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Client | Knuffelwuff

& 4N
| HUNDEBETTEN y 4,

K OEERTAMTTER MIT CHARAKTER S

Discover Knuffellwuff, the perfect place for your furry
friend. Quality dog beds offer unparalleled comfort,
support and style. From orthopedic beds to cozy

Das Beste cave beds - there is something for every dog.

fur unseren | ‘
Knuffel Knuffellwuff appreciates both pets and their owners

Qualitat die man sptirt

L
ORTHOPADISCHE “ Sy
HUNDEBETTEN ’

| JETZTHIERENTDECKEN! | (i il

and creates functional, comfortable and timeless
beds. Give your dog the perfect night's sleep with

Knuffellwuff premium dog beds.
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Client | Starting point & challenges

Starting Point A

>

Takeover of the account
INncreasing number of
competitors with lower price
range

Strong competitor listings in the
category

Lack of target group oriented
Ccreatives

No Amazon Store

O
Chances

» Full-funnel approach with
granular setup

» Unused potential in the
Sponsored Brand field

» Coordination of creatives und

store pages with the target

group

il

5 Stage Strategy

Phase 1

» Sponsored Brand expansion

Phase 2

» Store launch by client

Phase 3

» Store concept according to the needs
of the target group

» Specific campaign on a subcategory
with competitive advantage

» Creatives that reach the targeted

audience
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Business goals

“a AMZELL

Briefing |;.q__|__?:_]

» Business Goal: Advertising sales growth by the

maximum of 20% ACoS (overall ads)

» Create a campaign setup that can be easiliy scaled

> Abilitiy to react on changing market/category after
analog retail went back to normal (after covid

restrictions 2021)

» Representative & efficient brand appearance |

Amazon store & creatives )



My role

Advertising

Consultant Manager
= Advising to achieve business goals = Analyse & research
- Develop strategy according to business goals = Create appropriate setup for business goals
Develop comceptforSt@é@rotggttractthe desired target a Run, manage , optimize & scale campaigns

“a AMZELL



Strategy stage | - |

» Objective: Exploiting unused potentials of Sponsored Brand
campaigns - product targeting & generic keywords

Budget: 11.000 €

Timeframe: Dec 2021 - Jan 2022

Sponsored Brand Landing Page: Landing page featuring top

sellers - no store available.

i
-

[

Filter

Ausgaben v @
1.625.407,34 €

0.000€ 10Mio. w

nE o I

Kampagne erstellen | 0, Eine Kampagne suchen

Verkdufe v @
10.656.980,50 €

Impressions v @

953.419.182

0.000€ 50 Mio.

00.000 € 40 Mio.

00.000 € 30 Mio.

00.000 € 20 Mio.

-~ S ———

Jan. 2014 Feb. 2016 Juli 2016 Dez. 2016 Mai 2017 Okt. 2017 MiErz 2018 Jan. 2019

Typ: Sponsored Brands X Alle entfernen

Juni 2014 Mov. 2014 Apr. 2015 Sep. 2015 Aug. 2018

Filtern nach Sammelvorgdnge v

Juni 2019

e il

Nov. 2019

3

Apr. 2020

AL

ny
I

Sep. 2020

Timeframe

Feb. 2021

ACOS v B

15,25 %
100.000 €0 %
1
L
L
I 80.000 €40 %
I h
I
: £0.000 €30 %
Ry
NA/
W V
4- A ' l s 40.000 €20 %
i,
\ A
’ A D
"
‘ I ' A/ I | I 20.000 €10 %
D€ 0%
Juli2021  Dez. 2021 Mai2022 Okt 2022  Mirz 2023
Spalten v Datumsbereich: Laufzeit Exportieren
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Strategy stage | - |

Evaluation stage 1.

