ONEKTPOHHasA TOProssi |
(Electronic Commerce)
B Pecnybnvnke MongoBa




\
0. BectynutenbHasa 4yactb u BBogHaa Yactb (10 muH) |
0.1. Llenu TpeHuHra | \
0.2. Csa3b c npeablaywmm mogynamm 7—8 \

0.3. OxunagaHus n ypoBeHb (KpaTKuin onpoc)

0.4. lNpaBuna: akueHT Ha cTtapTanax/MCI1, MeCTHbIX npuMepax, BONPOCHI U
OTBETbI B KOHLE



1. BBegeHue B 3NIEKTPOHHYHO KOMMepLUto (45 MUH) \

1.1. UT0 Takoe aneKkTpoHHas koMmepunsa (onpegeneHnd, obnactn: se6, MobunbHas CBA3b, counasrbHble CEeTH,
ToproBas nnowiagaka)

1.2. CTpyKTypa CUCTEMbI ANEKTPOHHON KOMMEPLIMK (MPOCTasi KapTa KOMMNOHEHTOB): @) PPOHTEHA: BUTPUHA,
CMS, nowuck, UX/UI, mHorosisbidHOCTb (RO/RU) 6) BakeHa: nHterpauus ¢ katanorom/PIM, OMS, cknag/WMS,
CRM, ERP/6yxrantepuen B) BHellHNe MHTErpaunn: nnaTexum, Kypbepbl, 3NeKTpoHHas noyta/SMS,
aHanuTuka, 6opbba ¢ MOLIEHHNYECTBOM

1.3. CKkBO3HOM NOTOK: TpadmKk — ToBap — KOp3nHa — opopMIeHune 3akasa — onnarta — gOCTaBka —
nocnenpogaxHoe obcnyxusaHume

1.4. MNpenmywecTtea ans craptanos/MCI1: HU3kne nepBoHa4vanbHble 3aTpaTthl, MacITabMpyeMocCTb,
N3MEPUMOCTb, HOBbIE PbIHKMK

1.5. HegocTtatkn/puckn: 3aBMCMMOCTb OT NIAaTHOro Tpaduka, Map>xu, BO3BpPaToB, MOLLEHHNYECTBA,
rno6anbHON KOHKYPEHLINW. W

1.6. basosble KPI: CR, AOV, CAC, LTV, Return Rate, Lead time, NPS — YnpaxHeHue 1 (5—7 MuH):
onpegenuTe 3 npenMmyLlecTsa n 3 pucka ansa sBallen naew.



2. NpaBoBasa 6a3a aneKTPoOHHOM KoMmmepuun B Pecnyonuke Mon;{b\sa
(40 MuH.) \

2.1. ObsazaTenbcTBa NO NpefOoCTaBEHN0 MHOPMaLUUK Ha Beb-canTe: JaHHble KOMMAHUK, LieHbl, YCNOBUS U
NONOXXeHWUs, JoCTaBKa, BO3BpAaT, rapaHTUM.

2.2. AnctaHunoHHbIV 4OroBOp 1 NpaBa noTpedutenen (NpegaoroBopHas nHopmMaums, otkas oT orosopa).

2.3. 3awuTa nepcoHanbHbIX AaHHbLIX: ponin (onepartop/areHT), cornacue, MMHUMKU3auuns, dannel cookie, npaea
cyObeKkTa AaHHbIX; Y4eT AencTBuin no obpaboTke.

2.4. ONeKTpOHHasA NoANUCH U 3NEKTPOHHbIN OKYMEHT: A€ OHN UCMONb3YKTCSA B 3NEKTPOHHOM KOMMEPLMA
(BoroBopbl, NOATBEPXKOEHUSA, BHYTPEHHNE LOKYMEHTbI); YPOBHM JOBEPUSA 1 NepeaoBasi NpakTuka.

2.5. MMHUManbHbIN HABOP JOKYMEHTOB U NOSIUTUK: YCNOBUA U MONOXEHUS, MOMUTUKA KOH(PUAEHUMANBbHOCTMH,
NONUTNKa NCNONb30BaHWs hannos cookie, NoNUTUKa Bo3BpaTa/rapaHTUin, NONMTMKA LOCTaBKU.

