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Example: Many companies are growing sales on Amazon



(7%) YoY Loss19% YoY Growth
…But losing in market share as competition grows even faster



We serve some of the best brands in the world
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July 1: Prioritized Amazon Actions (OCR Traffic + Clavis)

Prioritize your actions
the same way Amazon does, based on 

eyeballs to your detail pages



July 1: Prioritized Amazon Actions (OCR Traffic + Clavis)

Deep Dive on your traffic 
by SKU.

Only One Click provides SKU level traffic 
so you know if your marketing, SEO, or 

other traffic drivers worked. 
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It is not the strongest
of the species that SURVIVE, 

nor the most intelligent, 
but the one most 

RESPONSIVE TO CHANGE.

Charles Darwin
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Small upstart brands are now beating many large incumbents

Digital Natives winning on Amazon:Incumbents losing on Amazon



C o n f i d e n t i a l .  In t e l le c t u a l  p r o p e r t y  o f  O n e C l ic k R e t a i l . c o m ,  L L C .  C a n n o t  b e  f o r w a r d e d ,  c o p ie d  o r  o t h e r w is e  d is t r ib u t e d  w it h o u t  e x p r e s s  w r i t t e n p e r m is s io n .  

C o p y r ig h t  2 0 1 7  10

Competitive threats are changing

1. Branded Competition (1P Sales)
• ex. Coke vs. Pepsi

2. Store / Private Brand
• ex. Great Value, Amazon Elements, etc.

3. Other 3P Sellers / Distributors of Your Items• ex. Gray market sells unauthorized product

4. Small “No Name” Brands
• ex. “mPow” vs. Bose

Br
ick

 &
 M

or
ta

r

eC
om

m
er

ce

PARTNERSHIP APPROACH



C o n f id e n t ia l .  I n t e l le c t u a l  p r o p e r t y  o f  O n e C l ic k R e t a i l .c o m , L L C . C a n n o t  b e  fo r w a r d e d , c o p ie d  o r  o t h e r w is e  d i s t r ib u t e d  w i t h o u t  e x p r e s s  w r i t t e n p e r m is s io n . 

C o p y r ig h t  2 0 1 8  

11

So...
what are these 

digitally native brands 
are doing?



C o n f id e n t ia l .  In t e l le c t u a l  p r o p e r t y  o f  O n e C l ic k R e t a i l . c o m ,  L L C .  C a n n o t  b e  f o r w a r d e d ,  c o p ie d  o r  o t h e r w is e  d is t r ib u t e d  w it h o u t  e x p r e s s  w r i t t e n p e r m is s io n .  

C o p y r ig h t  2 0 1 7  12

Digitally Native Companies:

1. Focus on data and eCommerce capabilities
2. Age and Add ASINs (but don’t delete) 
3. Dominate search to drive traffic
4. Use on page content to convert



C o n f id e n t ia l .  In t e l le c t u a l  p r o p e r t y  o f  O n e C l ic k R e t a i l . c o m ,  L L C .  C a n n o t  b e  f o r w a r d e d ,  c o p ie d  o r  o t h e r w is e  d is t r ib u t e d  w it h o u t  e x p r e s s  w r i t t e n p e r m is s io n .  

C o p y r ig h t  2 0 1 7  13

Digitally Native Companies:

1. Focus on data and eCommerce capabilities 
2. Age and Add ASINs (but don’t delete) 
3. Dominate search to drive traffic
4. Use on page content to convert
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“Amazon is just another 
sales channel like Target or 
Walmart, and in fact has 
lower sales. 