» Revenue scaled up to €27,994 through Sponsored Brand

» ACOS has increased to 39%

» Need: Conversion Rate (CVR) optimization | JAN 22 — CVR 1,6%

Impressions v @
37.633.618

1. Jan. 2022

1. Jan. 2022 ® Impressions 2.491.713
@® Impressions  2.491.713 . Ausgaben 1 1_045’43 £
& Bestellungen 291 .

. W Verkdufe 27.994,52 €
m Verkdufe 27.994,52 €
A Klicks 18.239 Dez.2021 A Zugeschriebene Umsatzkosten (ACOS) 39 %

021 Dez. 2021

F
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Strategy stage 2

Strategy: Store launch driven by client

Objective: ACoS decreased to 28%

Budget: €7,000
Timeframe: Feb 2022

vV V. V V VY V

Sponsored Brand Landing Page: Store

Result: Performance drop - Store concept wasn 't optimal

Verkaufe v @
574.641,05 €

Impressions v @

37.634.017

25.000 5 Mio

20.000 4 Mio.

15.000 3 Mio.

10.000 2 Mio.

5000 1 Mio

0 0

Filter Typ: Sponsored Brands X Alle entfernen

Klicks v @ Bestellungen v @
238.100 6.519
-—— -y

1

1

1

1

1

1

Okt. 2020 Dez.2020 Feb.2021 Apr.2021 Juni 2021 Aug.2021 Okt 2021 DEZ.2021IFeb.202J Apr. 2022 Juni 2022 Aug. 2022 Okt 2022 Dez.2022 Feb.2023 Apr. 2023

50.000 €500

40.000 €400

30.000 €300

20.000 €200

10.000 €100

0€ 0

Evaluation Phase 2

» Revenue has declined.

» ACOS has decreased to 28%.
» CVR hasincreasedto 1.77%.

Klicks v @ Bestellur,
238.100 6.519

1. Feb. 2022

® Impressions 890.581
& Zugeschriebene Umsatzkosten (ACOS) 28 %
t.2021 Dez.2021 Feb.20, M Klicks 7.627 02

A Bestellungen 135




Strategy stage 5 - |

» Objective: CVR optimization
» Strategy:

» Storere-launch: Granular subpages tailored to the target audience's purchase intent

» Campaign structure: Sponsored Brand campaigns clustered by target audience's purchase intent
» Sponsored Brand creative aligned with the target audience: Dog owners with high purchasing power
» Optimization of advertised products for the generic main keyword “Hundebett." (English: dog bed)
» Leather dog beds have shown greater competitiveness compared to the previous top seller.
» Budget: €7,000
»  Timeframe: March 2022
» Sponsored Brand Landing Page: Store subpage.
GrofRRe Auswahl an Hunde-Lederbetten in allen GroRen
KNUFFELWUFF

Jetzt bei Knuffelwuff einkaufen>

Knuffelwuff Knuffelwuff Knuffelwuff Kunstleder
Orthopadische Hundem... Orthopadisches Hundeb...  Hundebett Sidney M-L...
* A k¥r 377 %A A& 1.006 * Ak dr 725




Strategy stage 5 - |

AZ | Knuffelwuff | Hundebetten Leder | SB | GEN | BR | STORE

Typ: Sponsored Brands  Land: Deutschland ~ Zeitplan: 29, Mirz 2022 - Kein Enddatum  Budget: 85,00€ - Taglich

Fvaluation stage 4. Um0 Plp— x| acose
78.547,78€ <uune 6.427.388 e 19,35 % ourcrscrmirt
» Revenue has decreased. -
900k
» ACOS has decreased to 23%. (MAR)
600k
» CVR hasincreasedto 2.,76%. (JUL) - o I EE R
‘mﬁj‘ementat‘om Ofgpec‘a‘ Campa‘gm \v/\/‘th ‘amd‘mgpage 2022 142022 1.5.2022 1.6.2022 1.7.2022 1.8.2022 1.9.2022 1.10.2022
store | supage’Lederbetten” :
AZ | Kn
Impressions ¥ @ ACOS ¥ O Verkdufe v @ Klicks v @
37.730.315 21,67 % 575.673,95 € 238.725
50.000€ 5Mio. I- = -I
1 1
1 1
40.000€ 4 Mio. I I
[ 4 AN
30000€ 3Mio. 1 1 l r ‘
20.000€ 2Mio. /- 4
/ \ 1
10000€ 1Mio. — _ ‘4 : f
Ry i
0€ o — S— a— — S— — — a— s—. I _— I I I I
Okt. 2020 Dez. 2020 Feb. 2021 Apr. 2021 Juni 2021 Aug. 2021 Okt. 2021 Dez. 2021 Feb. 203 wem mwtpr. 2022 Juni 2022 Aug. 2022 Okt. 2022 Dez. 2022 Feb. 2023 Apr. 2023
Filter Alle entfernen
. .“\"A
Source: | =