2.6. HanoroBble acnekTbl 1 OCHOBHbIE KOMMEPYECKME LOKYMEHTbI (CHeTa-(hakTypbl, BO3BpAT, aHHYNIMpOBaHWe
— OPUEHTUPOBOYHbIE, 6e3 ByxranTepckon MHopMaLmm). YnpaxHeHume.



3. Kateropuun u npouecchl 35IeKTPOHHOU Kommepuunm (45 MUH.) \\

3.1. Tunbl: B2C, B2B, C2C, C2B — 4T0 Yaule Bcero npogatT MeCcTHble cTapTanbl.

3.2. OnepaunoHHble pas3nuuuns: LieHbI, KaTanoru, CKMOKU, YCNoBusl, NOrmcTUYeckme
orpaHnYeHus.

3.3. MexaHuambl paboTbl: a) MeHepaums Tpadmka (opraHnyeckmii/nnaTHbIn/NapTHEPCKMIA). b)
KonBepcua (UX, nosepue, coumnanbHOe gokasaTenbCTBO, cnocobbl onnaTel). ¢) BeinonHeHne
3akas3oB (KoMmnnekTauusi/ynakoBka, Kypbepckas gocrtaBka, Bo3sparthl). d) NocnenpoaaxHoe
obcnyxnBaHue (nogaepxka, rapaHtTnsa, obpatHas CBs3b, peakTmBauus).

3.4. KapTa npouecca «0T 3aka3a 4o onnartbl» (npoctaa cxema Afisi Marnoro u cpeaHero
busHeca).

3.5. 'amepeHune no Tuny: kakon KPI BaxxHee B B2C n B2B — YnpaxHeHune (10-12 MuH.):
HapucynTe NOTOK «OT 3aKa3a [0 onnartbl» And Balwero cnyyas.



4. Mopenu 3nekTpoHHon kKommepuuu (40 MuUH.) \-\\

4.1. CoBCTBEHHbIN MHTEpHET-MarasuH (SaaS vs. ¢ OTKPbITbIM UCXOAHBLIM KOOOM): 3aTpaThbl,

BpeMsi BbIBO4A Ha PbIHOK, KOHTPOsb, SEO. | \
4.2. MapkeTnnenc: kommccuu, npasuna, BUAUMOCTb, OrPpaHUYEHHbIN BPEHONHT, TECTUPOBAHNE \
PbIHKa.

4.3. ,D,pOI'ILLII/II'II'II/IHFZ OTCYyTCTBME 3anacoB, PUCKU, CBA3AHHbIE C Ka‘-IeCTBOM/CpOKaMI/I, MapXxa,
noaaepXxka KrneHToB.

4.4. Npopaxun Yyepes counarnbHble CETH (CoumanbHas KOMMEPLMS, OHNaNH-LIONWUHT, YaT-
KOMMeEpLMS).

4.5. Matpuua pelleHuin: HavanbHbI OOKET, KOHTPOSb, PUCK, CKOPOCTb, MacluTabupoBaHue,
onepaumoHHas cnoxHocTb. Mpmumep 1 (10 MuH.): BbIBOP NpaBUNbLHONM MOAENN ANS FIOKanbHOro
MUKpOBpeHaa.



5. CospaHue oHnanH-6usHeca B Pecny6nuke MongoBa (70 MuH)

5.1. Jtanbl 3anycka (10 waroB): nges — Banugauua — mMogens — nrartopmMa — KOHTEHT — nnaTtexu —
fiorncTmka — NONUTUKN — TeCcTMpoBaHMe — 3anyck ? \

5.2. Beibop nnatdgopmsbl: kputepumn ans Mongosbl (a3blku PyMmbiHumM/Poccumn, mongaBckuin nees, Hanorm, \
NHTEerpaumsa ¢ Kypbepckumu cnyxdamm, PSD2/3-D Secure) \

5.3. lNnaTexHble cMCTEMbI: TUMbI (ONfiaTa KapTon OHMNanH, NepeBOA, HanNoXeHHbIN NnaTex, nnaTexHas
ccbifika, paccpoyka); 6opbba ¢ MOLEHHNYECTBOM; CBEPKA

5.4. [loctaBka 1 BO3BpaT: Kypbep, NyHKTbl BblAa4u, HaUMOHanbHas/pernoHansHas AoctaBka; nonnmTuka
BosBpata u RMA