Take care of the base. If we 
have left over budget, we 
can test these new channels”

The Perception:
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“Important Marketing
Stuff”

Amazon

Old School Budgeting: Amazon is an afterthought
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The data: 

02/05/201816

Source: PlanetRetail RNG database
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Online investment impacts offline sales

PARTNERSHIP APPROACH

78% of customers 
have purchased 
while in a store 

on a mobile device

Source: Institute for Operations Research and the Management Sciences; February 2, 2017; Source 2: http://fortune.com/2017/04/28/5-reasons-amazon-physical-stores/
Information customers viewed most frequently on Amazon WHILE in store:

When in store, customers: 

1. Price compare other 

retailers

2. Research product ratings 
and reviews

3. Read product details

http://fortune.com/2017/04/28/5-reasons-amazon-physical-stores/
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Digital Natives: “fish where the fish are”

30%

43%

55%

70%

57%

45%

2013 2015 2016

Where Shoppers Begin Searching for 
Products

Am a zon E ve ry whe re  Els e

Budgets follow 
customers

Not legacy

Source: many surveys say this, but this specific data came from a BloomReach survey in 2016
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Build orgs to support data, not relationships 

Brick & 
Mortar 
Retail Price

Product

Promotion

Placement

PARTNERSHIP APPROACH
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Digitally Native Companies:

1. Focus on data and eCommerce capabilities 

2. Age and Add ASINs (but don’t delete) 

3. Dominate search to drive traffic

4. Use on page content to convert
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First: Age your ASINS

Better with  Age: 
The longer a product is 
online, the more 
relevant it becomes 

Cheese, wine, and 
detail pages get better 
with age
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Your algorithm results get better with age

UPC  à ASIN à tied to:

• Search History
• Sales History
• Order History
• Variation Details
• Image Details
• 3P Sellers
• URL / Links
• Marketing / Bloggers 
• A9 Seeding 
• Personalization Widgets
• EPC Emails
• And More…
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Example: Reviews

Top kindle review is 
3 years old

Has > 11K 
“Helpful” clicks
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Second: Add to your ASINS (don’t take away)

And not Or: 
The long tail 
strategy is critical on 
Amazon. 

Introduce the new, 
but keep the old.
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Who is the best at this?  Amazon private brands 

Introduced: 2006

Introduced: 2012

Added SKUs:

54
Discontinued: 

2

Added SKUs:

114
Discontinued: 

4

Introduced: 2016

Introduced: 2016

Added SKUs:

986
Discontinued: 

14

Added SKUs:

136
Discontinued: 

64
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Other Examples

3rd Parties created a fast 
selling variety pack.

So Keurig made 
one themselves
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Other Examples

Bai tests 
new flavors by 

creating and 
selling custom 

3P packs 
on Amazon
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Other Examples

Orgain paved the way

Digital Natives 
followed fast
Incumbent was slow

Big Success Fast Follow Slow Follow
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Digitally Native Companies:

1. Focus on data and eCommerce capabilities 

2. Age and Add ASINs (but don’t delete) 

3. Dominate search to drive traffic

4. Use on page content to convert
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Organic  >  Paid
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Organic >  Paid
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Example: Brand Speak

POP QUIZ:

What 
is this item 

called?



C o n f id e n t ia l .  In t e l le c t u a l  p r o p e r t y  o f  O n e C l ic k R e t a i l . c o m ,  L L C .  C a n n o t  b e  f o r w a r d e d ,  c o p ie d  o r  o t h e r w is e  d is t r ib u t e d  w it h o u t  e x p r e s s  w r i t t e n p e r m is s io n .  

C o p y r ig h t  2 0 1 7  33

Example: Brand Speak
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Example: Brand Speak

POP QUIZ:

What 
is this item 

called?
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Example: Brand Speak

Search Term Search Frequency
swim bag 97.67
speedo swim bag 97.54
mesh swim bag 91.63
swim bags for swimmers 90.62
swim bags 82.16
speedo mesh swim bag 78.02
speedo backpack swim bag 77.34
tyr swim bag 75.48
speedo swim bag backpack 70.11
swim bags for kids 60.67
speedo swim bags 56.72
swim bag speedo 39.84
kids swim bag 18.4
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Non-Digital Native Brands use brand speak
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Digital Native Brands use terms customers use
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Digital Native Brands use terms customers use
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Digital Native Brands use terms customers use
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Drive sales by responding to customer search behavior

Top candy 
keywords in 
October
1. halloween

candy
2. Candy
3. chocolate
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Organic  >  Paid
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Pick your method based on your needs

REACH

ROI

AMS

AAP/AMG
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Test and learn with Traffic

Reach

ROI

AMS

AAP/AMG

You’re making your marketing plan.

