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What we’ll cover this morning 
09:00: Overview, Learning Objectives & Outcomes 
  
09:20: Brief Introductions  
 
09:45: The eCommerce Landscape 
 
10:40: Coffee Break 
 
11:00: Understanding Digital Marketing: The McKinsey Funnel 
 
12:00: Winning the Consumer: Google  
 
12:30: Winning the Consumer: Social Media 
 
13:00: Lunch  
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What we’ll cover this afternoon 
 
13:30: Winning the Consumer:  Your Website 
 
14.00: Keeping the Customer: The Post Purchase Experience 
 
14:30   Pricing Strategy 
  
15:00   Coffee Break  
  
15:15   Distribution Strategy 
 
16:00   Amazon Case Study 
 
16:30   Wrap Up and Next Steps  
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Introduction: Graham Merriman 

Managing Director Carrickane Consulting 

– Supporting businesses to sell online 

• Working with Global Brands and SMEs 

• Enterprise Ireland Mentor  

– Lecturer in eCommerce in University College 
Dublin 

– Nine Years Developing Online at Philips Consumer 
Lifestyle 

– Four Year Consulting in The Netherlands 
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Tell Me about Yourself 

• Your Name 

• Your Company & Positon 

• What your business does 

• The two things you’d like to learn about today  
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Today’s Objectives 

• Make you think about the Digital Consumer 
and what online could mean for your business 
and your clients 

• Give you some insights into the tools required 
to connect with the Digital Consumer 

• Give practical examples of what and how you 
can sell to the Digital Consumer 
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Impact of Online at Philips: €500m 

• 2008 

– Online low on list of business priorities 

– Focus on traditional channels and customers 

– Key customers undervalued e.g. Amazon 

– Online sales <5% 

• 2012 

– Online on the Philips Management Agenda 

– Amazon # 2 Global Customer  

– China #3 online market 

– Online sales >12% 

– Value of Online Sales €500m 
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You think you know Digital? 
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1) How many Google searches are 
made every minute? 
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A. 1.1M 

B. 2.1M 

C. 3.1M 

D. Too many to count 



There’s a lot going on online 
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Global traffic is dominated by a small 
number of sites 
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There are currently 123.78 million 
registered .com domain names 



Macedonia’s Top 10 has some global 
sites mixed with local favourites  

12 
Source: Alexa.com 



What does all this mean? 

• People have never had more choice 

• But the vast majority of eyeballs are looking at 
the same sites 

• So you need to offer something to your 
customers which is 

– Relevant 

– Informative 

– Unique 
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2) Amazon is the world’s biggest online 
retail, who is #2? 
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A. Some Chinese company we’ve never heard of  

B. Apple 

C. eBay 

D. Wal-Mart 



Top 10 Global Online Retailers 
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Source: Deloitte, Global Powers of Retailing 2016, Jan 2016 



3) How much have Amazon’s profits 
grown in the last 5 years? 
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A. Increased by more than 20% 

B. Increased by less than 20% 

C. Decreased  

D. Stayed more or less flat 



Amazon have investing to drive growth 
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4) How much did US Shoppers spend 
online on Black Friday 2016? 
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A. $1.34B 

B. $2.34B 

C. $3.34B 

D. $4.34B 



Some US Black Friday Numbers 

• Spending over Thanksgiving Weekend 
– Thanksgiving Online 2016:$1.93B 

– Black Friday Online 2016: $3.34B 

– Cyber Monday Online 2016: $3.45B 

– Total: $8.72B 

• 100% of good sold were discounted 

• Average discount was 37-58% across top retailers 

• 44% shopping online v 40% shopping in-store 

• 108.5m online shoppers on Black Friday 

19 



Forget Black Friday, it’s all about 
Chinese Singles Day 
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Massive growth in China, biggest 
eCommerce market in the world 
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So how big is Single’s Day 

• Recent phenomenon, started in 1993 as a student event 
• First promoted on Ali Baba in 2009 but really took off on 

11/11/11 
• Online retailer almost solely responsible for its popularity 
• In 2016 Alibaba’s Singles’ Day revenue was over $17B  
• More than double the US sales of Black Friday and Cyber 

Monday combined  
• Alibaba are turning Single’s Day into an event 

– Month long build up with offers every day 
– Gala event with Katy Perry and other celebs 

• Using virtual reality and “Pokémon Go” technology 
• 60-70% of sales are on mobile 
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5) How many “views” did the John Lewis 
2015 Christmas Ad get on You Tube 
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A. 17M 

B. 22M 

C. 27M 

D. Who cares, it’s  

just some ad... 