1. Juli 2022
1. Marz 2022

Impressions

1.311.950

@ |mpressions
# Zugeschrichene Umsatzkosten (ACOS) 23 %
22.068,35 €
5.152,53 €

W Verkiufe Bestellungen

A Ausgaben Klicks

2.164.803

Zugeschriebens Umsatzkosten (ACOS) 21 %

366

x

1.11.2022

Bestellungen &

1122022

1.1.2023

1.2.2023

x Klicks &

48.162 sume

132023 142023

1.5.2023

9%k

6k



SUsiness Ouytcome
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Business outcome: Main Keyworad

AZ | Knuffelwuff | Hundebetten Top | SB | Gen | Br

[T x aose X Brsicllagen @

658,55€ 76,11 % 9 em 991

Evaluation search term performance main keyword: .fﬁ
» Outcome: ACOS has decreased to 13,6%. - 7
» CVR hasincreased to1,7%.

‘ & +hundebett
: : Ads Ad Total
Campaign Search Term | Clicks CPC ACoS | CVR
spend orders | sales
S el e el fElemEe e R e el shundebett]  oo1| s0124€] asi€] desessel 769l 099

ki ol Jetzt bei Knuffelwuff einkaufen >

& Performance of the generic sponsored brand campaign in
stage 1 &2 | timeframe DEC 21 - FEB 22

Knuffelwuff Knuffelwuff Knuffelwuff Kunstleder . | C
Orthopidiche Hunda... || Orthopkdichies undebs.. || Hundabete Sy M. AZ | Knuffelwuff | Hundebetten Top | SB | Gen | Br
* 4 i 377 sk A fr 1.006 *h ki 725
= A\/\/') ’\f)
U
AZ | Knuffelwuff | Hundebetten Leder | SB | GEN | BR | STORE
Umsatz © x Impressionen & X  ACOS@ x Bestellungen @ x Klicks @ x \ /1 - NN ' R o/
78.547,78€ < 6.427.388 s 19,35 % auscrscin 796 s 48.162 s > Mair Keyword hundebett”: 76,1%
s \/ R
00 » Campaign: 1,16%
o > Main keyv “hundebett” 0,9%
ainnnl >
Ad
Campaign Keyword or Target Search Term Bid CPC Spend Total Sales ACo0S Orders ConvR
otal €0,48 €031 €12.824,68 €7112054 18,0% 725 1,8%
AZ | Knuffelwuff | Hundebetten Leder | SB | GEN | BR |
STORE +hundebett hundebett €0,33 €0,22 €3.417,49 €25.04396 13,6% 271 1,7%

AMZELL



Business outcome: MAR 22 — DEC 22

STAGE 1
ACOS v @ Impressions v @ KlifJks _ - Begjellung
21,63 % 37.634.017 1 1 2| °IACES 6.919
1 1 1 |
25.000 5 Mio I 11 I
1 1 1 |
1 1 1 |
20000 4 Mio 1 [ R | |
| | |
15.000 3 M I I
2 5 Mio.
|
10,000 2 Mio | STACE?2
F

5000 1 Mie f E E E E /
0 0

Okt. 2020 Dez. 2020 Feb.2021 Apr. 2021 Juni2021 Aug. 2021 Okt 2021 Dez.2021 Feb.2022 Apr.2022 Juni 2022 Aug.2022 Okt 2022 Dez. 2022 Feb. 2023 Apr. 2023

