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GSR __ Housekeeping

You can listen to the audio via telephone or
through your computer speakers. Select “I Will
Call In” to listen to the audio via your
telephone. Select “Call Using Computer” to
listen to the audio via your computer speakers

All attendees are on mute. To ask a
qguestion, click the Q&A icon on the
top of your screen, then enter your
guestion on the Q&A box
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* From Outdated Analog, to Harnessing the Digital Growth Agenda
e Considerations for Online Category Management

* The 6Ps Framework for the Digital Channel

* Q&A
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consumer wishes better, faster
and at less cost”
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Q ECR Community Webinar Series 2017

1. Tomorrow’s Category Management Today:

How do Brands Achieve their Goals in a World Without
Planograms and Shelves

The Future of
Category
Management

2. Availability in the Online Channel:

The influence of Online out of Stocks on Consumer
Behaviour and Sales

3. Content, Consideration and Online
Customers:
How to drive the conversation online

declancarolan@ecrireland.ie
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Tomorrow's Category Management Today: How do
Brands Achieve their Goals in eCommerce, a World
Without Planograms and Shelves?
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ECR History: Collaborative tools worked but were
developed for an analog world.

Working together to fulfil consumer wishes ®
better, faster and at less cost. Ie BUSINESS SCHOOL

Prof. Baniel Corsten



Category Management: The analog tools are
outdated and eCommerce is growing fast.

CPG Growth 2015-2022

U.S. CPG Sales (S Billion)

920 . F&B E-commerce Sales
. Non-Food E-commerce Sales
880 . Brick & Mortar Sales 874
844
840
800
760
0 A _ ‘ ) ‘
2015 2020 2022
CPG E-com. Share 1.4% 5.0% 10.0%
F&B E-com. Share 0.8% 2.7% 5.5%
Non-Food E-com. Share 2.5% 9.3% 18.2%
o
IRl 2016 Ie BUSINESS SCHOOL

Prof.lganiel Corsten



Digital Growth Agenda

1. Intent - From shrinking-to-glory to managing-for-growth
2. Category - From category management to item profitability
3. Direct - From product supply to consumer direct

4. Outlook - From packaged goods to consumer ecosystems

o
Ie BUSINESS SCHOOL
.|
Prof.ll%aniel Corsten



1. Intent: From Shrinking-to-Glory to Managing-

for-Growth

Changing Shoppers
 Millenials
* Mobile First

Omni-Channel

Retail Meltdown

* Amazon Rise
 B&M Fall
* Daily Innovation

Amazon Working on Several Groeery Store Formats, Could Open
More Than 2,000 Locations

Shine Comes Off Big Consumer-

Il hallenges wy swings, delivers a blow to normally

Slow (Growth)
Cost Cutting
* Earnings Management

Newcomer Brands

* Digital Native
e Vertical Direct
* Private Labels

Product Companies Consumer Products Crisis

Ie BUSINESS SCHOOL

Prof: Iganlel Corsten



2. Assortment: From Category Management to
Item Profitability

* From Supply Push to Demand Pull

[ Avoid

* From Category Management to Item Profitability || nE=ons

* From Online Retail to Marketplace Platforms

amazon

®
amazon . [J@ cusmess scroor
I

USINES
...who wins? 1 ]
Prof: I%anlel Corsten



3. Direct: From Product Supply to Consumer Direct

BUSINESS Coty Buys Younique, Valuing
Unilever Buys Dollar Shave Club Cosmetics Startup at $1 Billion

European giant to pay $1 billion for startup in challenge to P&G Company sells makeup ranging from $19 lipsticks to $39 moisturizers, often through social-

media platforms such as Facebook

\T\/

.
The founder of Doliar Shave Club, Michael Dulxn, poses for 3 portralt in company oices in 2012, PHOTO: DAN KRAUSS
FOR THE WALL STREET JOURNAL

Problem Problem

 Dominant Player * Direct sales common for beauty (e.g. Avon)

* Expensive Blades * Homes parties costly and small

Solution Solution

e Direct-to-Consumer Sales e Virtual parties with multi-day selling periods

e Simpler blades e Sales outreach via social media and smart phone

e Subscription model * Purchases are linked back to host ®

* Club-like followership e Hosts earn 20-30 % of sales Ie B USINESS SCHOOL

Prof.léaniel Corsten



4. Outlook: From Packaged Goods to Consumer
Ecosystems

MILO pack
as owned

Grassroots channel

sports
MILO
Champions
app

MILO
Champions
band

e.g. e.g. eg.’ e.g.’