Why is the Christmas ad so important?  

• John Lewis Christmas Ad “Official Start of 
Christmas in the UK” 

• 2016 Ad has over 24.6m views (7 January) 

• Most watched Christmas Ad in the world 

• Plays a huge role in the John Lewis brand 
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6) What Percentage of Irish people are 
shopping online? 
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A. 47% 

B. 57% 

C. 67% 

D. 77% 



How does Ireland compare to similar 
markets? 

Source: eCommerce Foundation: European B2C E-commerce Report 2015 
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7) What Percentage of Irish SMEs 
don’t have a website? 

 

A. 5% 

B. 10% 

C. 25% 

D. 35% 
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A lot of SMEs still haven’t embraced 
digital 
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Source: dot ie Digital Health Index November 2016 



8) What was the score when 
Macedonia played Ireland in 1997? 
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A. 2-0 to Ireland 

B. 3-2 to Ireland 

C. 1-1 Draw 

D. 3-2 to Macedonia 



Well done, give yourselves a round of 
applause!!! 
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The eCommerce Landscape 
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Shopping forms a relatively small part of online 
activity 
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Global eCommerce Sales Growth 
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Differing levels of eCommerce maturity across 
the globe 
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Source: http://ecommercenews.eu/ecommerce-europe-e392-billion-2013/ 



Asia now the largest eCommerce Market 
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Massive growth in China, biggest 
eCommerce market in the world 
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UK has the highest level of eCommerce 
penetration 
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European eCommerce  

The UK, Germany and France 
accounted for 61.9% of total 
online spend in the EU in 
2015, up from 60.2% in 2014  

Source: eCommerce Foundation: European B2C E-commerce Report 2016 
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Regional Variations in eCommerce Growth Rates 
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Source: eCommerce Foundation: European B2C E-commerce Report 2016 



21.1% of tech goods are bought online in Europe 
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Source: eCommerce Foundation: European B2C E-commerce Report 2016 



In Europe online sales account for  over 
25% of most major categories  
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Wide variations across categories and 
markets 
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Vast Majority of Business do <10% of their 
business online 
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Source: eConsultancy.com 



Quick Assignment 

• What percentage of your business is conducted 
online? 
– Revenues 
– Lead generation 
– Marketing 
– Support 
– …. 

• How much time do you spend on your online 
business? 

• What are you key online activities? 
– Note: Excluding emails! 
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Winning and Keeping The Digital 
Consumer 

45 



In the past it was easy… 
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Sales 

Traffic 

http://www.youtube.com/watch?v=wVQPY4LlbJ4


How would Alec Baldwin Explain it? 
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https://www.youtube.com/watch?v=wVQPY4Ll
bJ4&t=14s 

https://www.youtube.com/watch?v=wVQPY4LlbJ4&t=14s


I need a new TV…  
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http://www.youtube.com/watch?v=wVQPY4LlbJ4


So you head to your local store… 

49 



To look at their range & talk to the 
helpful staff… 
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“What do you like to watch?” 
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http://www.youtube.com/watch?v=wVQPY4LlbJ4


“And the kids?” 
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“So you want a TV with these features” 
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http://www.youtube.com/watch?v=wVQPY4LlbJ4


And this is what you end up with 
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http://www.youtube.com/watch?v=wVQPY4LlbJ4


Or this, depending on what the sales 
guy wants to sell you 
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Well at least he’s happy… 

56 

$$$$$ 



What device can I use to centrally 
manage my smart home?? 

57 



What about an Amazon Echo? 

