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Our Consumer Health 

business has a portfolio 

of market leading 

and heritage brands



OBJECTIVES
eCommerce focus areas

_Build capability around Digital & eCommerce

_Develop eCommerce strategies & tactics to 
meet business, shopper & retailer needs

_Develop best in class execution plans

_Establish Go to Market structure that balances
today’s needs with tomorrow’s opportunity

_Identify Right Partners to deliver
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RE-CAP 2018







Collaboration with the US

Growth, Accelerate & Support

Reapplication to markets
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U K

eCOMMERCE HOW TO WIN
P l a y b o o k s



Same Principles – just 

more to consider!
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Opt imis ing Bas ic s

Improved content  

Rol led  out

r ich  content
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AMS  
S E A R C H

AMG
TA R G E T E D  

D I S P L AY  M E D I A

VPCS
V E N D O R  P O W E R E D  

C O U P O N S

CUSTOM 

ASSORTMENT
U N I Q U E  O F F E R I N G S

x x x x

x

Vine Voices Seeded Reviews

r ich  content
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_Improve Costumer Experience 
_Support planning of annual 
promotions calendar and unlock 
custom promotions
_

Conversion

across our full range working both in-house 
and with external agencies
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Kindle Fire Wake Screen Ad

AAP - Dynamic eCommerce Ad

Landing Page

KPI’s:

• Impressions

• CTR

• Sales uplift over 

time

https://www.amazon.co.uk/adlp/previewpage?pageId=ee571888-18ad-429c-9718-8818ad729c2e&tab=BeroccaCore


Understanding your P&L

_ Sales growth
Net sales  (SELL IN)

EPOS  (SELL OUT)

_ Profitability
Online vs Offline

_ Content
e.g Images, titles, short & long 
descriptions,  A+ content tracking. 
Multiple partner pilots.

_ Search
Search return within top 10 by 
Brand & Category terms.



I NT EGRAT ION EDU C AT ION EM B ED



M i n d s e t .
‘ I t s  o n l y  2 %  o f  m y  

b u s i n e s s ’

R o l e s  &  
R e s p o n s i b i l i t i e s C a p a b i l i t i e s
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i s  n o t  an  op t i on

Pure Incrementality is the wrong mentality 

Emerging Brands are on the Offense

Opportunity & First Mover Advantage

Invest for the Long term

The basics are evolving and require right focus and continuous 

improvement