Display Content Cleaning Medical Devices

Ordering Health Shaving Connected Home

Delivery Nutrition Cooking Intelligent Appliances

Returns Styling .
Wellness

Ie BUSINESS SCHOOL

Prof: I§an|el Corsten
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Considerations for Online Category Management
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THIS IS WHERE WE

».  USED TO LOOK FOR
"L SALES AND SHARE

GROWTH

© Clavis Insight



Brick and Mortar ‘old way’: Push
Digital, mobile, and eCommerce ‘new way’: Pull

MOBILE IS THE NEW END (AP

TRY THIS PRODUCT
JUST BECAUSE OUR
DISPLAY SHOUTS

THE LOUDEST! |
110

fladaen
aaruey’s

CL/\\/ls M T x | ‘©morke’roon|s’r com

© Clavis Insight



Implication: eCommerce is shopped one item at a time;
every Product Detail Page must stand on its own

TESCO

—————
=q Search wit

Groceries Favourites Entorieywors . PR T
ik Eobd Fresh  Food Frozen . 0cadO srowse Shop v Favourites Offers New Smart Pass
Food Bakery Cupboard Food Cupboard Food [2EEll phamacy & health | beauty | fragrance | mother & baby | toileties | men| elg

Home > L'Oresal > Hsircare » Elvive » L'Oraal Pans Elvive Triple Resist Reinforcing Condif

= £20 OFF

your first shop

Groceries > Elvive Triple Resist Condition

LOREAL You are in: Search results > Loreal Conditioner

ELVIVE

YRIPLE RESIST L'Oreal Elvive Triple Resist Conditioner 250ml

Be the first to review this product

Pinit
£28903

Price per 100mi: £1.16

Qty..| 1 Add |

CLAVIS

© Clavis Insight



eCommerce is the easiest ‘store check’ to conduct, which means
eCommerce owners are more likely to be questioned

“Are we winning online?”

Are we growing share?

How are our competitors performing?

What’s our category position?

Do we have the right assortment?

Are we winning on promotion?

CLAVIS

“What are all
these metrics and

what are the
RIGHT KPls?”

“Why is our best offline product

not coming up in search online?”

Is it in stock?

Is the product image and title correct?

Is the copy eComm
optimized for search?

How many reviews should it have?

How is the product priced?

© Clavis Insight




If this were Bricks and Mortar, we would measure the 4Ps

RICE

PROMOTION

Brick & Mortar

eCommerce

A

Product

Assortment

+Availability

+Channel
Specialized

Placement

Distribution and
Shelf Placement

+Cross Category
Listings

+Lists, Search,
Subscriptions

Price

Static

+Dynamic

+'Real Time’
Price Matching

Promotion

Deals, Displays

+Retailer Media
+Digital Media
+Paid Search

What Are
We Missing?

+I\C|LIII5) aliu

Reviews

CLAVIS

© Clavis Insight



To organize and prioritize eCommerce intelligence and actions, we
have pioneered a familiar, yet powerful framework

Clavis 6Ps eCommerce Intelligence™

Here’s how it works:

5 Ps are within your direct control F
roduct PERFECT PAGE(\ IER E) e
¢* Froduc

Placement

Price PERFORMANCE
Promotion PRICE

Perfect Page CLAVIS INSIGHT

These 5 Ps drive the 6t P:
* Performance: Search, Sales, Share ProbucT @ PROMOTION

CLAVIS

© Clavis Insight



Product: Availability

First set targets for the top 20 Sign up to get notified when this product is in stock.
percent of revenue $969 ..