58 



Or maybe Samsung SmartThings? 
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Not easy… 
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http://www.youtube.com/watch?v=wVQPY4LlbJ4
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Don’t Panic… 
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The world is changing and so is how people access 
information, but it’s still all about the customer 



Who are your target customers? 
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How do your consumers act online? 
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Quick Assignment 

• Who is your digital target consumer? 

• How active are they online? 

• Where will you “find” them online? 
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Source: The Consumer Decision Journey;  McKinsey Quarterly 2009 Number 3 

The consumer journey has changed, so how do 
you win and keep customers 
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Source: The Consumer Decision Journey;  McKinsey Quarterly 2009 Number 3 

Keeping consumer 

Product  website WOM 

Mobile Site 
 

Social  
Networks/ 

Communities 

search 

Product Reviews 

Blogs 

 
Ratings & 
Reviews 

 

E-commerce 

Ongoing CRM 

Customer Care 

Product  

Registration 

Social  
Networks/ 

Communities 

Understand the consumer and the touchpoints 
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Software Updates 
On Screen   

Updates 

Winning consumer 



Source: The Consumer Decision Journey;  McKinsey Quarterly 2009 Number 3 

Keeping consumer 

Product website WOM 

Mobile website 
 

Social  
Networks/ 

Communities 

search 

Product Reviews 

Blogs 

 
Ratings & 
Reviews 

 

E-commerce 

Ongoing CRM 

Customer Care 

Product  

Registration 

Social  
Networks/ 

Communities 

At every step there are ways to interact with the consumer 
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Software Updates 
On Screen   

Updates 

Winning consumer 



You need to understand what the 
consumer is looking for and appear 

relevant to their needs 
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Understanding & Managing Five Main 
Consumer Touchpoints 
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• Google 
• Your Website 
• Social Media 

• Facebook 
• Instagram 
• YouTube 
• LinkedIn 
• Twitter 
• … 

• Retailer Websites 
• Review & Blog Sites 

 
 



Quick Assignment 

• Identify the three main consumer touchpoints 
for your business 

• Rank yourself “Out of Ten” for each 
touchpoint 

• How relevant is your  

online communication? 
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Winning the customer 
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Google/SEO/SEM 
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What are Google Adwords? 

• Search Engine Marketing (SEM) = Google 
Adwords 

– Easiest way to “buy traffic” 

• Search Engine Optimisations (SEO)= Google 
Organic Search 

– Shows your site when you’re relevant  

– You need to build content 

• Monitor it all with Google Analytics 
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Getting to the “Top Left” of the page is 
key  
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Source: Google Infratest Study 2011   



Pay Per Click (PPC) v Organic Search 
(SEO) 
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Consumers Look at PPC but tend to click 
on Organic 
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How to get a good Organic Ranking? 
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Ranking in Organic Search Really 
Matters 

79 
Source: Slingshot Google CTR Study  

Organic Click Through Rate 



Google Analytics give insight into site 
traffic and where it’s coming from 
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Don’t get carried away with analytics 
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https://www.youtube.com/watch?v=xAfA3D8VSnk 

https://www.youtube.com/watch?v=xAfA3D8VSnk


Winning the Consumer: Social Media 
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Winning the Consumer: Build a Social 
Media Presence 

• Leverage your consumers 

• Build Communities to generate content 

– Facebook 

– Twitter 

– Instagram 

– … 

• Create content that people will share 

• Create Advocates 
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Why do people “follow” brands & retailers 
online? 
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Source: http://marketing.wtwhmedia.com/study-how-many-people-follow-brands-
on-social-media-and-why 



Social Plays a role in influencing purchases 
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Source: http://www.socialmediaexaminer.com/blogs-outrank-social-networks-for-
consumer-influence-new-research/ 



Amongst Irish Businesses Facebook is 
still king 
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Mixed feelings about how effective 
Social Media is for business 
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Your Target Consumer will determine 
the platform you use and the message 
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Who we wanted to reach… 

Busy Mothers 
Plumbers and Installers 



Who we actually reached! 
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We were talking to 
people we knew about 
all the great things we 
were doing 

Other Start Ups & Potential Investors Tech Nerds 



This is where we needed to be talking 
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Succeeding on Social Media 

• Know your customer 

• Be relevant 

– What is important to you customers? 

