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+45K products 
+550M Amz Revenues  

+16M Advertising budget

+65 People 
+15 People dedicated to 

Software, Tools & Data Intelligence

AMAZON SOLUTIONS & MARKETPLACE SERVICES

Based in IT & ES
8 Languages covered 

Founded by Senior Manager of Amazon



ACCOUNT
MANAGEMENT 

ADVERTISING
CONTENT

OPTIMIZATION
BUSINESS

INTELLIGENCE

Seller and Vendor
account Setup

Strategy and Catalogue 
Definition

Support in Inventory 
Management

Pricing and planning of 
promotional activities 

Performance Monitoring 
and Reporting

Budget and Advertising 
Strategy Definition

Sponsored Ads and DSP 
campaigns Set up and 

Management

Ongoing spending and 
targeting Optimization

Performance Monitoring 
and Reporting

Catalogue Creation and 
Optimization based
on SEO perspective

Content creation and 
development: Product 

Images, A+ Pages, Brand 
Store

Content Maintenance 

Market Analysis aimed
to identify growth 

opportunities through 
Search Intelligence

Performance Monitoring
and Reporting through 

Vendor/Seller Analytics

Performance Monitoring
and Reporting through 
Advertising Analytics

SERVICES



Part of Retex Group



1 MAIN TRENDS ON 
AMAZON BEAUTY 



AMAZON IS THE MAIN RETAIL CHANNEL FOR ONLINE SHOPPERS 

30M 
AMAZON USERS

8-9M 
BEAUTY REACH

Source: Statista / Amazon



AMAZON IS A RETAIL DESTINATION FOR EARLY-STAGE ADOPTERS

OF ONLINE USERS ARE EITHER 
INNOVATORS / EARLY ADOPTERS / 
EARLY MAJORITY USERS

Source: Statista



Arricciacapelli 
+60%

BEAUTY: MAIN SEARCH TRENDS ON AMAZON.IT YEAR OVER YEAR

Extension & Accessori 
+80%

Source: Witailer internal data



Glitter per il corpo
+2700%

BEAUTY: MAIN SEARCH TRENDS ON AMAZON.IT YEAR OVER YEAR

Polveri Volumizzanti
+300%

Source: Witailer internal data



Cheratina per capelli
+98%

BEAUTY: MAIN SEARCH TRENDS ON AMAZON.IT YEAR OVER YEAR

Bende Drenanti
+67%

Source: Witailer internal data



Phon da viaggio
+1400%

BEAUTY: MAIN SEARCH TRENDS ON AMAZON.IT YEAR OVER YEAR

Burro Struccante
+220%

Source: Witailer internal data



2 COMPETITIVE 
LANDSCAPE ON 
AMAZON



THE DIGITAL MARKETPLACE SHARE OF SHELF

Physical Shelf

Number of your products visible on 
the shelf over the total of SKUs 
available 

Digital Shelf

How often and where your products 
show up in first pages of search 
results



HOW AMAZON WORKS: THE SHELF VISIBILITY IS CRUCIAL TO BE 
RELEVANT FOR YOUR POTENTIAL CUSTOMERS 



SHARE OF PAGE ON 
SHAMPOO

BRANDS DISTRIBUTED ACROSS DIFFERENT CHANNELS COMPETE FOR 
THE SAME CUSTOMERS

SHARE OF PAGE ON 
CREME VISO

SHARE OF PAGE ON 
MASCARA

Source: Witailer internal data



SHARE OF PAGE ON 
SHAMPOO

BRANDS DISTRIBUTED ACROSS DIFFERENT CHANNELS COMPETE FOR 
THE SAME CUSTOMERS

SHARE OF PAGE ON 
CREME VISO

SHARE OF PAGE ON 
MASCARA

SHARE OF UNBRANDED 
SEARCHES 64,5%73,0%63,8%

Source: Witailer internal data



IF WE REMOVE BRAND-SPECIFIC SEARCHES WE DISCOVER BRANDS 
THAT ARE LOSING POTENTIAL NEW CUSTOMERS ON AMAZON 

BRANDS WHO ARE LOSING MARKET SHARE 
OPPORTUNITIES:

1. KERASTASE
2. AVEDA
3. DAVINES
4. REDKEN

SHARE OF PAGE ON 
SHAMPOO

SHARE OF PAGE ON SHAMPOO - 
UNBRANDED KEYWORDS

Source: Witailer internal data



BRANDS WHICH MANAGE TO OFFER A SELECTION THAT MATCH 
CUSTOMER NEEDS

SHAMPOO PROFESSIONALE SHAMPOO ANTIGIALLO SHAMPOO SOLIDO

Source: Witailer internal data



3 KEY DRIVERS FOR 
SUCCESS



FANOLA & ALAMA SUCCESS FACTORS: 
STOCK + PRICING = STRONG AMAZON SALES HISTORY

Zero Out Of Stock strategy & Pricing lever are the most correlated factors to the share of shelf

«Brand A» top seller deal impact on competitor’s organic 
share of shelf 

Buybox %
Organic Share of Page

Correlation Stock / Share of Page



“ENOOSO” IS THE MOST RELEVANT BRAND ON BIO-ECO FRIENDLY 
SHAMPOO CATEGORY - THE COMPANY WAS BORN IN 2018

SHAMPOO SOLIDO

Source: Witailer internal data



“ENOOSO” MANAGES TO LEVERAGE TRAFFIC ON SPECIFIC SEARCH 
TERMS AND CREATES A PREMIUM BRAND EXPERIENCE ON AMAZON



LEVERAGE EVERY SINGLE DIGITAL TOUCHPOINT TO OPTIMIZE 
CONVERSION RATES
Ad-Hoc product assets with product benefits and answers to customers’ questions are critical to enhance 
product purchase experience and maximize conversion



THE AMAZON ECOSYSTEM OFFERS TWO MAIN OPPORTUNITIES FOR 
BEAUTY BRANDS

1. WIN THE DIGITAL CUSTOMER WITH 
YOUR CURRENT SELECTION

2.  DEVELOP DIGITAL NATIVE PRODUCTS 
TO WIN THE DIGITAL SHELF

+ Brand / Product Awareness
- Distribution / pricing challenges

- Brand / Product Awareness
+ Distribution / pricing control



4 INNOVATION 
OPPORTUNITIES



WITAILER STAT: A TOOL TO DISCOVER 
OPPORTUNITIES ON AMAZON



WITAILER STAT: A TOOL TO DISCOVER 
OPPORTUNITIES ON AMAZON



WITAILER STAT: A TOOL TO DISCOVER 
OPPORTUNITIES ON AMAZON



3 MARKET SCENARIOS THAT CAN DRIVE
BUSINESS OPPORTUNITIES ON AMAZON BEAUTY  

Scenario

Niches with high conversion rate and high rate 
of change of top sellers

Keywords with high search volumes and low 
conversion rates

New Search Trends with growing search volume 
and high stability of top sellers

 

No Leader in the category (es. Elettromedicali)

 Sets / Gifting (es. Make up Sets / US Brands)

Selection Gap (es. Shampoo Eco / Solido)

 

Product / Format Innovation   

1

2

3

1 2 3



HOW TO BE EFFECTIVE IN THE MOST COMPLEX AND COMPETITIVE 
RETAIL ADVERTISING SCENARIO 

*Source: Witailer internal data – Q1 2022 vs Q1 2021 on all categories 
** Source: Witailer internal data – Q1 2022 vs Q1 2021 on queries with at least 10€ of budget spent 



ROAS +40% 
vs Search*

OPPORTUNITIES WITH THESE AUDIENCES

1. BRAND BUILDING & Customer Journey Analysis (Sizmek) 

2. RETARGETING on seen but not purchased products 

3. LOYALTY on purchased products 

4. LINK OUT to brand e-commerce  

AMAZON DSP BECOMES A POWERFUL SOLUTION TO BE INTEGRATED 
INTO THE AMAZON STRATEGY

Example of creativity

AMAZON PRODUCT PAGE

AUDIENCES AVAILABLE 

Beauty Shoppers

Users who browsed the Brand

Users who bought the Brand

AMAZON BRAND STORE BRAND ECOMMERCE

*Source: Witailer internal data



Thank you

federico.salina@witailer.com


