site-wide discount. It means understanding your costs, putting a
persuasive value proposition at the heart of your marketing, and making the buying experience reassuring from

product discovery to delivery and returns.

Ecommerce is harder than it looks

From the outside, selling online can look straightforward: list a product, attract visitors and take orders. In practice,
every sale has costs attached. There may be product costs, fulfilment, payment fees, returns, customer service and
the marketing used to bring that customer to your site. A sale that looks good in an order report may contribute

very little once those costs are accounted for.

That is why growth should be measured by profitable sales, not just revenue, traffic or conversion rate. More
orders are not automatically better if they come from discounts that wipe out your margin or from advertising

that costs more than the orders can support.

Before you respond to a competitor’s price, work out what you can afford to do. Understand the contribution each
product or order makes after variable costs, and consider how promotional activity affects it. The exact calculation
will depend on your business, but the principle is universal: make commercial decisions using the economics

behind the sale, not the headline sales figure.

Competing on price is not the same as competing on value

Price transparency is relentless. A shopper may see your product on a marketplace, search for it elsewhere, check a
comparison site and look for a discount code—all in a few minutes. If the product is identical and the alternatives

appear equally trustworthy, price may become the deciding factor.

But many purchases are not made on price alone. A customer might pay more for confidence that the product is
genuine, useful advice before buying, clear delivery information or a simple returns process. The challenge is to
show why buying from you makes sense, rather than assuming that shoppers will discover your strengths on their

own.

Define your value proposition for ecommerce

Your value proposition ecommerce smenews.digital should explain, in plain language, who your offer is for,
what it helps them achieve and why your business is a good choice. It is not just a slogan. It should be supported

by evidence across the site: product details, imagery, reviews, delivery information and customer support.

Start by asking what customers value most when choosing your products. They may care about durability, ease of
use, compatibility, a particular design or the confidence of buying from a specialist. That said, there are exceptions.
Use customer questions, reviews, support enquiries and search behaviour to find the answers. Avoid claiming that

you are "the best” unless you can explain what that means and back it up.
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Then make the benefit visible at the moment it matters. A product page should help someone understand
whether the item suits their needs, what is included and what they should consider before ordering. Specific, useful

information is often more persuasive than generic claims about quality or service.

Make product pages answer the questions shoppers are asking

A customer comparing several retailers is looking for reasons to choose—and reasons to hesitate. Missing
dimensions, unclear compatibility or vague delivery details create doubt. If another site answers those questions

more confidently, the customer may buy there even if the product costs more.
Review your key product pages from the perspective of a first-time visitor. Can someone quickly tell:

* What the product does and who it is suitable for?
* What is included, and whether anything else is needed?
* How it compares with relevant alternatives in your range?
* When it is likely to arrive, and what delivery options apply?
e What to do if it is unsuitable or arrives with a problem?
Answering these questions can improve the shopping experience without changing the product price. It can also

reduce avoidable support enquiries and mismatched orders. Use clear headings, scannable copy and helpful

images, but make sure the details are accurate and easy to find on mobile as well as desktop.

Reviews help reduce the risk of buying

Online shoppers cannot pick up a product, inspect it or speak to a salesperson in a shop. Reviews help fill that gap
by showing how other customers experienced the product and the service. They can reassure a shopper who is

comparing similar options, particularly when reviews address the questions that matter to that purchase.

Collect feedback consistently and display it where it can help people decide. Product reviews are most useful on
the relevant product page; service feedback can support confidence in the retailer more broadly. Do not treat
reviews as decoration. Read them for patterns: recurring praise can reveal what customers value, while repeated

complaints may point to a product information, fulfilment or expectation-setting problem.

Respond professionally to negative feedback. A thoughtful response can show that your business takes concerns

seriously, but it should not expose personal customer details or make promises you cannot keep. Where feedback



identifies a genuine issue, fix the underlying cause rather than relying on a public reply to solve it.

Delivery and returns are part of the offer

A low product price can lose its appeal when delivery costs appear late in checkout or the estimated arrival date is
unclear. Likewise, a shopper may hesitate if they cannot quickly understand how returns work. Your delivery and

returns policy is therefore not just operational information; it is part of the value proposition.