Filter Typ: Sponsored Brands X Alle entfernen

» Sponsored Brand Revenue MARCH 22 — DEZ 22: 317.880,10€
» Sponsored Brand campaign revenue MAR 22 - DEZ 22 ,AZ |
Knuffelwuff | Hundebetten Leder | SB | GEN | BR | STORE"™

62.604,03€
» Campaign makes 19,7% of all Sponsored Brand Ads
» Sponsored Ads overall revenue MAR 22 — DEZ 1 1.855.149,98€

OuUT OF
STOCK

% 500

% 400

% 300

% 200

% 100

» Sponsored Brand Revenue 2021 83.720,65€

» Sponsored Brand revenue 2022: 317.880,10€

» Sponsored Brand revenue growth to 2021 after
implementing new strategy and scaling
sponsored brand campaign setup: 279,7%

» Average growth rate 2022 to 2021: 6,7%
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BUS

® Datumsbereich Gesamtzeit & Export

Ubersicht Seiten

Seiten

Top-Seiten von  Aufrufe v

136.045

gesamt

Hundebetten » Lederbetten
Startseite

Hundebetten

Hundebetten » Orthopadische Hu...

Transport

34230

33028

15631

14595

8355

Top-Seiten von | Verkaufe v

493.628,96 €

gesamt

Hundebetten » Lederbetten
Hundebetten

Hundebetten » Orthopadische Hu...
Startseite

Transport

124.560,1

84.016,1

59.069,64 €

33.006,05 €

]
9927072 ¢ |

.

|

|

ness outcome: Store Insights

Quell-Tag erstellen

7€

0€

Top-Quellen Top-Tags

von Verkdufe v

Organischer Traffic bei Amazon 246.011,74 €
Amazon Spensored Brands 213.41083 €
Andere Quellen 34.607,04 € -

QUELLENUBERSICHT

Top-Seiten von | Einheiten v

Hundebetten » Lederbetten
Hundebetten

Startseite

Hundebetten » Orthopadische Hu...

Transport

1.290

1.058

SEITENUBERSICHT

Top-Quellen  Top-Tags

von Aufrufe v

Amazon Sponsored Brands 67.482

Organischer Traffic bei Amazon 53.932

Andere Quellen 14.631

QUELLENUBERSICHT

Top-Seiten von | Aufrufe v

Hundebetten : Lederbetten
Startseite

Hundebetten

Hundebetten > Orthopédische Hu...

Transport

34.230

33.028

15.631

14.595

8.355

SEITENUBERSICHT

Leather beds emerged as the strongest subcategory in the

store after harmonizing the creative elements and linking for

the main keyword "dog beds."

B batumsbereich Gesarmtzeit & Export

Obersicht Seiten Hundebett Lederbetten

Hundebetten » Lederbetten

Anfrufe Verkiufe

34.230 124.560,17 €

Werkaufte Einheite=n

1.250

Marz 0 Apr. i Mai Juni O LTIY i) Aug. 0

Top-Quellen von | Besuche

Amazon Sponsored Brands sz7os [

Ovganischer Traffic bel Amazon 632 |

Andere Quellen 139 |

Quell-Tag erstellen

Status: Live Quell-Tag erstellen
Bestellungsn
Okt New.01  Dez. O a F Mirz 0 i 01

Top-Tagsvon | Merkiufe v

KEINE DATEN VERFUGBAR

r habien Sie kein angepasstes Quell Tag erstellt, ader
haben nicht genigend Daten gesarmmelt, wm unseren
Datengrenzwert zu erfillen

2ll-Tag erstelien
Was sind Quelltags?

QUELLENUBERSICHT

Quell-Tag erstellen QUELLENOBERSICHT




Amazon Ads Product 2021 vs 2022

NOV 2021
BEFORE starting strategy with AMZELL

Profit from synergy-effects and efficiently reach new clients.