generating products per s

retailer (2] | | Correo electrénico

Quantity: T T Gelin-5tock Aler

Root cause pervasive stocking
issues — is it your own supply R
chain or is the retailer not = suvpns - g

Hotaailsble * Mot avaladle

carrying enough inventory? TN Other Sellers on Amazon

Share the data with retailers

fid o List |

to subscribe

— %2499 (%0.98 [ Ounce) + Free Shipping

and partners to drive change Currently Unavailable Sold by: Nutrition Depat
Use data ahead Of anChor Want us to email you when this item becomes availabk 27 24 (£1 A7/ Bunesl + Fras Shinninn | Actd s |
events such as holidays and \ |

retailer promotions to | — Q) ANADIR FAVORITO NO DISPONIBLE

proactively provide forecasts
Begin experience testing the
processes with key products, 4 A% DOMICILIO 0 CLICK & COLLECT
set achievable targets early TESCO
on and dial up the intensity as
you learn

Sin envio a domicilio No dispanible para recogida

Groceries Favourites Special Offers

Fresh Food | Bakery | Food Cupboard | Frozen Food | Drin/es

Well, this is awkward. We're sorry. There are no products
available.

Locking for help? st our b

This product is not available, please either search for the product you are looking for or navigate back to the previou
page.

oy calling 1-800

CLAVIS

© Clavis Insight



Product: Assortment

Analyze best sellers by online
retailer, not by what sells well
offline

Identify if packaging solutions,
such is eCommerce-ready, or
‘Ships In Own Container’ will

create a better proposition for the | pr wmwcmm gt = e e e T e
retailer and for shoppers. T S - _

Study 3rd party sellers to see if " - = ﬁ

they are creating unique bundles TT‘“ Sy

that are highly ranked. Z

Develop strategies for niche items
and first-to-market NPD

Work with your Finance and

Supply Chain teams to build a test

and learn plan that will scale to a

multi-year, P&L model that is a win

for everyone

CLAVIS

Clavis Insight



Placement: Distribution and Categorization

® |\/|0nit0r your own v ‘ ‘ HEALTH & BEAUTY ® Skin Care = Sensitive Skin > Face
and competitive
product placements;

