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RETAIL INTIMACY 2.0 (PART 3) 

Winning at 
Amazon.com 

In col laborat ion with: 

catapult 
Dedicated teams and resources can help CPG brands 
improve their performance with the company. 

By Michael Applebaum 

e w c o m p a n i e s can el ic i t c a n d o r f r o m r i ­
vals t h e w a y A m a z o n . c o m d id f r o m Net-
f l ix CEO Reed Hast ings ear l ier th is year. 
" E v e r y t h i n g A m a z o n does is so amaz­
ing , " Hast ings said d u r i n g a live TV inter­
v iew. " H o w are t hey d o i n g so m a n y bus i ­

ness areas so wel l? They are t r y i n g t o repeal t h e 
basic laws of business. ... They ' re awfu l l y scary." 

W i t h its p o w e r f u l g r o w t h eng ine and capac i t y t o 
d is rup t estab l ished marke ts , A m a z o n str ikes fear 
a m o n g c o m m e r c e , en te r t a i nmen t and b rand lead­
ers alike. The company ' s d iverse po r t f o l i o spans in­
dust r ies f r o m hea l thcare t o industr ia l manu fac tu r ­
ing, and it wi l l even beg in t o l ivestream NFL g a m e s 
nex t m o n t h . By far its b igges t m o v e t o da te is t he 
$13.7 bi l l ion deal t o acqu i re W h o l e Foods Market, 
wh i ch appears t o remove any remain ing d o u b t 
a b o u t Amazon ' s abi l i ty t o conque r g r o c e r y re lated 
e - c o m m e r c e . Assum ing t h e deal goes t h r o u g h (it 
was announced near press t i m e on June 16th), it 
wi l l vast ly expand Amazon ' s f oo tp r i n t of physical 
stores and w i d e n its cus tomer base in the natura l 
and organ ics f o o d s categor ies . In add i t i on , it is 
likely t o acce lerate t r i p decl ines at t rad i t iona l g r o ­
cery chains and pu t even greater p r ic ing pressure 
on mass retai lers, f u r the r so l id i fy ing Amazon ' s p o ­
si t ion as the overal l e - c o m m e r c e leader. 

"Pr ior t o t h e dea l , it was safe t o assume tha t 
A m a z o n w o u l d b e c o m e a ma jo r g r o c e r y p layer 
w i t h i n t h e next 10 years . Now, it 's l ikely t ha t n u m ­
ber is c loser t o f ive years, " says Ange la Edwards , 
v ice p res iden t of c l ien t serv ices and head of e¬
c o m m e r c e m a r k e t i n g at Catapu l t . "This is a t r u e 
g a m e - c h a n g e r fo r A m a z o n and a b ig w a k e u p cal l 
f o r t h e ent i re indust ry . " 

For m o n t h s pr io r t o t h e dea l , A m a z o n had been 
e x p a n d i n g its on l ine g r o c e r y serv ices and p re ­
pa r i ng t o rol l o u t A m a z o n F r e s h P ickup g r o c e r y 
p i c k u p cen te rs , wh i le also mak ing a b igge r push 
in ca tego r ies such as fash ion , h o m e fu rn ish ings 
and e lec t ron ics . A t a t i m e w h e n e - c o m m e r c e is 
d r i v i ng a lmos t all o f t h e g r o w t h in retai l sales -
par t i cu la r l y fo r CPG c o m p a n i e s , w h i c h surpassed 
$10 b i l l ion in on l ine sales in 2016 - A m a z o n c o n ­
t inues t o d o m i n a t e t h e on l ine essent ia ls t r i p . The 
c o m p a n y ' s share of overa l l on l ine sales j u m p e d 
10 po in t s t o 4 3 % last year, t hanks t o par t i cu la r l y 
s t rong resul ts in CPG ca tego r ies inc lud ing f o o d , 
househo ld and hea l th and beau ty , as wel l as in 

e lec t ron ics and appa re l , a c c o r d i n g t o da ta f r o m 
Slice In te l l igence and In ternet Retailer. 