– Why are you important to your customers? 

• Don’t just talk about yourself 

• 80% General Interest 

• 20% Yourself, your products and services 
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Social Media 1: Facebook 
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Macedonia’s Most Popular Brands  

93 

Source: Socialbakers January 2017 



Macedonia’s Most Popular Retailers  
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Source: Socialbakers January 2017 



Social Media : Instagram 
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Works best when you have lots of 
interesting content  
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You don’t need to be a celebrity, just 
visual 
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Social Media : Twitter 
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Twitter: Pre Purchase 
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Twitter: Promotions 
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Twitter: Post Purchase 
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What Brands are People Following? 
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Source: Socialbakers January 2017 



What Retailers are People Following? 
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Source: Socialbakers January 2017 



Lidl & Aldi: Success Story 
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Aldi’s Social Media Strategy 
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Twitter: Aldi lots of Retweets 
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Twitter Lidl: Social and Community 
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Best in class Retailer? John Lewis 
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Visual, Product Lead and Links to Pinterest 
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Social Media : You Tube 
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This was the start of a $1B business 
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https://www.youtube.com/watch?v=ZUG9qYTJMsI 

https://www.youtube.com/watch?v=ZUG9qYTJMsI


You don’t need a big budget to make 
an impact 
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https://www.youtube.com/watch?v=JZ0BkQCyQTs 

https://www.youtube.com/watch?v=JZ0BkQCyQTs


Social Media : Pinterest 
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Ratings & Reviews 
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Blog Reviews and Posts 
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Generating a Content Calendar 

• Customers Personas 

• Platform Utilisation Strategy 

• Contact Strategy 

• Key Communication Opportunities 
– Consumer Events e.g. Back to School, Summer 

Holidays 

– Gifting Moments e.g. Christmas, Mothers’ Day 

– Social Events e.g. Public Holidays 

• Promotional Calendar 
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Quick Assignment 

• Select one platform e.g. Twitter 

• Identify 1 Consumer Persona 

• Generate a Content Plan for February 
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Winning The Consumer: Your Website 
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Role of your website: Marketing, Sales 
& Customer Care 

• Pre-Purchase Marketing 
– Proposition and Reason to Believe 

– Product Content  

– Detailed Description & Images 

– Video 

– FAQs 

– Blogs 

– Testimonials 

– News 

– Mobile Enabled 
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What you need to sell on your website 

1. Strong Branding 
2. Clear Promotional Messaging 
3. New & Most Popular Products 
4. Give Prominence to Branded Goods 
5. Shopping Cart, Login Box and Search Box 
6. Payment Systems Icons 
7. Social Media Links 
8. Phone numbers and online chats 
9. Store Finder 
10. Trustmarks 
11. How-to guides 
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121 

Strong Branding 

Strong Messaging 
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Hot Products 



123 

Uncluttered Home Page 
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Top Navigation 

Promotional Slider 

Product Slider 
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Top Navigation 

Promotional Slider 

Product Slider 
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Account and Cart Information 

Deep Navigation 

Hot Products 
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Big Search Box 

Search By Car Type 
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Social Media Links 

Payment Information  

Trust Marks 

Contact Details 
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Live Chat 

Clear Promotions 

Delivery/ Collection Info 

Recommendations 



130 

Buying Guides 



131 

Story Telling 



132 

Story Telling 

Social Media Links 



133 

Keep the 
consumer 
engaged 
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How To Guides Store Finder 

Store Finder 

Story Telling 



135 

Customer 
Engagement 



Key Take Aways 

• Get the Basics Right 

– Navigation 

– Look and Feel 

• Build Trust with the Consumer 

– Company Info 

– Trustmarks 

• Tell Your Brand Story 

• Give your customers what they’re looking for  
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Snap Shot of eCommerce Websites 
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139 



140 



141 



142 



143 



144 



145 



146 



147 



148 



149 



150 



151 



152 
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Quick Assignment 

• Select a website and browse for a product 

• Rank the website out of ten for 

– Look & Feel 

– Ease of Navigation 

– Product Content 

– Trustworthiness  
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Building Basic Website  

• Use a free platform like WordPress 

• Designed for ease of use 

• Drop & Drag, no programming required 

• Gives you all the basic  

functionality you need to 

Promote your business  
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Website is a crucial source of 
information to execute a sale, online 

or offline  
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What are you looking for customers to do? 

