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Who We Are| Who We Work With 

Bringing brand, 

innovation & retail 

best practice to 

growing businesses

Harnessing the 

latest advances to 

deliver cost 

appropriate 

solutions
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That was Then| This is Now…
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Number (millions)  of Amazon Prime users in the United States 

Existing e-commerce trends 
heavily accelerated

More (and smaller) brands 
into and in the market 

But Amazon position 
entrenched (“for better & 
worse”)

Independent Online Retailers vs Ecommerce Giants  https://www.junglescout.com/blog/amazon-statistics/
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This is Now| What’s happening in e-commerce?
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There’s something about Amazon…  | What is it?

?
Faster shipping

Customer service 

(security)

Familiar (and effective) 

returns service ! Many of the benefits

of a brand
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Undeniable Impact of Amazon | Raising the Overall Standard

Drastic impact on expected 
shipping times

10 years ago, reasonably estimate weeks for a package to arrive 
& even prepared to wait 2-3 times this for large furniture.

Amazon’s impact means  even 2 - 3 days doesn’t seem good 
enough for most (even large or heavy) items. 

Becomes a driver of choice in where to shop – in fact even a 
‘hygiene factor’ -> causing other retail giants to follow suit

-> Massively challenging for any small store that can’t keep up: 
especially if they sell something similarly found on Amazon.
…unless it’s *really* worth waiting for…

https://system1group.sharepoint.com/sites/PartnershipsTeam/Shared%20Documents/Creative%20Partnerships/System1%20&%20BrandOpus%20-%20December%202022.pptx?web=1
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There’s something about Amazon…  | What is it?

!
Faster shipping

Customer service 

(security)

Familiar (and effective) 

returns service
Many of the benefits

of a brand
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There is another way to deliver the benefits of a brand …

Higher quality 

shopping experience

Enhanced 

customer service 

Offer something 

different!
Benefits of your own 

brand presence 

Build your 
own Brand 
Presence 

online



If a brand comes
readily to mind,
it’s a good choice.

Fame
If I recognise
a brand quickly,
it’s a good choice.

Fluency

Feeling
If I feel good
about a brand,
it’s a good choice.

PREDICTS FUTURE BRAND SHARE ENABLES YOU TO CHARGE A PREMIUMREFLECTS CURRENT BRAND SHARE
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There is another way to deliver the benefits of a brand …

Higher quality 

shopping experience

Enhanced 

customer service 

Offer something 

different!
Benefits of your own 

brand presence 

Build your 
own Brand 
Presence 

online

-> But shipping speed 

is a big challenge
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A Third Way| Having your cake and eating it…

Brand presence 

+ 

Shipping speed –

fulfilment 

by Amazon, but costly

£

£

FBA Fees  

https://system1group.sharepoint.com/sites/PartnershipsTeam/Shared%20Documents/Creative%20Partnerships/System1%20&%20BrandOpus%20-%20December%202022.pptx?web=1
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Using the Keyword “Health 

foods” this is what appears at 

the top of the search for 

Amazon compared to Google 

(all using ads No organic 

listings!) 

Any and every platform you 

have an online presence in. 

If you are choosing – Google is 

key (even if you prioritise a 

third party marketplace you 

can still run ads on Google 

Search Engine Optimisation to 

have it link over to e.g. 

Amazon.

It always pays to advertise…? |But where?

Which platform should you 

advertise on? …..
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Role of target audience| Especially post-Covid

Before Covid ads were a lot less competitive and users 

didn’t know how to best optimize them compared to now.

This is largely down to most big platforms incorporating PPC 

(pay per click) ads on their platform. Instagram, Facebook 

and recently Tik Tok. 

Why advertise on one platform over another?

Firstly, target audience, who will see your ad? The whole post 

covid approach to ads is optimizing them in a way where they 

are best targeted. Majority of people that use Tik Tok are half 

the age of the Facebook majority.

Secondly a platform with more users will reach more people, 

but is that what you want? Would you rather present your 

product to 100 people that have no interest in it, or 10 people 

that have bought from your competitors?