5.5. OTHOLIEHNSA C KNMEHTAMK: KaHanbl (3NEKTPOHHAas NnoYTa, YaTt, coumanbHble cetn, WhatsApp), SLA, ToH
ronoca B Pecnybnuke Mongosa/Poccumn, cTaHgapTHbIE CKpUNTLI

5.6. be3onacHOCTb 1 HENPepPbIBHOCTL: Naponun/2FA, pesepBHoe konpoBaHue, 06HOBNEHNS, pOnn 1 Npaea, y
XXypHanbl, nnaH 4enUcTBuUM B NHUMOeHTax

5.7. lokyMeHTbI 1 WwabnoHbl: Ycnosusa u nonoxeHus, KondpunaeHumaneHocTb, ®annbl cookie,



6. Pecypcbl n nepegoBou onbIT Ana craptanoB (10 MuH)

6.1. MMHMMarnbHbIN HAOOP MHCTPYMEHTOB (TexHosnornveckmn ctek MVP gns
yrnpaBrieHns puckamm)

6.2. [oTOBBLIE K aganTauny NOSIUTUKKM (CNINCKN 0DA3aTENbHbIX NOSIEN)

6.3. basosaga naHernb KPI (wabnoH) 6.4. occapmn RO/RU (CR, AOV, CAC,
LTV, RMAwuT. a.)




7. OueHka, Bonpocbl U 3akpbiTne (10 MuH) | _ \
7.1. Tect (10 KOPOTKMX BOMNPOCOB) \
7.2. Bornpocbl n oTBETHI

7.3. anbHenwmne warun (pecypcbl, HETBOPKUHT, NoaaepKka)




MpunoxeHuns (ANA noanepXkKn Kypca)

A1. KOHTPOMbHbIN CANCOK IOPUANYECKMX BOMPOCOB 3nekTpoHHon kommepuun (RO/RU)

A2. LLlabnoH nonutunkn Beb-canta (Ycnosus n nonoxenus, KoHpunaeHunaneHoCcTb, ®annbl
cookie, [loctaBka, Bosspar)

A3. WabnoH «OT 3akasa go onnatbl» (Swimlane)
A4. MaTpuua pelleHun ona Mogenu arieKTPOHHOW KOMMepLMn

A5. MunHu-nnaH 3anycka (1 ctpaHuua)






[lpmepbl
HEeKOTOpPbIX
cnanaos, KOTopble
OyayT BKNIOYEHbI B

KYpC




\
\

LiIndbpoBON MapKETUHT™
Ha OCHOBE aHanu3a
AAaHHbIX




Digital Marketing Funnel

AWARENESS ==

CONSIDERATION —=

CONVERSION —

—

—

LOYALTY —

ADVOCACY =

Sursa: https://online.visual-paradigm.com/

Online Ads

Newsjack Trends i
Storytelling Posts ©
Short Videos
Website Optimised
for SEO

Blogs/ How Tos/
Video Tutorials

Customer Stories
Lead Magnet +
Landing Page
FREE Mini-courses/
Events

Sales Offer

Loyalty Offers
Customer FAQs,
Forums, Emails

Fan UGC

Contests

Viral Content

MIDDLE
OF FUNNEL

BOTTOM

OF FUNNEL
(TOFU)

OF FUNNEL

(MOFU)

(BOFU)

A

A

A

—~
Viewer/ Visitor

Fan/ Follower
Content Reader

Brand Advocate




LOYALTY —

CONVERSION—

CONSIDERATION —

AWARENESS —

Sursa: https://coolerinsights.com/

@ Instagram Content Mix

Stories featuring customers (tag them)
Story Highlights with Customer Reviews
Reshare Customer Posts in Stories/Posts
IGTV case study featuring customer

Live Webinars/ Sales (weekly)
CTA to IG bio link (lead gen)
Stories with offers (DM for more)
Promoted IG Posts (Custom

Audiences on IG) @@

COOLER
Carousel Posts (educate) —
Stories (Tips, How To)
Stories (Day in the Life)
Interactive |G Stories (using polls,
questions, sliders)

Short Posts (aesthetic)
Reels, IGTV (Videos)
Outreach (comment + like) daily

Advocate

Repeat Customer

Customer

Lead/ Prospect

Engaged Fan

Fan/ Follower

Visitor/ Viewer




\

Social Media Advertising (across Funnel)

ald ~
nline Ads o . e
AWARENESS @nin gVi deo@ aZd Viewer/ Visitor
050
wt Fan/ Foll
Engaging Posts S ! an/ Follower

CONSIDERATION— (_ Link Posts/ Ads

Click Throughs
Content Reader
Retargeting Ads/ § 5
Posts ascribe
-

Blogging

MIDDLE
OF FUNNEL
(MOFU)
A

.'