test and learn for

‘ AISLE W ‘

‘ HAIR CARE Skin Care = Scar & Fade Therapy > Face

_ Skin Care > Healthy Skin Care > Face

Sainsburys

Grocerles  Favourltes  Great Prices

Health
& Beauty

Home
& Ents

Pets Household

Ideas & Reclpes  Benefits

Skin Care = Face

All Health & Beauty

Fruit 2 veg Mot & fish Dary Chiled Bakery Frozen Food cupboard Drinks |

optimal placements

Cral Care > '
Shower, Bath & Soap » w Focdcupboald w  BiscutsScrackers v Cereaibars 6 breaiasibisculs v Healh {:Iearﬂnce = Skln Care = Fal:e
 Und d th = ST
nae rSta n t e Haircare > | All Haircare Healthier cereal bars (44 products available) .
Wens Toiletries Conditioner Clearance > Beauty = Skin Care > Face
Ove ra | I Iocat I O n Feminine Care Dry Shampao - Filter your list
- i i 3 nds: 68)
d k ﬁigilélﬁgriljdder& y | Hair Accessories WS ‘. 70?2 ”5 o Top Picks Selected shops Shampoos (&8)
CO U nt a n l I Ie n U ra n = Hair Colourants & Dyes s el Wieii [i8aD Beauty Giftldeas (32) Conditioners (60)
| ] Ofers & Apen ) Perbier e : o 4
] gg?;ilse Deodoranis & Body o | yoncive Conditioners & @ et saanoms®) All Offers Bedlly Bouligue. {1406) Styling (20)
Of O u r ro d u Cts - - Treatments M Skin Care (341) Tredtments (18)
Facial & Body Skincare ] I Dt i ~ Dietary & lifestule options  (such a5 vegetan Bath & Sh - )
Bundle Offers a ower (137) Accessories (24)
beauty | fragrance | mother & baby | toileties | men| electrical | pholo | opticians | toys | gift| sun & heliday | offe Nail Bar (252}
* Analyze category | oo o k- e e
Browse by category MakeUp Quick Finds Skincare Quick Finds Beauty Inspiration rea: {6003 c
inSightS Su ppo rti ng Fragrance Mascara BB Cream Let's Give It a Go Food Cupboard (10154) Zli;;tnclallj;. (78)
(910} (114}
Premium Beauty Mail Art CC Cream No7 Serum Discovery Hakery: (91
Make-up Primers Lip Balm Frozen (1245) Hats / Scarves / Gloves (1)
placel I Ient St rategy Nails Foundaiion T Tea. Coffee & Soft Drinks (2208} Hosiery / Socks / Underwear (71)
Accessories Nail Polish Anti-Wrinkle Roer Wi & Spits 200 e Lt
iid (2577) Men's Grooming (84)
tO maximilze ease Of Skincare Lipstick Serums L. 23_'?5':' C”"i_;-- 2
. . Indulgent Bodycare & Gift False Eyelashes Face Mask 5’;“: gfemes Geld) View all Beauty
Nnavi gat 1on Hair MakeUp brands skincare Brands i) | Householdtizn)
Sun care MNoT MoF Skincare Pet (1412}
Fake Tan Benefit Ciini World Foods & Free From (4853)
E inique o
Electrical Mails In Molton Brown D.rgamc e .
Beauty Tips & Inspiration Seap and Glory Clarins Kitchen & Dining .I_C'S':’_'!
Beauly Finds Maybeline Bio Oil Home & Garden (2429)
Beauty offers Barry M Philosophy i I.::“u.l ) _
Health & Beauty magazine Smashbox Clarisonic Health & Medicines (1558)

CLAVIS

Exclusive to Boots

Newsagent (1878)




Analyze pricing,

particularly for Priority

SKUs at key retailers
Review how pricing
fluctuates over time
Work with retailers on
SKUs where
profitability is at-risk
Schedule email alerts
for daily pricing
updates to proactively
identify changes

CLAVIS

Price

$3.59

3llogg’s Cracklin' Oat Bran, 17 Oz
by Kellogg's

9
Cfacklln $3.80 ($0.22/0unce)

QatBran PrimePantry e
r Exclusively for Prime Members
1 147 19.6¢ /fl oz Gart Traisy
> E_ﬁ. Acra Spol

53- 84 B.9¢/floz

 WISINFEUTING

55.09 was 55.47
save 50.38

add to cart

$8.99 reg 5999
| Clorox Disinfecting Wipes Value Pack Scent...

$5.49 reg $5.89
Clorox Disinfecting Wipes Value Pack Scent...

wrirdrdrdr 17804
$4,4Q reg $4.99
buy 3, get a 4th free

SAVE 1.05 Was 3.95 Now 2.00
valid from 21/9/2018 until 18102016

| sAve

€1.25 (€1.250) =

Neutrogena Light Therapy Acne Spot Treatment
by Meutrogena

£199 22379

|_primae
FREE Shigping on eligible orders

More optijons available:
£19.12 Gther Sellers

Ne utrogbe na Light Therapy Acne Spot Treatment

*19.97

{382)

© Clavis Insight



RS

Gain a Greater understanding & control of your
promotions strategy

Understand what promotions types are most
prevalent in your category

Analyze promotions effectiveness, given
competitive landscape

Use Calendar View of competitive promotions
landscape in promotions planning

Impact of Competitor Activity: Is the frequency
and depth of competitor promotions negatively
affecting your brands (and the category)?

Apply insights to annual promotional plans

Test, learn and utilize traffic driving solutions
such as paid search, or Add to Cart from owned
digital properties

CLAVIS

Promotions: Merchandising

Alberto Balsam Coconut £1.00 o
And Lychee Shampoo Quanily
350MI = [+

2 for
Any 2 for Save o shopping tist

Fancy an exotic escape? This heavenly scented Coconut & Lychee
shampoo nourshes your hair and adds shine

Uses most of the same ingredients you'll find in higher priced
brands, but at 2 great price which means you c¢an afford to look
glamorous every day!