A m a z o n con t inues t o invest heavi ly in its core 
e - c o m m e r c e business, us ing i nc remen ta l revenue 
s t reams f r o m sources inc lud ing A m a z o n Media 
Group (AMG) , A m a z o n Marke t ing Serv ices (AMS) 
and A m a z o n Pr ime m e m b e r s h i p fees. " A m a ­

zon f inds c reat ive ways t o de l iver t h e t w o th ings 
n e e d e d t o g r o w its shoppe r base: a seamless 
s h o p p i n g expe r ience and an endless asso r tmen t , " 
says Ju l ie Crabb , a c c o u n t superv iso r at Ca tapu l t . 
"Those t w o th ings , a long w i t h t h e best p r i c ing in 
t h e marke tp lace , make it hard fo r c o n s u m e r s t o 
shop a n y w h e r e else." 

FIVE KEYS TO W I N 
In t roduce the Right Products 
T h i n k 3Ps: P r o f i t a b i l i t y ; P a c k a g i n g ; P r i c i ng 

A m a z o n e n c o u r a g e s " f r u s t r a t i o n f r e e " 
e c o - f r i e n d l y p a c k a g i n g a n d w a n t s t o 
k e e p s h i p p i n g w e i g h t s d o w n D e v e l o p a 
p r o d u c t p o r t f o l i o w i t h o p t i m a l ma te r i a l s 
a n d p a c k a g e sizes f o r o n l i n e sales • 
O n l i n e s h o p p e r s seek s p e c i a l t y SKUs, so 
t a k e a d v a n t a g e o f A m a z o n ' s end less she l f 

'Winning at Amazon 
is about getting the 
fundamentals right." 

T o m M u r p h y , Bar i l la USA 

Produce the Right Content 
U n d e r s t a n d A m a z o n ' s spec i f i c sea rch m e t h o d s C u s t o m i z e each b r a n d ' s r e p r e s e n t a t i o n 

O p t i m i z e t h e t y p e , n u m b e r a n d q u a l i t y o f p r o d u c t i m a g e s / v i d e o s F i rs t l o o k is key, as 
s h o p p e r s ra re ly g o b e y o n d t h e f i rs t p a g e o f sea rch resu l ts K n o w w h e n t o s u p p o r t A - p l u s 
d e t a i l p a g e s U n d e r s t a n d t h e n e w r u l e s / r e s t r i c t i o n s f o r r a t i ngs a n d rev iews 

Develop the Right Promot ional Plan 
A m a z o n inv i tes b r a n d s t o inves t in e v e r y A M S / A M G m e d i a veh i c l e , b u t s o m e w i l l 
w o r k b e t t e r t h a n o t h e r s d e p e n d i n g on t h e c a t e g o r y U n d e r s t a n d t h e ro le o f v a r i o u s 
p r o m o t i o n a l veh i c les ve rsus b r a n d / c a t e g o r y o b j e c t i v e s D o t e s t a n d lea rn ; seek e x p e r t 
g u i d a n c e 

Track the Right KPIs 
A d j u s t m e a s u r e m e n t t e c h n i q u e s a n d e x p e c t a t i o n s f o r ROI A d a p t ROI m e t r i c s f o r 
s p e c i f i c c a t e g o r i e s a n d d i f f e r e n t A m a z o n p l a t f o r m s E x p a n d f ocus b e y o n d s a l e s / u n i t 
v o l u m e , a n d i n c l u d e p lan t o t r a c k / m e a s u r e o n l i n e v i s i b i l i t y A c c o u n t fo r A m a z o n d r i v i n g 
o n l i n e a n d o f f l i n e sales C o n s t a n t l y r e - e v a l u a t e p e r f o r m a n c e t o a c c o u n t f o r r a p i d - f i r e 
c h a n g e s in t h e s p a c e 