CONVERSION —

Lead Magnet/ Sales Offer LcS
i o) Z
Community M ZO o
LOYALTY — Social Media Fan Content 8 sl Repeat Customer

[

Viral Content (AdD Brand Advocate
-

Sursa: https://coolerinsights.com/




Sursa: https://online.visual-paradigm.com/

O

+ Marketing campaigns and consumer research
Awareness + Events, advertising, tradeshows, blog, webinars,
direct mail, viral campaigns, social media, search

media mentions, and more

+ Engagement and introduction to positioning
+ Emails, targeted content, classes, newsletters, and
more

Product information and specials
+ Automated email capmaigns, case studies, free
trials, and more

Consideration

Product demos and shopping carts
Sales adds to nuture stream

Marketing and sales work to prove their product is
best

Sales transaction is completed




ICP - UmeanbHbIn npocbvmb\
KNneHTa |

How to determine your
ideal client

SHOPPING HABITS




UNUSUAL

VENTURE

Focused Prioritize your product roadmap based on
Product Roadmap the needs of your ICP

Reduced Customer Allocate spend to target specific
Acquisition Costs companies and personas

Consistent Build a consistent narrative in external marketing
Messaging targeted toward your ICP

Improved Create operational playbooks around your
Customer Success customer’s needs and expand product adoption

Cutlivate advocates to evangelize for your solution,
and increase inbound leads through referrals and
testimonials.

Strong Champion
Development

Sursa: https://www.unusual.vc/



Sursa: https://salesplaybookb2b.com/

AN NN Y

Company
Size
Revenue
Industry
Geography

Occupation
Industry/Vertical
Decision Maker yes/no
Goals

Challenges

How you can help

Buyer Persona

g

AR N N N NN

S,

Ideal Customer Profile Qj

Sales Playbook

Auto Parts Incorporated
500+ employees

Over 5 million per year
Manufacturing

UK, France, Germany

Plant Manager
Automotive

Yes

Improve productivity
Increase efficiencies
Identify efficiency gaps




Buyer Persona, B2

Professional Information

Behavior

Worries and Fears

‘What Influences
Her?

What She's Looking

For?
Age
Marital

chifdtén How to Make Her Life
Hopes and N

Easier
Dreams Location
Income

Education

Sursa:
https://www.unusual.vc/




ICP - UpeanbHbIn npodunb
KnueHTa, B2C

Age Income

CUSTOMER
PROFILE

Job title Challenges
Purchase
habits

ursa:
https://www.unusual.vc/



ICP - UpeanbHbIN NPpOoPUNb KIMNEHT
npumep, B2B

#1
Analyze your
existing customers

#6 #2
Document your \‘ Choose one

ICP and BP market segment

k #5 #3 *
Interview your H A/— Select 10
customers 44 key customers
Focus on
discovering

patterns

Sursa: https://expandi.io/blog/ideal-customer-profile-vs-
buyer-persona/




\ L

ICP - UpeanbHbIV Npocunb knueHTa, Nnpumep,
B2B | |

Ideal Customer Profile

Description Example
v Industry v Furniture
v Location

v United States
v <50 employees
v E-commerce

v < $500K

v Number of employees
v Business model
v’ Revenue

Sursa: https://expandi.io/blog/ideal-customer-profile-vs-
buyer-persona/




\
ICP - UpeanbHbIN NpodUunb KNNeHTa,
npumep, B2B

Buyer Persona

o

Description Example

v Steve Shapiro

v Name

v Age v 45-60

v Gender v Male

v Job title v Founder/President

v Business savvy, tech

v Background
proficient, western mentality

Sursa: https://expandi.io/blog/ideal-customer-profile-vs-
buyer-persona/



i

IDEAL CUSTOMER PROFILE (ICP)