Bakers Adult Dog Food
Chicken and Veg 14kg

Only £20.00: Save £5.00

© Clavis Insight



Prioritize keyword-
optimized product
titles and image
accuracy

Complete all possible
fields: secondary
images, features,
descriptions,
ingredients,
directions, warnings,
etc.

Establish benchmark
then set bar-raising
improvement goals

CLAVIS

Perfect Page: Content

Galaxy Chocolate Bar 4 Pack 168G
Walkers Cheese & Onion Crisps 14X25g

Blue Corn Organic

Pampers Baby Wipes Tub, Sensitive - 64 Wipes/Tub

Maore product images

About this item

@ 1cf2(P

Important Made in USA Origin Disclaimer: For certain items sold by Walmart on Walmart.com, the displayed

country of origin information mav not be accurate or consistent with manufacturer information. For undated
accurate country of origin| About the Product

» Worry-free disinfectant kills 99.9% of germs where kids eat, play, and sleep.

Scotch Magic Tape off
over time. Matte finish

.

No rinse, no wipe required. Food-surface contact safe.

« Kills RSV, Salmonella, E.coli. cold and flu. and more. Use daily to keep surfaces ready
for babies and kids

dispenser. To see mor| + No harsh chemicals, leaves no chemical residuelll No first aid wamings

q I- « Fragrance free, hypoallergenic, no allergens, no asthma triggers. doctor approved.
continue

that enables you to perfo n
deliver precise cuts with each use. You can use them on writing and construction paper, cardboard,

Scotch Magic Tape & Refillable Dispenser, 3/4" X 300", 1" Core, 4/pack

threads, cloth, felt and much more. They make a suitable addition to your home, school or office

supplies.

From the manufacturer

What Makes Quest Bars
Special?

Quest Bars e hesowes fuor Larsliong great
White maIntainingG nusTonsl Meegrity.
Erery Quest e flavor hos 3 20
ame of protena and ioss than =
Carbe. They're the perfect smarter snack
Uhosce for evoryome sy the besl optior
for thoze wath senous fitness pasls.

Quality of Ingredients

Quest B 2er mOSe with the mont
soennfically banefcla. metaboticaily
wound ingredents. The protein wad in
Guest Bars s 3 protem biend of whey
2nd casesn moletes. Ihat meaas cieaner
0wl b every s withou the excens
carbx, fot and other junk commonty
o i genteam Bars.

Why Fiber Matters

Every Gacst B s ot least 15 grams
of Distary Fiber Distary Fiber i
essentad in keeping Net Cars ow,
makoyg you feet full. vowing digestion
2ad increesing metabolsm. Most people
aoly get 4l of the darly suggested
3mount of fider — just one Quest Sar
CAN ovide w10 178 0F i claty fiter
ke

SR Snge Lita 3-Ounca Pouchas (Pack of £) 2

Harvested Inage

Ordiee Swore:
Category:
Brand
RPC:
[
Resile

Truetnd Inage
TS
' SPAM

ingle
5 S‘_.g‘ﬁ_

Amazon

Food

Spam
BOORAUTRO
OATEO04EE854

U=ST

NUTRITION*

Cook. Bake, Get Creative!

Did i KON 30U LA MLTOmAEE YT
Quest 8ar for 10415 saconds to maks it
2 hot, delico s teat? Or put cne inthe
o for e minutes, There are
hungreds of high-protein recipes you
ke Wil every Guest Bar We
encoursge out fans to perment 2nd
0PL CrEative!

SAAM Singla Lea 10unce Peuchas (Pack ot 61 -2

Harvaated Image Trusted Image

Oaline Store: Arrazon

Resui:

© Clavis Insight



Perfect Page: Engaging Content (example)

K+$5

Salon

Scalp

WA ~

and Prevent| Hair Loss | Professional Stylist Recommended (16 oz... krieger + séhne

CLAVIS

About the product x

Quality|Men’'s|Shampoo —|Tea Tree Oil Infused|To Eliminate [Dandruff, Dry

1,406 customer reviews | 38 answered questions

| 3£ THE WARRIORS|PLANT — Tea tree oil has been used for hundreds of years for it's medicinal benefits.

s | 3£ SHARPEN THE SAW - Everyday is a new challenge, and we want you to be prepared for it.

