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CLEVELAND 
RESEARCH 
COMPANY
HELP YOU ESTABLISH A 
COMPETITIVE EDGE IN YOUR 
“MOMENT OF TRUTH” DECISIONS

RESEARCH-DRIVEN PERSPECTIVE

ROUNDTABLES WITH PEERS

eCOMMERCE SUMMIT 
S A N  D I E G O ,  S E P T E M B E R  1 3 T H

JOIN MORE THAN 250+ BRANDS BY 
BECOMING A COUNCIL MEMBER

1-ON-1 ENGAGEMENT
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YOU’RE 
NEXT, CEO

MAKING 
ALTERNATIVES



4

WILL YOU BE THE NEXT CEO?
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KEY TRAITS OF THE MODERN CEO
Harvard Business Review

Source: “The Seven Skills You Need to Thrive in the C-Suite”. Harvard Business Review. Groysberg, Boris. 2014.

SOUND 
FAMILIAR?

TECHNOLOGY SKILLS

TEAM & RELATIONSHIP BUILDING

CHANGE MANAGEMENT

COMMUNICATION SKILLS

STRATEGIC FORESIGHT
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W H A T  D E F I N E S  Y O U R  T I M E  A S  E C O M M E R C E  L E A D E R S ?

Source: Cleveland Research, eCommerce Teams Benchmark, 2018

RAPIDLY CHANGING

TECHNOLOGY-DRIVEN

DISRUPTING STATUS QUO
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W H A T  D O E S  T H E  C O M P E T I T I O N  L O O K  L I K E ?

Source: Cleveland Research Company, 2018 eCommerce Team Benchmark

85%
of companies now have a mid-to-
senior level executive leading 
eCommerce for their organizations

S T A N D  O U T  B Y  

OPERATING 
EFFECTIVELY



8Source: Cleveland Research, Digital Advertising Benchmark, 2017

144
ANNUAL ECOMMERCE TEAM BENCHMARK

COMPANIES BENCHMARKED

O R G A N IZ AT IO N A L  S T R U C T U R E ,  H IR IN G  
P LA N S ,  T E A M W O R K

WHAT DOES GOOD 
LOOK LIKE?
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ALIGNMENT WITH THE TOP
CLEVELAND RESEARCH ANNUAL TEAM BENCHMARK

Source: Cleveland Research Company, 2018 eCommerce Team Benchmark

Center of 
Excellence 

Reporting to 
Leadership

40%

29%

18%

14%

Sa les

Lea der ship

Ma rke ting

Ot her

Who does the eCommerce team report to?
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B E N C H M A R K  F O R  R O L E  I D E N T I F I C A T I O N

Source: Cleveland Research Company, 2018 eCommerce Team Benchmark

87%

77%

76%

75%

72%

70%

60%

44%

35%

22%

15%

EM PLO Y EES  W ITH  eCO M M ER CE  R ESPO N SIBILITIES

sales

account mgmt

daily ops

analytics

advertising

content mgmt

logistics

content creation

brand mgmt

finance
voice

26%

26%

34%

40%

26%

25%

42%

32%

43%

33%

1%

100% of time 50-90% of time
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BRANDS 
LOOKING TO 

LEVERAGE 
DATA

d a t a  a n a l y s i s

a c c o u n t  mg mt

s a l e s  f u n c t i o n s

d a i l y  o p s
c o n t e n t  mg mt

c o n t e n t  c r e a t i o n

A MS + A MG

b r a n d  mg mt
l o g i s t i c s  mg mt

What roles are you planning 
to hire this year? 

% of companies

Source: Cleveland Research Company, 2018 eCommerce Team Benchmark

47%
35%
35%
34%

27%
23%

19%
19%
18%



12Source: Cleveland Research Company, 2018 eCommerce Team Benchmark

SOLVE CONTENT
Brand teams might not know eCommerce 
opt imizat ion,  but eCommerce teams are 
typical ly under-resourced…

ONLY 16% 
UTILIZE THIS 
COMBINATIONBrand 

Marketing

eCom
Team

External 
Resources
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TAKE CONTROL 
OVER YOUR 
CONTENT

Source: Amazon.com



14Source: Cleveland Research, Digital Advertising Benchmark, 2017

70%
“We’re planning to triple our AMS 
spend this year because it’s 
delivering the best ROAS across 
all options”

A D O P T I O N  O F  A M S  A M O N G  B R A N D S

C O M IN G  F R O M  G R O W IN G  B U D G E T S ,  T R A D IT IO N A L  
M E D IU M S ,  OT H E R  S E A R C H  S P E N D



24%
21%

16%

5%

17% 17%

Once per

week

Once per

month

Once per

quarter

Once per

year

Never Not

applicabl e

20% LY20% LY 18% LY 22% LY 4% LY 20% LY

15Source: Cleveland Research, 2018 eCommerce Teams Benchmark

H O W  O F T E N  A R E  A M A Z O N  &  
D I G I T A L  M A R K E T I N G  T E A M S  M E E T I N G ?
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EXCEL ON AMS
EXTERNAL SPECIALISTS ARE 