Get the Right Suppor t 
T r a d i t i o n a l sales a n d m a r k e t i n g t e a m s m a y n o t s u c c e e d in th is e n v i r o n m e n t Teams m u s t 
have s p e c i f i c d a t a a n d t e c h n o l o g y e x p e r t i s e O u t s o u r c e s p e c i f i c s u p p o r t needs a n d 
secu re an A m a z o n " t r u s t e d " c r e a t i v e p a r t n e r C o n s i d e r w h e t h e r t h e o r g a n i z a t i o n is set 
u p t o o p t i m i z e e - c o m m e r c e 
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Winning with Millenniais 
Millennials are more likely than other generational cohorts to shop on Amazon.com for FMCG, especially HBA 

> 19% 

Beauty products 

Health & wellness products (including OTC) 

Personal care products 

17% 
8% 

117% 

29% 

22% 
15% 

12% 

116% 
24% 

15% 
6% 

I 12% 

Pet food & treats 

Household cleaning products 

Groceries 

13% 

16% 

15% 
11% 

6% 

110% 

Baby products 

Paper products 

17% 
7% 

2% 

110% 
15% 

9% 

0% 

4% 

ya. 

Purchases on Amazon.com 
by generation 
• Total Shoppers 

Millennials 
GenX 
Boomers + 

10% 15% 20% 25% 30% 

Source: Catapult Shopper Lab, January 2017 
Q. At which online retailers do you purchase each of the following? — Amazon.com 

Building Dedicated Teams 
N o w m o r e t han ever, it is cr i t ica l fo r CPG mar­
keters t o d e v e l o p an e - c o m m e r c e s t ra tegy t h a t 
focuses exclus ively on A m a z o n . By pu rchas ing 
W h o l e Foods ' 4 6 0 s tores (wh i ch are m o s t l y in 
t h e U.S.), t h e c o m p a n y wi l l c rea te an ex tens ive 
n e w n e t w o r k of d i s t r i bu t i on centers and p i c k u p 
loca t ions fo r A m a z o n F r e s h , Pant ry and Pr ime 
N o w serv ices. ( A m a z o n Pr ime cu r ren t l y has m o r e 
t h a n 65 mi l l ion subscr ibers , or a b o u t one in every 
f ive U.S. househo lds . ) " W e e x p e c t b o t h de l i ve ry 
of g rocer ies and essent ials and c l i ck -and-co l l ec t 
pu rchas ing m e t h o d s t o e x p a n d dramat ica l l y , " 
says Edwards . "CPG c o m p a n i e s wi l l have t o e n ­
sure t h a t t hey max im ize a s s o r t m e n t and ach ieve 
fu l l d i s t r i bu t i on under Pant ry and Fresh, and in ­
ves t a p p r o p r i a t e l y t o ensure s t rong p l a t f o r m v is­
ib i l i ty fo r the i r b rands . " 

W o r k i n g w i t h A m a z o n has a lways invo lved d is­
t i n c t cha l lenges tha t set it apa r t f r o m t h e t r a d i ­
t i ona l retai l m o d e l , and tha t wi l l no t c h a n g e in t h e 
n e w landscape. For one t h i n g , Amazon ' s ob jec ­
t ives d o n ' t a lways a l ign w i t h t h e goa ls of marke t ­
ers. It con t inues t o g r o w its p r i va te - labe l p r o g r a m 
and urges all m a n u f a c t u r e r s t o s u p p o r t t h e low­
est poss ib le pr ices fo r the i r p r o d u c t s . Amazon ' s 
o p e n on l ine ma rke tp l ace also a t t r ac t s a s ign i f i ­
can t n u m b e r of t h i r d - p a r t y sel lers, w h i c h present 
a po ten t ia l th rea t t o sales and b r a n d e q u i t y fo r 
m a n y manu fac tu re r s . To o v e r c o m e these cha l ­
lenges and max im ize n e w o p p o r t u n i t i e s , expe r t s 
say b rands mus t d e d i c a t e resources t o A m a z o n 
and d e v e l o p t eams w i t h spec i f ic k n o w l e d g e and 
exper t i se in w o r k i n g w i t h t h e c o m p a n y . 