= | 3 THE BEST SMELLING SHAMPOO FOR MEN - Stay fresh and battle ready no matter who, or where you are!
| 3 HEAL YOUR HAIR - Rinse away the past w/ the potent power of tea tree oil, and bask in the healing!

| 3£ SATISFACTION OR YOUR MONEY BACK - If you're like us, you don't take guff from anyone, and the last

thing we want to do is give you any trouble. We're so confident in this shampoo, that we'll give you a 100%
SATISFACTION GUARANTEE. No hassles from us. If you don't like it, you don't have to pay for it. Just send it
back our way and we'll refund your money, no questions asked.

-

© Clavis Insight



Aim for 20-25 reviews minimum — varies
by retailer

Leverage retailer programs or reviews
syndication (e.g. Bazaarvoice) if
necessary

Respond to 1 and 2 star reviews, and to
Q&A

Word Cloud analysis on reviews and
guestions will help to identify content
keyword candidates

Identify products which have low ratings
or reviews.

*  Work with your customer service team to
reach out to consumers who left negative
reviews.

* Prioritize SKUs with high review count, but
low average rating, to determine if corrective
action is necessary. There could be a
packaging issue, or the content on the page
doesn’t accurately describe the product,
leaving consumers with unmet expectations.

CLAVIS

Ratnot And R’ s
Yriricdolc Five Stars, March 9, 2015

By ddgh - See all my reviews
Verified Purchase (What's this?)
This review is from: Coca-Cola Zero, 24 ct, 7.5 FL OZ Mini-Can (Grocery)

Excellent value for the price, ships well, arrives timely n undamaged

Help other customers find the most helpful reviews Report sbuse | Permalink

Was this review helpful to you? Yes | [ No |

Comment
T

i W

A

HuGGIES
T

Simply am

404 taps aga

lamonap
yaars. Not

using slang
and it is like
Withaut an]

read full rey

o _,__CM;L;

i New vl See Size & Unit Count Options
By Chris M Masi

Verified Purchase (1

This review is from:

Month supply) (Hea| HIUGQIES Snug and Dry Diapers, Size
Huggies changec 1' 112 Count

they are horribleg ‘E}ﬁﬁﬁ'/ ~ 5810

my twins dry. Th
$1.00 coupon available See Details
Foinioioke Five §

By ddgh - see s [ REE Shipping on eligible orders See
Verified Purchase (} Detai[s

This review is fro

Excellent value f

Help other custome 31 8'83 ($D 1 7"count>

Was this review | ~/2rime
T (et it by Monday, Oct 17

Add to Cart

trictn &
By kr
Verified P

This review is from: Huggies Snug & Dry Diapers, Size 4, 192 Count (One Month

Supply) (Health and Beauty)

Sumimary Detads

Perfect Page: Shopper Generated Content

wrdrdrdrsy ~

12,479 customer reviews | 327 answered guestions

4.1 out of 5 stars

—| 65%
I | 11%

| 7%
2star | | 6%

] | 11%%

See all verified purchase reviews »

5 star
4 star

3 star

1 star

uestion/Answer
). How many come in the bag?

) I'd say about 50 pieces. Never had the chance to do the math. | served them at my wedding on the dessert table. They
didn't last very long at all.

A)lthink it's somewhere in the 80's? As far as I'm concerned they are still the best candy around!
ces according fo Nutrition Facts on the side of the bag

't know. She has already eaten a lot of them. The bag says 84 pieces and I'm guessing that's accurate from the

these the full size patties as the picture shows, or are they truly the tiny minis?

ve to argue the size, smaller like a snack size (slightly smaller than original), but they are individually wrapped
. your latter part to your question, they are no where near as small as the unwrapped minis.

A).full size =)
@). Are the mints in the 25 Ib box individually wrapped, or do they come wrapped in sleeves of 37
A).Individually wrapped.