’ . Finance Industry
5,000 employees or more
Located in North America
i

Budget of $15,000 per month

“\\!llyptéii

BUYER PERSONAS

Sales Scott

Pain Point:

Marketing Mary

Pain Point:

Generating high quality leads Losing time to data entry

Sursa: https://expandi.io/blog/ideal-customer-profile-vs-
buyer-persona/



Sursa: https://expandi.io/blog/ideal-customer-profile-vs-
buyer-persona/

Relationship between ICP (enterprise persona) and buyer

persona

Firmographics [:::!I
Technographics @0

Psychographics :R.')

=
Buyer
Personas

u Busi Situation
& Business and Operating Model

ﬁﬁ Resources

g: Demographics

583 Role

ﬁ Business Situation

Source: Gartner

2024 Gartrer, Inc. andfor its afflistes. Al rights reserved.

.. @

o= Demographics

583 Role

E Business Situation

o= Demographics

583 Role

ﬁ Business Situation

Gartner Digital Markets
“YCapterra # GetApp Software Advice™




Ideal Company Profile

\

Industry

Geography

Revenue

Employee Count

Key Challenges

Tech Stack

Why does this industry
care about our solution?

Is this industry ready for
a disruptive technology?
Why? Why Now? Why us?

Why this Geography
specifically?

What about this
Geography is a better fit
than alternatives?

Do companies at this size
benefit from our solution?

Does the department I'm
targeting have budget at
this revenue? How much?

How long for companies at
this size to pay you?

How big is the team I'm
targeting at a company this
size? Is it large enough?

What problems are target
customers trying to solve?

How does my solution solve
those problems? Why us,
why now?

What does an ideal tech
stack look like? Why?

Are modifications
required to use your
product? Why/why not?

Buyer Persona
VP Engineering

Title

Responsibilities

Challenges

Org Alignment

Motivations

Promotion Path

Does this person have
authority to sign?

Do they have proof of
purchasing software?

What are their core
priorities?

What does success look
like?

What needs to be
solved right now?

Will they buy if you
solve it?

Who do they report to?

Do they need approval
from anyone else to
buy?

What do they care most
about in their role?

Do they seek innovation
or stick to status-quo?

How are they measured?

Are they seeking ways to
mobilize their career?

User Persona
Data Scientist

Title

Responsibilities

Challenges

Preferences

Motivations

Promotion Path

What about this
persona is a good fit?

Do they use similar
solutions already?

What are their core
priorities?

What does success look
like?

What needs to be
solved right now?

Does your solution
make their job easier?

What tools do they use
today (favorites)?

Does your solution align
with their preferences?

What do they care most
about in their role?

Problem solver or
task-oriented?

How are they measured?

Are they seeking ways to
mobilize their career?

Sursa: https://www.unusual.vc/




ICP - NMpumep
maeanbHOro
npodunsa
KnueHTa, B2B

Sursa: https://www.unusual.vc/

Ideal Company Profile

Industry Geography Revenue Employee Count Key Challenges Tech Stack
FinTech United States <$400M <500 Headcount in AWS, Machine
Employees competitive market Learning in
High infrastructure Rreduction,
costs to compete TensorFlow/PyTorch
Buyer Persona
VP Engineering
Title Responsibilities Challenges Org Alignment Motivations Promotion Path

VP Engineering

1. Deciding and driving
initiatives that influence
product future

2. Manages team of 50,
hiring 10 Data Scientists

1. High AWS Costs
2. Competing with
other innovative
companies

Reports to CTO

1. Wants team
associated with
winning projects

2. First Technical hire
and loves company

1. Hiring

2. Building products that
influence growth

3. Reducing costs

User Persona
Data Scientist

Title

Responsibilities

Challenges

Preferences

Motivations

Promotion Path

Data Scientist

1. Clean data

2. Test, Train,
Produce models
3. Reporting

1. Spends 80% of time
cleaning data

2. Limited to projects
they can work on due
to costs and resources

1. Tensorflow
2. Python
3. Spark

1. Work on most
interesting projects
2. Learn the newest
open-source
frameworks

1. Collaborative
projects to lead

2. Winning initiatives
that accelerate growth
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