157 

Call to 
action 



People are becoming more comfortable 
conducting business online 
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Building an eCommerce Website  

• Costs vary from self build for free up to €20k-30k 
for a very robust system 

• Select a platform 
– Shopify:  Basic version is free, build it yourself 

– WooCommerce: Designed to work with WordPress, 
basic version is free 

– OpenCart: Open Source platform, typical 
implementation will cost €10k-€20k 

– Magento: Suited to major retail operations, lots of 
functionality but costs €15k-€30k  
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Selling on your Website 
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ASOS Mens’ Landing Page 

161 

Left Hand 
Navigation 



ASOS “Onesies” Landing Page 
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Zebra Onesie Product Page 
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Simple Sign Up is Key 

164 



View your basket and prepare to 
check-out 
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Billing & Shipping Addresses 
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Enter Credit Card Details, Confirm 
and Pay 
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Processing Payments Online  
1. Cardholder enters information on 

merchant’s payment page. 
 

2. Card details are passed securely to 
Payment Gateway. 
 

3. Payment Gateway sends the Payment to 
Access Control Server of the Issuing Bank 
of the Cardholder 
 

4. Transaction continues back to Payment 
Gateway for standard authorisation, 
authorisation occurs in 2-3 seconds. 
 

5. Hold put on funds in cardholder account. 
 

6. Batch file created in Payment Gateway 
Payments of all day’s transactions. 
 

7. Batch file sent to Acquiring Bank for 
settlement, funds typically settled in 24 to 
48 hours. 
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PayPal & Stripe 

• Potential alternatives to a Payment Gateway 

• Allow customers to pay with credit cards 

• Easier to set up 

• Suitable for smaller operations 

• Fees are higher 

• Shop around to see what’s best for your client 
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Project Your Business: Managing 
Online Fraud 
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3D Secure: “Terrified by Visa” 
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Keeping the Customer 
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Source: The Consumer Decision Journey;  McKinsey Quarterly 2009 Number 3 

Keeping consumer 

Product website WOM 

Mobile website 
 

Social  
Networks/ 

Communities 

search 

Product Reviews 

Blogs 

 
Ratings & 
Reviews 

 

E-commerce 

Ongoing CRM 

Customer Care 

Product  

Registration 

Social  
Networks/ 

Communities 

Focus now switches to keeping the consumer 
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Software Updates 
On Screen   

Updates 

Winning consumer 



Apple do this better than anyone else 
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Your Website: Post Purchase 
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Leverage Customer base through 
Social Media 

• eMail Marketing 

– What can you blog about? 

– What does you “Content Calendar” look like?  

• How can you get customers to talk about what 
you do? 

• What’s the best platform to reach your 
customers on? 
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eMail offers the highest level of conversion 

Source: Marketing Sherpa, November 2013 

http://sherpablog.marketingsherpa.com/page/13/?s=social+media 
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Quick Assignment 

 

• Rank your business out of ten for 

– Contact Details 

– Contact Response Times  

– Contact Channels 

– Other post purchase  

customer interaction 
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Selling Online and Developing a  
Pricing Strategy 
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Selling Online Through Retailer Sites 
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Amazon Bigger than Google??? 