A) They are wrapped individually! Nice for hubby who loves to have 1 in the evening! - ))

I have been using Huggies exlusively for over 10 years & they have
definately changed something. My son can't even sleep through the

night in these without soaking through his clothes! Duri

ng the day

Auth
Amaz

TERF

Realt
fum|

NayN

Gilme

DM-
APO/
offers

DivaC
Hilary
S.5n

Sonja

© Clavis Insight



Identify category and
brand keywords that
shoppers use to search for
your products

Establish search rank and
page one Share of Search
goals; constantly raise the
bar as you achieve these
goals

Ensure keywords appear
in titles; recommended in
feature bullets,
descriptions, and A+
content as well
Benchmark online share
of search to offline market
share for the same
categories

CLAVIS

shampoo

CATEGORY v

Showing 1-32 of 250 items

E 500mi

Head & Shoulders Classic
Clean Anti-Dandruff Shampoo

£4.98

{55, 6pd100ml)

Performance: Search

| BRAND

E 500mi

TRESemme Colour Revitalise
Colour Fade Protection

Shampoo

£2.38

(26.4p100md)

(Q 487 results for 'shampoo'

Shop now

200f 457 Page: 123 . 25ned > Show more Views B8

Sortby (EELEUANCE YL Search results for 'shampoo' (505)
Encourage hair growth
with Plantur 21 Mutri-Caffeine Shampoo oo e
Tanle oy ?
- I
Piantur T e
2 =T
B3
Vol @i N Search results shampoo D) | Allsearch results (
Sort> ¥ within categaries, | Fevourtes first v 1|23
43T products

Log in to see scourste stack information

Toiletries » Haircare » Shampoo » Nommal Hair

-
E E i1 F ™ F |
bios e g e
- MG = Ed
= x - £
= . = =
— —
Herbal Essences Dazzling Pantene Classic Care Pantene Clarifying Aussie Megs Shampoo Herbal Essences Shampoo Aussie Miracle Shing
Shine Shampoo 200m] Shampoo 400ml Shampoo 400ml LOm{ Naked Shine 200ml Shampoo 300ml
Buy any 1 add 1 free Buy any 2 for £5 Buy any 2 for £5 Buy any 3 for E10 Buy any 1 add 1 free Buy any 3 for £10
i Reviews Reviews Reviews Reviews Be the first o review Reviews
£2.25[F £3.99(@ £3.99 @ £3.99 (@ £2.35[4 £3.99 @
Price per 100mi: £1.13 Price per 100ml: 88.8p Price per 100mi: 88:8p Price per 100mt £1.33 Price per 100mt £1.153 Price per 100mi: £1.33
oty aty. |1 Add | oty |1 Add |

© Clavis Insight



Performance: Sales and Share
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Best Seller Rank - Volatility
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Amazon Best Seller Rank Trends
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Getting Started: Adopt a Crawl = Walk = Run Approach

Is my assortment optimised by the online retailer?
Is my product consistently in stock?

CRAWL WALK RUN

Assortment

In-Stock

CLAVIS
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CLAVIS INSIGHT '

6Ps eCommerce Intelligence™

Boston| Dublin | London | Paris | Shanghai

Thank Youl!

www.clavisinsight.com
info@clavisinsight.com



EFFICIENT CONSUMER RESPONSE

@R ~Questions & Answers
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ecr-community.org clavisinsight.com www.ie.edu
declancarolan@ecrireland.ie  info@clavisinsight.com Daniel.Corsten@ie.edu
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» _ Coming Attractions

FFFFFFFFF ONSUMER RESPONSE

* Webinar 2: Content, Consideration and Online Consumers — How to
drive the conversation in the eCommerce Channel?
* Wednesday October 18th
e 14:00 BST / 15:00 CEST

* Webinar 3: Availability in the Online Channel: How Online Out of
Stocks Influence Consumer Behaviour and Sales

* Wednesday November 15t"
e 14:00 GMT / 15:00 CET

_____”
-



Please Complete the post-webinar event survey to help us
improve how we deliver future webinars.
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