/

KNUFFELWUFF’

Sponsored Display Sponsored Brands Video Sponsored Brands Sponsored Products

L] Attract new > I Tell your story; let SFIN Gain visibility for BEA Gain visibility for
il customers ASINs come alive \gh brand & products = hero ASINs

SD 3%  SBV 2,3% SB 0% SP941%

MAR 2022
AFTER starting strategy with AMZELL

Profit from synergy-effects and efficiently reach new clients.

n,

KNUFFELWUFF’

Sponsored Display Sponsored Brands Video Sponsored Brands Sponsored Products
L] Attract new 7 B Tell your story; let SR Gain visibility for BE) Gain visibility for
il customers ASINs come alive \Qll brand & products = hero ASINs

SD 4% SBVITZ2%  SBY, 7% SP©9,7%
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Armazon ads product | sponsored display - |

O

» Thestrategic potentials of sponsorec

> Thefo

display campaigns have not been properly recognized by the client yet.

owing strategic goals have been scaled with the campaign type since December 2021.
» New to brand customers

» Strong defense strategy

» Sponsored display remarketing campaigns —
Advertised products are divided in 2 campaigns:
lopseller parents and slow seller parents

»  Timeframe: Dec 2021 — Mar 2022

» Budget: 5000€ | max. ACOS target 25%

Impressions ¥ @ NTB-Verkiufe ¥ @ ACOS ¥ ® Verkiufe v @ v
34.982.644 279.682,02 € 14,94 % 326.469,57 €
SR —~ 9O 25.000 €50.000 €
evenue U2
Revenue 2021 s
'j \7\’)70% 0.000 £20.000 €
0% 1Mo 5000€ 10000 €
0o 0 € oe
Sep. 2021 Okt. 2021 Nowv. 2021 Dez. 2021 Jan. 2022 Feb. 2022  Marz 2022 Apr. 2022 Mai 2022 Juni 2022 Juli 2022 Aug. 2022 Sep. 2022 Okt 2022 MNov. 2022 Dez. 2022 Jan. 2023 Feb. 2023 Marz 2023 Apr 2023 Mai 2023
“/\/__
. -y —— - I
— - - | © B 2001 1 e I1. Feb. 2022 1 + e 2022 1
1.Nov.2021 || — s e o Tdan.2022 ] v i e, o 2.014.261 ‘
@ Impressions 1.661.469 2 - T o g J'\Mr!ﬁvﬂ? " 2254082
X - 2,607,134 : o
& 1.125.768 @ Zugeschriebene Umsatzkosten (ACOS) 23 % T 4 Zugeschriebene Umsatzkosten (ACOS) 25 % @ Zugeschriebene Umsatzkosten [ACOS) 21%
# Zugeschrichene Umsatzkosten (ACOS) 19 % Verkiiu 7.189.50 € # Zugeschricbene Umsatzkosten (ACOS) 24 % verkiuf 11.284.00 € 9
C ez, 20 lerkdufe . | erkaufe . -
Verkauf 5.343.80 € Pen20) W Yo ’ " n200 W Verkiufe 16.997,91€ ) eb.200 W u 4 Jul Mrz20 W Verkiiufe 1460627 €  pf
Nov.20, B erkaure 3 i 5 -l u A - N . -
o A Verkdufe an Marken-Neukunden (NTB) 6.354,95 € A Verkiufe an Marken-Meukunden (NTB) 14.998,16 € A Verkdufe an Marken-Neukunden (NTB) 9.371,20 € A Verkdufe an Marken-Neukunden (NTB) 12.257,04 €
A Verkiufe an Marken-Neukunden (NTB) 4.826,10 €
s
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Armazon ads product | sponsored display - I

Outcome sponsored display ads
( measured timeframe DEC 21 = MAR 22 )

» NTB revenue 43.81590<€ | overall revenue 50.077,68€
» Growth within the mentioned time frame compared to the previous period 448,4%

» Revenue growth within the mentioned time frame compared to the previous period 428,42%




Armazon ads product | sponsored product - |

» Challenge sponsored product campaign

Price increase all products — DEC up to 10% | JAN up to 20% > Timeframe: DEC 2021 - MAR 2022

Y

» Topseller BO7TQYTR3R1: NOV 21 64,95€ | DEC 69,95€ | JAN 84,95€ » Ads CVR Timeframe : 2,42%