"Every b rand mus t make cr i t ica l dec is ions a b o u t 
its i nves tmen t pr io r i t ies w i t h A m a z o n . There are 
m a n y d i f f e ren t levers t o pul l , " says Edwards . For 
examp le , some b rands may c h o o s e t o supp le ­
m e n t init ial search resul ts on A m a z o n . c o m w i t h 
" b e l o w t h e f o l d " de ta i l pages tha t inc lude m o r e 

p r o d u c t i n f o rma t i on and m a r k e t i n g con ten t . 
In genera l , a w i n n i n g s t ra tegy at A m a z o n re­

qu i res t h e marke te r t o pay c lose a t t e n t i o n t o t h e 
f u n d a m e n t a l s of d i s t r i bu t i on , a s s o r t m e n t and 
con ten t , says Tom Murphy , sales d i r ec to r of e¬
c o m m e r c e at Bari l la USA. "A key f a c t o r in Baril la's 
success has been our ab i l i t y t o ga in d i s t r i bu t i on 
across all o f Amazon ' s s h o p p i n g p l a t f o r m s , w h i c h 
enab les us t o m a x i m i z e our p resence and sales 
w i t h t h e company . " 

For s o m e marke te rs , pa r t o f t h e cha l lenge s tems 
f r o m an o rgan iza t i ona l a p p r o a c h t h a t assigns e¬
c o m m e r c e t o o the r "spec ia l t y sales" t e a m s (e.g., 
c lub merchan ts ) w h o may not have t h e a p p r o p r i ­
ate too ls or exper ience . W o r k i n g w i t h A m a z o n re­
qu i res spec i f i c skil ls, f o r examp le , t o ana lyze sales 
da ta t h a t is t yp i ca l l y no t b roken d o w n a long t r a ­
d i t iona l c a t e g o r y l ines. "You need g u i d a n c e f r o m 
p e o p l e w h o can nav iga te A m a z o n ' s on l ine p o r t a l 
and w h o u n d e r s t a n d its search a l g o r i t h m s in or­
der t o o p t i m i z e deta i l pages , " says Edwards . For 
examp le , in househo ld p r o d u c t s , a d d i n g m o r e 
spec i f ic search t e r m s re la ted t o p r o d u c t bene f i t s 
(e.g., "gen t l e on all su r faces" ) can dr ive i n c r e m e n ­
ta l search resul ts. " I t 's i m p o r t a n t t o u n d e r s t a n d 
and leverage t h e spec i f ic bene f i t s t ha t shoppe rs 
are l ook ing fo r in you r ca tegory , " says Edwards . 

Amazon as Media Vehicle 
I ndus t ry expe r t s adv ise b rands t o th ink of e - c o m ­
merce as a m a r k e t i n g channe l , no t just a c o n d u i t 
fo r sales. Tha t is par t i cu la r l y t r u e fo r A m a z o n , 
w h i c h o f t e n is u n d e r e s t i m a t e d by marke te rs as a 
med ia veh ic le . More t han half (55%) of all p r o d ­
uc t searches beg in at A m a z o n . c o m (a lmost t w i c e 
t h e rate o f Goog le ) , regard less of w h e t h e r t h e 
purchase is m a d e on l ine or in a s tore, a c c o r d ­
ing t o B l o o m R e a c h research. F u r t h e r m o r e , 9 0 % 
of c o n s u m e r s e i ther "a lways" or " o f t e n " check 
Amazon ' s l is t ings even if t hey f o u n d t h e p r o d u c t 

AMAZON'S NOT-SO-SECRET 
WEAPON: MILLENNIALS 

ere's o n e m o r e e d g e fo r A m a z o n (as 
if it n e e d e d i t ) : It has t h e o v e r w h e l m ­
ing s u p p o r t o f Mi l lennia ls . A s t udy by 

Slice In te l l i gence surp r i sed observers ear l i ­
er th is year w h e n it f o u n d t ha t A m a z o n was 
ranked as t h e No. 1 c l o t h i n g reta i ler a m o n g 
consumers 18 t o 3 4 , ahead of N o r d s t r o m , 
O l d Navy, J . C rew and V ic to r ia 's Secret . 