AMS is best for ROI
AMG is best for reach

But how do I match the 
marketing vehicle to the category?    

High traffic categories àneed more ROI
(Use more AMS)

VS

Low traffic categories àneed more reach
(Use more AMG)

Match 
your marketing 

to your 
product needs
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Better organic search lowers paid search cost

Winning Ad = Bid Price * Relevance * CTR

Bidding Ads Bid Price
Relevance

(A9 Search/Organic)
CTR

PAID history AMS Winning Ad

$2
$10
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How is Amazon search different than Google?

Users Search 
Differently

On Google people ask 
questions, on Amazon 

people query on 
attributes

Oct 2015 sleep searches.  Sources: Google Keyword Planner and Amazon Internal datagave us this information and allows us to use it. Copyright 2018
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Digital Native Brands capture key terms

SEARCH TERM: 

board games
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Digital Native Brands extend their reach

SEARCH TERM: 

speedo 
womens
swimsuit
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Digital Native Brands extend their reach

SEARCH TERM: 

Harry Potter 
and the 
Deathly 
Hallows…



C o n f id e n t ia l .  In t e l le c t u a l  p r o p e r t y  o f  O n e C l ic k R e t a i l . c o m ,  L L C .  C a n n o t  b e  f o r w a r d e d ,  c o p ie d  o r  o t h e r w is e  d is t r ib u t e d  w it h o u t  e x p r e s s  w r i t t e n p e r m is s io n .  

C o p y r ig h t  2 0 1 7  49

Test and learn with Traffic
You’re testing different 

promotion & marketing tactics 
and want to know what works

VS

+Traffic tells you 
what worked

Did people come to your page 
but didn’t buy? 

If so, you have 
effective marketing 

(SEO, AMS, Promos, etc) 

but 
conversion needs work
(out of stock, price, images, etc)

+
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Digitally Native Companies:

1. Focus on data and eCommerce capabilities 
2. Age and Add ASINs (but don’t delete) 
3. Dominate search to drive traffic
4. Use on page content to convert
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Digital Native brands get reviews before launch

All these 
new releases 

have 

>200 
reviews at 

launch!
Source: D ata observed on April 10 , 2018  in  “N ew  re leases in  B eauty &  Personal Care  on Am azon.com
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Images: Bose headphones

https://www.amazon.com/dp/B0756CYWWD

What images do I 
have from the 
brand I can put on 
my detail page? 

Built in 
assumption: 
Online is an after 
thought. 



C o n f i d e n t i a l .  In t e l le c t u a l  p r o p e r t y  o f  O n e C l ic k R e t a i l . c o m ,  L L C .  C a n n o t  b e  f o r w a r d e d ,  c o p ie d  o r  o t h e r w is e  d is t r ib u t e d  w it h o u t  e x p r e s s  w r i t t e n p e r m is s io n .  

C o p y r ig h t  2 0 1 7  53

Images: MPOW headphones

https://www.amazon.com/dp/B01NAJGGA2

What are the best 
images to showcase 
my product? 

Built in assumption: 
Online IS my store 
and my packaging. 

Of course I design for 
that. 
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Conversion: How do I use it? (Updated images example)

You’re testing updated content 
to improve Detail Page conversion

Sales doesn’t tell your story. 
Conversion does.

Why? 
On page content helps convert once the customer is 
already on the page. If you test using sales, you don’t 

account for increases or decreases in traffic to the page. 

Also use conversion as a test for:
• A+ content
• Out-of-Stock
• Price
• Images
• etc

Updated from 1 image 
to 6 images and 1 video
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Summary: Digitally Native Companies…

1. Focus on data and eCommerce capabilities 

2. Age and Add ASINs (but don’t delete) 

3. Dominate search to drive traffic

4. Use on page content to convert
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Contact info

Spencer Millerberg
Founder; One Click Retail
C: 801-349-9427
spencer@oneclickreatil.com
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