Y

» Lower CVR because of price increase. Drop from 2,42% to 1,41%. Ads CVR previous period: 4,2%

» Losing organic ranks
» Increasing number of competitors listings in lower price range

» Unstable inventory levels

Overall Previous period: Average CVR MAI 21 = OKT 21: 2,42%
Overall Average CVR DEC 21 - FEB 22: 1,41%

Date Sales Revenue Sales Units [Total Number of Sales Units  JAverage Sales in € Average Selling Price Sessions in Total Orders per Session in %

01122021 330.87690 € 4182 4.034) 32,02 € 7912 € 232330 1749
01.01.2022] 31226375 € 35845 3743 8343 € 8121 € 286955 1.30%|
01022022 183.013,25 €] 2073 2 017} 90,74 €] 38,28 €] 170.989 1,18%)

1419
Sponsored product data
. . ; — — A I, 200.000
Ads CVR: 4.2% e . Ads CVR:2,42%
150,000

# N/_/\/\/_ 0%  100.00 * -
R i\! ~/_/\/\/ 20% 100000
1] 1 Nov 2021 b 1 . i — ~~_1lllx M
e & 2
® Impressions 17.140.754 i m| 1Jan2022
® Impressions 32.877.652

& Zugeschriebene Umsatzkosten (ACOS) 19 %
# Zugeschriebene Umsatzkosten (ACOS) 35 %

pez. W Bestellungen 1.767 < » Dez 2021 W Bestellungen 2122

& Klicks 42.440 L _ ) _ . & Klicks 87.597
Juli 20217 Dez. 2021 Mai 2022 Okt. 2022  Marz 2023




Armazon ads product | sponsored product - I

» Along-term advertising solution for recurring situations could be to analyze and understand the market dynamics and competitive

landscape thoroughly.

» Along-term advertising solution for recurring situations that come with brand issues: inventory levels and price policy.

» Conducting regular competitor analysis: Monitor and analyze the pricing strategies, product offerings, and marketing tactics of your
competitors in the lower price segment. [dentify their strengths and weaknesses to inform your own strategy.

> Timeframe DEC 21 - MAR 22

» Granular campaign setup for sponsored product » Stage 1 Briefing with client. Long-term business

> Separat topseller from slow seller parents for TeCh Ta | k goals and current situation

advertising. For each campaign. > Stage 2 Analyse market, dynamics after first

Cranecored Nroc ~t < Sy aeneric flir each r i i ~ ~ | | i
» Sponsored product setup generic fur each top orice increase. And prepare meeting with client

-~ || e ~NArer [t 20 ) ~ . 5 .
seller parent (top 20) T B > Stage 3 Meeting goal: Price adjustment to
Business outcome - o

(
(

» Brand strategy: divide brand traffic from generic remain competitive, retain loyal customers, and

and implement strong defense increase the conversion rate to its previous

» Cranular setup for fast data evaluation, analysis

level
and reaction on negative changing like: » Convincing customers that a price increase also
top child of parent out of stock =~k Mai 2022 has negative effects on their margin, as they
71 ) : : L
¢ | @ Impressions 11.567.403 may sell less with a lower conversion rate (CVR).
.._“‘.E # Zugeschriebene Umsatzkosten 15 %
(ACDS)
| m Klicks 41.921

verall COVD MADR O 0
Overall CVR MAR 22: 2,62% Maizo: A Bestellungen 1.999 Ads CVR MAR 22 4Y77%

Overall increase revenue to previous month [125,6%

Total Numer of Sales Average Number of
Date Sales Revenue Sales Units  Units Average Salesin € Average Number of Sales Units Average Selling Price Sessions in Total Order per Session in % Bddings

01.03.2023 412.899,76 € 6.859 6.622 6235€ 1,04 00,20 € 253159 2,62% 814
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Team

The leading agency The leading Consultant

‘d AMZELL

AMZELL GmbH Darja Ristivojevic
,Die mit dem Amazon Vogel” Senior Trainer Amazon Marketing
Engeldamm 60 E-Mail: d.ristivojevic@amzell.de

10179 Berlin Tel 030 /629 311 02
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