Amazon 's appeal to the younger genera­
t ions extends much fur ther than apparel , ac­
cord ing t o data f r o m Catapult 's Shopper Lab. 
Its survey (see chart above) revealed that Mil­
lennial consumers were more likely than older 
cohor ts t o purchase products on Amazon in a 
w ide swath of CPG categories, w i th the heavi­
est concentrat ion of purchases registered in 
beauty, health and wellness and personal care. 

t hey ' re l ook ing fo r e lsewhere . The reverse is also 
largely t r ue , as 7 0 % of consumers check p r o d u c t s 
t h e y ' v e f o u n d on A m a z o n on o the r e - c o m m e r c e 
sites. 

Thus, A m a z o n . c o m has b e c o m e t h e p r i m a r y 
des t i na t i on fo r i n f o r m a t i o n re la ted t o purchases, 
and it is hav ing an increasing in f luence on d e c i ­
s ions tha t i m p a c t b o t h on l ine and o f f l ine sales. A l ­
ready, A m a z o n ranks f i f t h in t o ta l un ique m o n t h l y 
v is i ts a m o n g all m u l t i - p l a t f o r m w e b p rope r t i es 
( i nc lud ing news and e n t e r t a i n m e n t sites) in t h e 
U.S., beh ind on ly No. 1 Goog le , Facebook , Y a h o o 
and Mic roso f t , per IRI. 
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A M A Z O N BUYS WHOLE FOODS ... WHO'S NEXT? 
This real i ty wi l l on l y d e e p e n as c o n s u m e r s fur­

the r in tegra te d ig i ta l too ls in to the i r s h o p p i n g 
p rac t i ces , a l l ow ing t h e m t o t o g g l e easi ly across 
i n f o r m a t i o n and b u y i n g sources. The d ig i ta l m e ­
d i u m wi l l in f luence up t o 77% of all retai l sales th is 
year, w h i c h equa tes t o a va lue of m o r e t han $2 t r i l ­
l ion, a c c o r d i n g t o t h e 2016 U.S. S h o p p e r Survey 
f r o m Clavis Insight. Current ly , m o r e t h a n 76% of 
all s h o p p i n g t r ips beg in on l ine . Near ly t w o - t h i r d s 
of Mi l lennials shop on l ine on a week l y basis, and 
8 4 % of 35 - t o 54 -yea r -o lds shop on l ine mon th l y , 
per t h e survey. (See s idebar on p a g e 11 fo r m o r e 
on Amazon ' s e d g e w i t h Mil lennials.) 

Amazon 's expansive d ig i ta l p l a t f o r m is m o r e 
t han just a b o u t exposure or reach: It creates an 
o p p o r t u n i t y fo r b rands t o engage w i t h c u s t o m ­
ers t h r o u g h con ten t , enhanc ing cus tomer rela­
t ionsh ips and increasing convers ions. Such tac t i cs 
may prove especial ly benef ic ia l fo r marketers in 
h igh - i nvo l vemen t ca tegor ies . Luminess cosmet ­
ics, fo r example , popu la tes its deta i l pages for t he 
brand 's p r e m i u m a i rbrush sys tem on A m a z o n . c o m 
w i t h relevant p r o d u c t i n fo rma t ion , h igh- reso lu t ion 
co lor p h o t o g r a p h y and pro fess iona l - look ing v i d e o 
demons t ra t i ons of t he makeup app l i ca t ion t e c h ­
n ique. 