181 



Well maybe… 

182 
Source: Bloomreach.com: October 6th, 2015 



Retailer Sites: Rich Content 
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Retailer Sites: Reviews 
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Retailer Sites: FAQs 
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Is Online Always Cheaper? 
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Understanding and reacting to the 
market is only way to be the cheapest 
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Amazon.co.uk makes up to 400,000 
prices changes per day  

188 Source :Profitero Blog Nov 2013 (www.profitero.com) 



Retailers are responding to keep price 
conscious consumers  
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But when is a price promise not a price 
promise? 
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Price Elasticity 

• Elastic: A price increase will reduce demand and a 
price decrease will increase demand (Applies to 
most products) 
 

• Unit Elastic: Changing the price will not impact 
demand (Utilities, Transport, other essentials) 
 

•  Inelastic: A price increase will increase demand 
and a price decrease will decrease demand 
(Certain luxury products) 
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Value Based Pricing  

• Step One: Identify the “Next Best Alternative” 
& use as Base Price 

 

• Step Two: Determine Product Differences 

 

• Step Three: Create a Demand Curve 

 

• Step Four: Profit Maximizer Analysis 
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Downward Sloping Demand Curve 
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Profit Maximizer Analysis 
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Price Per 
Unit 

Units Sold Total 
Revenue 

Total Costs Profits 

€5 20 €100 
 

€40 €60 

€4 
 

40 €160 
 

€80 €80 

€3 
 

60 €180 
 

€120 €60 

€2 80 €160 
 

€160 €0 

€1 
 

100 €100 
 

€200 (€100) 



Value Based Pricing: Highly Elastic 
Products Online 

• Step One: Identify the “Next Best Alternative” & use 
as Base Price 
– Products are identical, so any competitor who will deliver 

to your consumer can provide a “Next Best Alternative” 

 

• Step Two: Determine Product Differences 

 

• Step Three: Create a Demand Curve 

 

• Step Four: Profit Maximizer Analysis 
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Online: Highly Elastic Demand Curve 

Consumers are price sensitive, so small changes can have a major impact on price   
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Profit Maximizer Analysis: Online 
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Price Per 
Unit 

Units Sold Total 
Revenue 

Total Costs Profits 

€5 0 €0 
 

€10 (€10) 

€4 
 

0 €0 
 

€10 (€10) 

€3 
 

20 €60 
 

€50 €10 

€2 500 €1000 
 

€1020 (€20) 

€1 
 

N/A N/A 
 

N/A N/A 



Profit Maximizer Analysis:  
Brick & Click v Pure Player 
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Price Per 
Unit 

Units 
Sold 

Total 
Revenue 

Total 
Costs  
PP 

Total 
Cost 
B&C 

Profits 
PP 

Profits 
B&C 

€5 0 €0 
 

€10 €50 (€10) (€50) 

€4 
 

0 €0 
 

€10 €50 (€10) (€50) 

€3 
 

20 €60 
 

€50 €90 €10 (€30) 

€2 500 €1000 
 

€1050 €1090 (€50) (€90) 

€1 
 

N/A N/A 
 

N/A N/A N/A N/A 



If presented with an online price the retailer has a number of 
factors to consider 

• Is the offer genuine? 

• Is the product/offer really comparable? 

• What is the immediate value of the sale? 

– Margin on the product 

– Margins on any Add-ons or Accessories 

• What is the potential value of the sale? 

– Customer Life time Value 
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How can the sale be about more than price?  

• What added value can the retailer offer? 

– Immediate Fulfilment 

– Flexible Payments 

– Returns Policy 

– After Sales Service 

• Can the lost margin be (partially) retrieved? 

– Accessory Sales (Bundles) 

– Warranty Sales 
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Quick Assignment 

 

• What is price stability like for your product 
service? 

• What steps can you take to protect your 
margin? 
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Online Distribution 
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Broker Model has required businesses to change 
where they sell products  

More 
Control 

Less 
Control 

Multi-sided 
Platform: Brings 
together two or 
more distinct but 
interdependent 
groups of 
customers 

• Price: Who really sets the price on eBay or Amazon MarketPlace 
• Range: What will be sold on a Broker’s Platform? 
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How does Amazon’s Market Place work? 
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Multiple Sellers offer the same product on 
Amazon (including Amazon!) 
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Dacia Duster 2010 
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If I’m searching for a Wind Deflector… 
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Mick’s Garage: Ireland’s Biggest Car Parts Site  
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Why Mick’s Garage sells on Amazon 
• Access to Amazon Consumers 

– MicksGarage 
• .ie/com 

• .co.uk 

– Amazon: Global Reach 

• Opportunity to build brand before local launch 

• Test operations in other markets 

• Improved Organic Search Results 

• Develop consumer and competitor insights 
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How does Amazon Benefit? 