DEVELOPING LEADS OVER 
INTERNAL RESOURCES AND IN 

MANY CASES EXISTING REP 
FIRMS

Source: Cleveland Research Company, 2018 eCommerce Team Benchmark

15%

26%

45%

8%

Our Rep Fir m External Fir m that
Specializes  in A MS

Inter nal Resources Other

Who manages your Amazon AMS 
campaigns?
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MAKE IT EASIER ON YOURSELF 
BY LEVERAGING TECH TOOLS

46% 20% 16% 12%

Price Tracking Unauthorized Sellers IP Infringement Counterfeit Product

Source: Cleveland Research Company, 2018 eCommerce Team Benchmark



18Source: Cleveland Research Company

CEO

eCommerce Leader

Sales Marketing Supply 
Chain Packaging Product 

Dev.
Brand 
Mgmt. External

Content AMS
Market-
place 
Tools

Other
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IS HYBRID OPTIONAL?
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WHAT DOES THE 
DATA SAY?

Source: Cleveland Research Company, 3P Marketplace Webinar, 2018

79%
of companies are currently 
hybrid sel lers or evaluating 
becoming a hybrid sel ler

24%

55%

5%

16%

Cur ren t Hybr id
Se ller

Ev alua ting Ev alua ted  an d
Pa ssed

Have  Not
Consid ere d

Hybr id Sellin g
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Many manufacturers are moving 
s lowly due to these 
chal lenges…AND many feel 
this is optional

WHAT HURDLES EXIST?

SUPPLY CHAIN CAPABILITIES

ADDITIONAL HEADCOUNT

CHANNEL MANAGEMENT
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Source: Amazon quarterly results; http://1000logos.net/nike-logo/; https://medium.com/the-mission/behind-the-scam-what-does-it-take-to-be-a-best-selling-author-3-and-5-minutes-ec05cee1749a

29%

33%
35%

37%

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2014 2015 2016 2017

G R O S S  
M A R G I N

FORCES ACTING 
ON SUPPLIERS
Amazon’s focus on profitabi l ity has 
meaningful ly increased in the last 
12-18 months…

CRaP



23Source: Cleveland Research Estimates; Amazon Company Reports

DEMAND OUTPACING 
SUPPLY

9,715 11,790 

6,000 

12,750 17,115 

25,740 

2016 2017

Amazon Fulfillment Center Build Out 
(Square Feet in 000's)

Sm all It em s Large  I tem s Unkn own
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SO WHAT?

DON’T SELL

RELY ON OTHERS

TAKE CONTROL
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THINK BIG, START SMALL
SUBSET OF PORTFOLIO

NEW PRODUCTS
CRaP ASINS

SENSE OF 
URGENCY
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T Y P I C A L  R E A C T I O N S ?

Source: Pexels.com
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INVENTORY BACKSTOP HELPS NEW PRODUCTS, 
SEASONAL PRODUCTS…

A M A Z O N  1 P  S A L E S

P R O J E C T E D  S A L E S

3P INVENTORY CAN
TAKE OVER

Source: Cleveland Research Company

A M A Z O N  3 P  S A L E S

APPROACHING
AMAZON



29%
33%

28%

6%

42%

Im prov e new  produc t
deve lopment and/or

te st ing?

Back st opping inv entory for
new products , s ea s ona l
products , o r CRaP it em s

L ev e rag ing tr ans actional
da ta  from Se l ler  Cent ra l

Ex panding inte rna tiona l ly Ot he r

Why are you doing the hybrid model?

New Product 
Development

Backstopping 
Inventory

Access Seller 
Central Data

Expand to 
International

Markets

Other
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WHAT DOES THE 
DATA SAY?

Source: Cleveland Research Company, 3P Marketplace Webinar, 2018
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SUPPLY CHAIN OPTIONS
FOR THE HYBRID MODEL

3P SELLER

FBA

FBA DROP SHIP 3PL EXISTING 
CUSTOM ER



30Source: Cleveland Research Company

HYBRID

1P TERMS

REACTIVE 
VS. 

PROACTIVE

DTC

STRATEGIC 
FORESIGHT
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THANK YOU

Appendix

D isclosures: It is the policy of C leveland Research Com pany to com ply fu lly w ith  the antitrust laws set forth  by the Un ited State Federal 
Governm ent and various state laws. Our research is in tended to be utilized as a resource in  accordance w ith  those established antitrust laws 
and regu lations. The in form ation transm itted is in tended on ly for the person or entity to which it is addressed. Any review , retransm ission, 

d issem ination or other use of, or taking of any action in  re liance upon, th is in form ation by persons or entities other than the in tended 
recip ient is proh ib ited. If you received th is in  error, p lease contact the sender and delete the m ateria l from  any com puter.