"The goa l is t o c reate e a s y - t o - u n d e r s t a n d c o n ­
t e n t t h a t expla ins, d e m o n s t r a t e s and h igh l i gh ts 
t h e fea tures and bene f i t s of a i rb rush cosmet i cs , " 
says Mark Bardwe l l , v ice p res iden t of sales ( N o r t h 
A m e r i c a ) at Luminess Air. " W e regu lar ly w o r k 
w i t h our a g e n c y pa r tne rs t o aud i t c o m p e t i t i v e 
and A m a z o n - o w n e d b rands in o rde r t o d e t e r m i n e 
best p rac t ices . Be ing o p e n and sel f -cr i t ica l he lps 
us adap t and be t t e r pos i t i on ourse lves t o c a p t u r e 
t h e nex t g e n e r a t i o n of Luminess cus tomers . " 

Luminess popu la tes i ts deta i l pages on A m a z o n . c o m w i t h re levant 
p r o d u c t i n f o rma t i on , h igh - reso lu t i on color p h o t o g r a p h y and 
p ro fess iona l - l ook ing v i deo demons t ra t i ons . 

In t h e nex t phase of Amazon ' s g r o w t h , it may 
b e c o m e a med ia c o m p a n y in t h e s t r ic tes t sense. 
A m a z o n is d e v e l o p i n g a soph is t i ca ted set of a d ­
ve r t i s ing too l s and wan ts t o s ign i f i can t ly g r o w its 
ad business, t h o u g h it has a long w a y t o g o b e ­
fo re it can cha l l enge G o o g l e and Facebook . Ac ­
c o r d i n g t o eMarketer , Amazon ' s share of t h e U.S. 
d ig i ta l adver t i s ing marke t was less t h a n 2% last 
year. However , A m a z o n can leverage its mass ive 
reach and da tabase of on l ine b r o w s i n g behav io rs 
in an appea l t o po ten t i a l d isp lay adver t i sers - and 
b e y o n d . Vo ice ana ly t i cs f i r m Vo iceLabs recent ly 
b e g a n tes t i ng 15-second sponso red ads on A m a ­
zon's vo ice assistant A lexa tha t a l low c o n s u m e r s 
t o ask ques t ions and receive i n f o r m a t i o n a b o u t 
t h e p r o d u c t s . 

o o n e be l ieves t h a t A m a z o n ' s s h o p p i n g s p r e e e n d s w i t h W h o l e F o o d s . So w h o ' s 
nex t? G iven A m a z o n ' s s t r e n g t h in p h a r m a c e u t i c a l s / O T C a n d s t a t e d des i re t o f u r t h e r 
o w n t h e essent ia ls t r i p , an even b i g g e r f i sh t h a n W h o l e F o o d s - a m a j o r d r u g c h a i n , 

such as W a l g r e e n s o r CVS - m a y b e nex t o n t h e b u y o u t l ist . 
" W a l g r e e n s has a m u c h l a rge r f o o t p r i n t , b u t cu l t u ra l l y , CVS is p r o b a b l y c lose r t o A m a ­

z o n , " says C a t a p u l t ' s He id i F r o s e t h . A p r e c u r s o r m o v e c o u l d be a b u y o u t o f a w e l l - k n o w n 
p h a r m a c y b e n e f i t p r o v i d e r l ike Express Sc r i p t s , she a d d s . A m a z o n is a lso l i ke ly t o l o o k f o r 
t a r g e t s w i t h i n t h e d o l l a r c h a n n e l as a m e a n s o f e x p a n d i n g its c o n s u m e r base. " A m a z o n 
w a n t s t o g r o w i ts a u d i e n c e , a n d s ince t h e m i d d l e class in th i s c o u n t r y is u n f o r t u n a t e l y d i s ­
a p p e a r i n g , t h a t g r o w t h has t o c o m e f r o m e i t he r t h e h i g h o r l o w e n d . " 