Show delivery costs, thresholds and estimated times as early as you reasonably can. Be clear about any conditions,
such as geographical restrictions or products that need different handling. Avoid implying that an order will arrive

by a particular date unless your operation can support that expectation.

You know what's funny? make returns information easy to find and write it in straightforward language. Explain
the key steps, relevant timeframes and any important exclusions. A clear policy does not have to mean offering

unlimited free returns. It means helping customers understand what will happen before they place an order.

Look at delivery and returns through both the customer and profitability lens. Faster or cheaper delivery may
improve conversion, but it also has a cost. A generous returns offer may remove a buying concern, but the returns
process needs to be financially and operationally sustainable. Test changes where practical, and judge them on

their effect on profitable orders, not conversion rate alone.

Bundles vs discounts: protect value while giving customers a reason to
buy

Discounts can prompt action, but frequent price cuts can train customers to wait for the next promotion. They also
reduce the amount left to cover fulfilment, marketing and other costs. Before discounting, ask whether the
promotion will attract incremental demand or simply give a lower price to people who would have purchased

anyway.

Bundles vs discounts is not a universal either-or choice. A well-designed bundle can make shopping easier by
bringing compatible products together, helping customers find what they need in one place. It can also raise the
value of an order without reducing the price of every item. However, a bundle only works if the products genuinely

make sense together and the total offer is clear.



Consider these options before reaching for a site-wide discount:

* Build a relevant bundle: combine products customers commonly use together, and explain the practical

benefit.

e Offer a useful add-on: make a complementary item easy to discover without making the main product

harder to understand.

* Improve product guidance: help shoppers choose the right version or size, reducing uncertainty without
changing the price.
* Use a targeted promotion: focus an offer on a specific customer, product or commercial objective rather

than discounting everything by default.

For every promotion, calculate its impact on contribution and consider what success should look like. A bigger
average order value may be encouraging, but it is not enough if margin falls sharply or customers add products
they later return. Track the outcome against a clear baseline and take account of any seasonal or channel changes

that could affect the result.

Improve the whole buying experience, not one isolated metric

A price comparison happens in seconds, but the decision to trust and buy from a retailer is shaped by the whole
experience. Site speed, navigation, product information, checkout clarity and customer support all influence

whether shoppers feel confident enough to complete an order.

Look for friction using a mix of evidence. Analytics can show where people leave the journey, while customer
service messages and on-site search can reveal what they could not find. Session recordings or user testing, where
used appropriately and with privacy requirements in mind, can help explain why an apparently small obstacle

causes trouble.

Prioritise fixes according to customer impact and commercial value. If visitors repeatedly struggle to find delivery
costs, making that information clearer may matter more than changing a button colour. If a product page attracts
traffic but few orders, investigate product fit, pricing, reviews and information before assuming the answer is a

discount.

What to review Questions to ask A useful measure Product pages Can shoppers understand suitability, features
and what is included? Product-page conversion, returns reasons and support questions Delivery information Are
costs and estimated delivery times easy to find before checkout? Checkout completion and delivery-related
enquiries Reviews Do reviews answer real purchase concerns and reflect recent experiences? Review coverage,
themes in feedback and product performance Promotions Does the offer generate additional profitable demand?

Contribution after promotion, order value and repeat purchasing

Compete with a plan, not a reflex

You will not win every price comparison, and you do not need to. A healthier strategy is to know where you can
compete, communicate your advantages clearly and protect the economics of each sale. That may mean matching
a price selectively where it matters, but it may also mean improving product information, building a useful bundle

or making delivery and returns easier to understand.

1. Know your numbers: understand which products and orders are profitable after relevant costs.

2. Clarify your value proposition: explain why your offer suits the customer and support the claim with useful

evidence.



3. Remove uncertainty: strengthen product details, reviews, delivery information and returns guidance.

4. Test commercial changes: measure whether discounts, bundles or site improvements create profitable

outcomes.

5. Keep learning: use customer feedback and performance data to refine the experience over time.

When customers can compare prices in seconds, simply asking them to pay more is not enough. Show them what
they get for their money, make buying feel safe and convenient, and stay disciplined about profitability. Price will

remain part of the decision—but it does not have to be the only reason a shopper chooses you.

Share this article

Make it easy for readers to share the article using the AddToAny sharing widget. Place the widget near the

article or at the end of the page, and check that its share options work well on mobile devices.