• More Products = More Search Results = More 
Traffic = More Sales 

• Commission charged on all transactions 

• Amazon focus on mainstream products 

• Allows MarketPlace sellers to develop the 
“Long Tail” niche businesses 

• Transaction takes place on Amazon so 
opportunity to acquire more customers  
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Argos is a pick-up point for eBay! 
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Why would Argos sell on eBay? 
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Leverage eBay’s traffic but overcome some of the 
barriers to buying from a Broker 
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Same Product, same price on Argos 
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What does it mean for Manufactures? 

• Impacted by Retailer/Platform’s inability to control 
price 

 

• Focus has to shift to controlling distribution 

 

• Distribution Strategy: Which Retailers/Channels get 
what products 

 

• Commercial Policy: How can different prices to 
different retailers/channels be justified  
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Brand 
experience 

Category 
experience 

Nikestore.com  

Eg.  
Prodirectsoccer.com  

Eg. 
Decathlon.fr  

Eg.  
JD.co.uk 

Digital stores: 

Value 

Good 

Better 

Best 

Pinnacle 

Nike’s Distribution Strategy 
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Quick Assignment 

 

• What does your Distribution Strategy look 
like? 

• Are there ways to expand distribution without 
negatively impacting your margin? 
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Why is Amazon Winning? 

218 



Amazon has overtaken Walmart in 
Stock Market Valuation  
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Walmart’s online efforts aren’t paying off 

Source: http://uk.businessinsider.com/amazon-vs-wal-mart-in-one-chart-2015-7?r=US&IR=T 
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Foregoing profits to deliver long term 
growth 

Source: http://uk.businessinsider.com/amazon-revenue-vs-profit-2016-1?r=US&IR=T 
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And investors love it! 
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At the time Amazon’s IPO wasn’t such 
a big deal… 
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Amazons Competitors 

• First Phase 

 

• Second Phase 

 

 

• Third Phase 

 

 

 224 



Who said this? 

 

“Yes, we are strong in ecommerce, but we never 
positioned ourselves as an ecommerce company 
only, we position ourselves as a data company, 
too.” 
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• Ali Baba CEO, Daniel Zhang 

        
 June 23rd, 2015 
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What about Amazon? 
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“Amazon is not a commerce company. It’s a big data 
company. And that’s what makes the difference in its 
success for the past year and the year ahead” 
 
  Alex Williams: Techcrunch.com, Dec 2012 



Amazon doesn’t think like a retailer… 

• It thinks like a data company! 

 

• Uses data to get you to buy more… 

 

• More often! 

 

• The more you buy the more data they get! 
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Amazon use data to present you with 
more buying choices 
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Based on other people’s purchases 



Based on your own browsing 
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Matches your purchase to offers 
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Subscribe and Save 
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Amazon Moms’ Programme 
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Amazon Programmes (US) 

• Moms (Family outside US) 
– Sign up for discounted “Diapers and Wipes” 

– Free Shipping 

• Prime 
– US consumers pay $99 a year for 

• Delivery discounts 

• Video, music and movie streaming 

• Exclusive Content and Programming 

• Access to Kindle Library 

• Other benefits 

234 



Prime Value 

• 63 million Prime members in the U.S. in July 
2016 

• Up 30% from June 2015 

• More “Prime” Members than normal 
subscribers 

• Prime members spend an average of $1,200 a 
year 

• 71 percent more than non-members  
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Prime Day: July 12 2016 

• First was in 2015 to celebrate Amazon’s 20th 
Birthday 

• 60% increase on 2015 sales  
• 90,000 televisions worldwide 
• 200,000 Headphones  
• 160,000 Toys and  
Games in Germany 
• Overall best seller in  
the US was a Pressure 
Cooker! 
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What is a Prime Customer Worth? 

• Life Time Customer Value 

– $1200 p.a. 

– Over 10 years? 