Bu t f i r s t t h i n g s f i rs t : The W h o l e F o o d s d e a l has t o g o t h r o u g h . S o m e ana l ys t s be l i eve 
t h a t a r iva l b i d c o u l d c o m e f r o m W a l m a r t , b o t h as a d e f e n s i v e m o v e a g a i n s t A m a z o n a n d 
as a w a y t o e x p a n d t h e re ta i l e r ' s a p p e a l w i t h h i g h e r - e n d c u s t o m e r s . N o se r ious a n t i t r u s t 
issues have b e e n ra ised t o th is p o i n t , a l t h o u g h t h e r e have b e e n s o m e g e n e r a l r u m b l i n g s in 
t h e m e d i a a b o u t w h e t h e r A m a z o n is " g e t t i n g t o o b i g . " 

B i g g e r isn ' t a lways be t t e r , b u t o n e s u s p e c t s t h a t in A m a z o n ' s case, it w i l l be . 

Retail Is Reeling 
A m a z o n con t inues t o u p e n d b r i c k - a n d - m o r t a r 
re ta i l ing as its latest m o v e t o pu rchase W h o l e 
Foods has t h r o w n t h e en t i re i ndus t r y in to disar­
ray. (For more , see " W h o ' s N e x t ? " s idebar above. ) 
Over t h e past year, Amazon ' s i m p a c t has been 
a p p a r e n t in t h e f inanc ia l woes of ma jo r d e p a r t ­
m e n t s tores and bank rup t c i es of s o m e appare l 
and s p o r t i n g g o o d s reta i lers. It has also spu r red 
mu l t i b i l l i on -do l la r i nves tmen ts in e - c o m m e r c e 
f r o m W a l m a r t and Target , w h o mus t n o w b e c o m e 
m o r e f lex ib le on p r o c u r e m e n t and p r i c ing in ev­
e r y t h i n g f r o m househo ld s tap les t o f resh g r o c e r y 
in o rde r t o c o m b a t Amazon ' s s izable de f l a t i ona ry 
fo rces . As par t o f its o n g o i n g ba t t l e w i t h W a l m a r t , 
A m a z o n recent ly l owered t h e m i n i m u m t h r e s h ­
o ld fo r f ree sh ipp ing t o n o n - P r i m e m e m b e r s t o 
$25 and b e g a n o f fe r i ng s ign i f i can t ly d i s c o u n t e d 
Pr ime m e m b e r s h i p s t o l o w - i n c o m e shoppe rs . 

" In d i s rup t i ng t h e marke tp lace , A m a z o n has 
raised everyone 's g a m e , " says Heidi Froseth , 
EVP, na t iona l shoppe r c o m m e r c e p rac t i ce lead­
er, Ca tapu l t . "They have a leadersh ip men ta l i t y 
t ha t eve ryone is pay ing a t t e n t i o n t o and learn ing 
f r o m - or it 's c rea t ing tens ion w i t h i n o rgan iza t i ons 
t o d r i ve i nnova t i on . CPG and retai l b rands al ike 
across es tab l i shed , nascent , t rad i t i ona l and spe­
c ia l ty ca tego r ies are t a k i n g s ign i f i can t ac t i on t o 
c lose t h e g a p w i t h A m a z o n . " 

A m a z o n also n o w poses a c lear t h rea t t o t r a d i ­
t iona l supe rmarke t s . Legacy retai lers w i t h under­
d e v e l o p e d e - c o m m e r c e p r o g r a m s (e.g., Supe rva ­
lu, A l b e r t s t o n s / S a f e w a y ) are f ac i ng t h e g rea tes t 
i m m e d i a t e danger , bu t even m o r e es tab l i shed 
e - c o m m e r c e p layers like K roge r wi l l be f o r c e d t o 
acce lera te d ig i ta l i nves tmen ts and e x p a n d cl ick-
a n d - c o l l e c t serv ices m u c h faster t han prev ious ly 
p r e d i c t e d , says Steve A b d o , SVP, g r o c e r y and 
va lue channe l leader, at Ca tapu l t . 