Not only is it important to consider what type of people are on 

each platform, but what these people use each platform for! 
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Who is Amazon not for?

Consumer POV 

The biggest reason someone would 

choose to shop elsewhere than 

amazon is if they had some form of 

brand loyalty. A product with a more 

complex buying behavior lends itself to 

this. If your product is one in which 

customers want and value your 

experience, then they will consider 

leaving behind the perks of amazon. 

Consumers will want to justify either 

spending more or waiting 2 more days 

etc. 

Brand

If you are an established brand in the 

market then you can often sell 

independently. If you have built a brand 

that consumers can get behind, you will 

have some market dictatorship and 

attract people outside of fast shipping 

times and good price points to a higher 

quality product customers are prepared 

to wait for. 

Although you can build quite a strong 

brand on Amazon….

To conclude it heavily depends on what 

type of products you sell. However, who 

said you have to pick one. Most brands 

have a dedicated store and an amazon 

presence
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No matter what you choose to do, do it right!

Our first example is Redber Coffee. They have a strong 

website and our backdoor tools estimate they receive 

around 3000 site visits a month.

However, according to our tools they have only sold 4 of this 

particular product in the last month. So why is this…..
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No matter what you choose to do, do it right!

We also estimate that the keyword Redber coffee has around 

240 searches a month on Amazon! But we know they get 

less than 10 sales a month? So how many customers who 

went to find Redber coffee ended up purchasing a similar 

product which came up first.

Firstly, when you search their brand name on Amazon, this 

is what comes up.

They do not even rank in the top 4 for their own product 

name, which has led to their competitors advertising under 

the keyword ‘Redber coffee’ so they can drive consumers 

towards their brand as Redber doesn’t own the right keywords 

for their product.

Also their listing only contains 

3 pictures. Only one of which 

actually shows the product 

with packaging!



17© Insight Team

Listing checklist 

Relevant Keywords- Keywords are the backbone of modern day ecommerce. With the rise in 
online presence among everyone due to covid, its more important than ever to make it easy 
to be found. Prioritising highly relevant keywords and not pushing ones which aren’t as 
relevant is essential. 

Good pictures- Potential consumers should be able to see everything they need to know 
before having to read a word of what you’re selling. Pictures should inform and clarify 
thoughts and feelings of a potential buyer to help make their decision easier.  

Clear listing- Before considering a purchase, consumers shouldn’t have any questions about 
what they are actually going to receive. It seems obvious but always set up your listing in the 
order you want it to be received, i.e the picture order and description layout. 

Final takeaways- The biggest impact of covid from an ecommerce point of view is the amount 
of brands selling stuff + the amount of stuff each brand is selling. We no longer live in a 
monopoly landscape where only 1 or 2 people sell a thing on the internet. So with this in 
mind your listing has to attract and keep the potential customer.
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The importance of getting the payments process right
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The importance of getting the payments process right
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The importance of getting the payments process right
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The importance of getting the payments process right



what, if anything, 

hasn’t changed? 
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Innovation| “Give me the same but different”

24
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Fluent Innovation| 80% Familiar: 20% New

25

Fluent Innovation
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Successful Innovation| 80% Familiar: 20% New

26
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Successful Innovation| 80% Familiar: 20% New

27

Designed for Analytical Thinking Designed for Holistic Thinking
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Successful Innovation| 80% Familiar: 20% New?

28
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Successful Innovation| 80% Familiar: 20% New

29
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Concluding

Whether you think a website of your own or a third party 

platform is the best fit for your brand, optimising e-commerce 

is just as important and the same mistakes can be made. 

E-commerce has moved forward so much since Covid as all e-

commerce gateways have had more and more traffic: allowing 

for refinement and optimisation by big companies.

The rise in online retail and the online space in general means 

so many advancements in how companies can collect data 

with so many more data points being available.

The best way to obtain success in a post-Covid online 

ecosystem is to engage with the exact people you see fit to tell 

about your product. 



CEO

07769 284 571

Will Goodhand

Will@insightteam.co.uk

mailto:will@insightteam.co.uk
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