– Targets Students and 1st Time Mothers 

 

• Customer Acquisition Cost 

 

• Customer Retention Cost 
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Similar Schemes are on the rise 
Bought by Walmart in August 
2016 for $3.3 billion 
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Walmart’s ShippingPass 

“With ShippingPass, you can enjoy Every Day 
Low Prices with the convenience of fast, FREE 
shipping. For just one payment of $49, 
ShippingPass members receive free, 2-day 
shipping for an entire year with no minimum 
order on eligible items and free return shipping.” 
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The future of shopping? 
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Scope of Amazon Dash 

• Twenty-nine brands and a total of 500 
products, including  

– Tide Detergent 

– Cottonelle Toilet Rolls etc. 

– Gatorade Sport Drink 

– Kraft Macaroni and Cheese  

– Clorox Wipes 

– Hershey Ice Breaker Mints  
Source: http://digiday.com/brands/brands-flock-amazon-dash-largely-remains-experiment/ 
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Success of Ice Breakers 

• Overall Hershey’s second most popular 
product 

• Top-selling e-commerce product 

• Amazon orders for the mints up 70% percent 
year on year 

• Repeat order rates are at 31 %, more than 
double any other Hershey’s product. 

Source: http://digiday.com/brands/brands-flock-amazon-dash-largely-remains-experiment/ 
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Secret of Amazon’s Success 

 

• Learn your consumption habits 

 

• Make it easy for you to order 

 

• Build loyalty and increase frequency of 
(re)ordering 
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Who are Amazon hiring? 

244 

“We are a technology 
company at our core, 
…people who are really 
strong technically and 
who are innovators and 
can invent great stuff on 
behalf of our customers.” 
 
Susan Harker, Amazon's Director of 
Global Talent Acquisition. 

Source :How Amazon Hires for its 1,000 Open Tech Jobs (www.it-jobs.fins.com) 



Why aren’t Amazon making money? 

 

• Investing to stay on top 

– Data Centres 

– Data Experts 

– Warehousing  

– Logistics 

– Kindle 
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Kindle Fire Tablet 

Was £199 at launch! 
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What it offers 

• eBooks are cheaper than books 

– Storage 

– Distribution 

• People buy more eBooks 

• People use their Kindle to browse = data 

• People use their Kindle to buy = revenue + 
data  
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It’s not just Amazon 
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• Tesco Hudl was a “Big Data” play 
 

• Available for just £60 with Clubcard 
points 
 

• 56m Tesco Clubcards in the UK 
 

• In 2013 Tesco UK spent $750m on 
websites, mobile apps, digital signage, 
personalisation in their digital stores 
 

• Tesco has shut down or sold off its 
streaming and eBook services following 
departure of CEO Phil Clarke 

Source :Data: every little helps at Tesco (compruting.co.uk) 



WalMart’s Online Strategy driven by 
Big Data 

 

 

"By leveraging big data, we are developing 
predictive capabilities to automatically generate 
a shopping list for our customers based on what 
they and others purchase each week" 

Gibu Thomas, Global Head of WalMart's Mobile Division 
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Source :Wal-Mart Puts Its Faith in Big Data for Mobile Strategy  (cnbc.com) 



Show me the Money! 

 

• Walmart applies data mining and analytics 
techniques to its repository of Big Data 

• They were able to extract an extra 10%-15% of 
revenue through increased sales via its 
ecommerce site 

• Delivering an extra $1 billion in revenue! 
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Source : Walmart Demonstrates the Value of Big Data 
 (customercentric.com) 



Amazon: Staying ahead 

• Data 

 

• Loyalty 

 

• Service 

 

• And Price… 
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What we looked at today 

• Digital Quiz 
• eCommerce Landscape 
• Traditional & McKinsey Funnels 
• Google 
• Social Media Platforms 
• Your Website 
• Post Purchase Experience 
• Online Pricing & Distribution 
• Amazon Case Study 
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In Summary 

• The Digital Consumer is becoming more and 
more important  

• Your website and social media tools will be 
crucial to reach people online 

• The most important thing is to be relevant 

– What’s important to your customers 

– What makes you important to them 
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Carrickane Consulting  

Graham Merriman 
gpmerriman@gmail.com 

+353 1 46 23 146 
+353 85 83 64 677 
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