" K r o g e r remains ve ry s t r ong in natura l and 
o rgan ics , w h i c h is i ronic because m u c h of t ha t 
s t reng th o r i g i na ted fou r or f i ve years a g o w h e n 
it s t a r t ed t a k i n g share away f r o m retai lers like 
W h o l e Foods , " A b d o says. "Bu t t hey ' re g o i n g t o 
have t o m a k e dras t ic changes and i m p r o v e m e n t s 
in e - c o m m e r c e , g i ven all o f t h e c o m p e t i t i v e a d -

Estimated U.S. market share 
of food and beverage sales 

Walmart 

Kroger 

Albertsons 

Costco 

Whole Foods | 2% 

Amazon 1.6% 

Source: Susquehanna Financial Group 

van tages tha t A m a z o n b r ings t o t h e tab le . " 
There is a lot at s take fo r t h e en t i re CPG indus­

t ry . Current ly , e - c o m m e r c e sti l l on l y accoun t s 
fo r a b o u t 1%-2% of t o ta l CPG sales. However , by 
2022 , t h e e - c o m m e r c e channe l wi l l c la im an aver­
age 10% of sales - s l ight ly less in f o o d and bev­
erage, bu t over 18% across n o n - f o o d aisles - ac­
c o r d i n g t o a recent r e p o r t by IRI. In 2016, pe t care 
was t h e fas tes t g r o w i n g on l ine CPG c a t e g o r y (up 
67%), f o l l o w e d by l aund ry /d i sh d e t e r g e n t (62%), 
househo ld c leaners ( 6 0 % ) and hea l t h /OTC (48%), 
a c c o r d i n g t o a recent r e p o r t f r o m lO IOda ta . The 
p o p u l a r i t y of p a n t r y box subsc r i p t i on serv ices 
f r o m A m a z o n and o the rs has c o n t r i b u t e d signif­
icant ly t o th is g r o w t h , pa r t i cu la r l y in househo ld 
c leaners and persona l care p r o d u c t s . 

Amazon 's s tagger ing g r o w t h has d r a w n compar ­
isons t o W a l m a r t in the 1990s, whi le its b rand of­
ten ge ts c o m p a r e d t o the likes of App le . The latter 
compar i son heated up in June w h e n A p p l e unvei led 
its smar t / speaker dev ice H o m e P o d t o chal lenge 
Amazon 's Echo. Interest ingly, A m a z o n ranked No.2 
beh ind A p p l e in this year's Fortune survey of mos t 
be loved brands, genera t ing the h ighest score for 
be ing "avai lable w h e n and whe re I need it." 

Th ink a b o u t it: Of t h e ent i re un iverse of b rands 
tha t c o n s u m e r s say t hey can ' t live w i t h o u t , A m a ­
zon is r i gh t on t h e heels of A p p l e . 

N o w that's scary. 

C a t a p u l t is a convers ion marke t ing agency, w h e r e b rand ing and buy ing are par t of a to ta l so lu t ion . Catapu l t ' s 
da ta -d r i ven a p p r o a c h ident i f ies the core, ac t ionab le insights t ha t inspire br i l l iant creat ive w i th the p o w e r to 
conve r t consumers into shoppers , shoppers into buyers , and buyers into loyal advoca tes . Ca tapu l t del ivers 
channe l -agnos t i c so lut ions tha t are b rand savvy, retai ler smar t , and d ig i ta l ly enab led . Ca tapu l t is an Epsi lon 
b rand . Vis i t t h e m at w w w . c a t a p u l t m a r k e t i n g . c o m and on Tw i t te r @ c a t a p u l t m k t g . 
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