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THE DIGITAL COMMERCE SALES MODEL: 
BUILDING STRONGER GROWTH STRATEGIES
This model builds the holistic view of digital commerce channels, in which a retailer needs to 

manage resources and make a decision in an efficient way. There are two pillars that guide 

 this framework:

1. Prioritization: what has the highest impact on the business

2. Perceiving value: what is the possible pathway to implement the sales channel

Enabling these two factors in the analysis of the business will show multiple opportunities among 

projects or features that can drop out (churn) or could increase the focus on what really matters 

(growth). The prioritization occurs by connecting the technical and business sides and trade-offs 

to understand what is better for the company in that specific period. The perceived value (cheap 

or expensive) will guide how the execution capabilities can tackle the challenges to increase the 

performance in profitability.

Getting started - See the example in the chart

• BOPIS - Buy Online, Pickup in Store

- How much revenue could the business generate if a new Pickup in Store operation was 

implemented?

• BOSS - Buy online, Shipping from Store

-  How much should the stockout rate decrease if a new dark store was integrated into the 

fulfillment chain?

• Social commerce

- Can a business engage more customers with a social media channel and increase the ROI of 

a traffic source?

• Endless aisle, Conversational commerce, and others.
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As time goes by, you will gain insights on product evolution, sales opportunities, and team’s 

execution capabilities.

A review process at the end of the period will indicate opportunities:

1. for projects: lack of execution;

2. for vision: did not meet the target, but executed everything. Also, a high impact on the churn 

quadrant (see image above) will indicate sales channels on their way out.

The framework will serve as a value proposition review, as high-impact processes can be 

discussed by comparing expected impact vs real impact based on the team experience. This will 

also be able to align with different matters that you might not be seeing.


