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Introduction

We have seen several long-term changes in our
lifestyles and attitudes in the last 2 years. Digital has
become a key enabler for many of these changes. Be
it researching/purchasing products or buying services,
digital platforms have now become crucial partners.
350 MM Indian consumers are expected to make
a purchase online in 2025 as per the MMA-GroupM
report, which is a steep jump from 150 MM online
buyers in 2020.

Brands have adapted by aiming to reshape their digital
strategies from being just a support to their offline
systems to becoming a frontal touchpoint in building
consumer connections. While this transformation has

happened in media strategies, we

same happening with content
Given the role of various e
ecommerce platforms, builc
communication strategy for the

This playbook presents ideas
strategies for ecommerce

of the playbook covers
should have a separate co
ecommerce touchpoints. The
recommended content anc
to efficiently drive visibility &
‘intent’ consumers.




Section 1

Evolution in digital engagement
touchpoints
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Growth in ‘Digital Consumers’

150 million Indians currently transact online and this base is expected to grow to 350 million by 2025

India annual Penetration of online
online shoppers (MM) transactions/shopping as % of
Internet users
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Source: MMA E-Commerce Playbook: Modern Marketers Guide To Connected Consumer Journeys-2021



Digital consumers are more informed, more participative, well-employed
and more affluent than the average internet users in India...

Amazon users’ profile compared to average internet users*:-

30% 50%

more likely to be more likely to be
a <30 years old a graduate

50% 30%

more likely to hold more likely to be
a corporate job from NCCS A

Over 80% of new customers on Amazon.in are from tier Il and below cities

*Source: Kantar India study with 5,186 India’s active internet users (1,895 Amazon Users) amongst NCCS A/B/C classes. This voluntary survey was conducted across 37 towns and responses were taken in 9 languages in Apr'21



Digital consumers have diverse interests and a modern lifestyle

Amazon users have evolved lifestyle preferences and self-care habits :-

Health and Wellness Travel and Leisure Trend-setters

21% 6% 29%

Diet Conscious Globe Trotters Early adopters

Very specific about what they eat Travel abroad every year First to try new products and tech
32% 23% 57%

Gym- goers Domestic Tourist Fashionistas

Follow an exercise regime Take frequent domestic trips Stay updated on fashion trends

*Source: Kantar India study with 5,186 India’s active internet users (1,895 Amazon Users) amongst NCCS A/B/C classes. The survey was conducted across 37 towns and responses were taken in 9 languages in Apr'21



Ecommerce platforms are a crucial touchpoint
In decision journeys

~80% ~25%

urban internet users in urban internet users visit
India who research online ecommerce portals for
visit ecommerce portals product research even for

for product research* their offline purchases*

*Source: Kantar India study with 5,186 India’s active internet users (1,895 Amazon Users) amongst NCCS A/B/C classes. The survey was conducted across 37 towns and responses were taken in 9 languages in Apr'21



Digital consumers are conducting extensive product
research before purchasing

A consumer looking to buy a TV on amazon.in takes on an average 7-8 weeks in the purchase journey

Typical purchase journey for a TV.on Amazon.in

49-50 days *Research Period
27-28 days **Active Research Period

S

r——

b &
|

=X

9-10 17-18 8-9 18-19 3-
Keyword Viewed product Time on Clicks on Considered
searches detail pages (through product product pages brands

amazon search + other detail pages
internal/external sources) (minutes)

je2

1-2

Products
added to cart

Ny

1

Purchase

v

Source: Amazon internal data (Jan 2021) * Based on First detail page-view in Category, **Minimum Days that covers 90% of Research Activity




Digital consumers are open to choices when they start researching products

Similar to 2020, ~60% of product searches on Amazon.in remained generic in 2021

43%

B Generic Searches

Branded Searches

Note: For first 10 months of 2021  Source: Amazon.in internal data
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New-to-online consumers are more pre-disposed
towards voice and vernacular searches

Both voice and vernacular searches are
growing rapidly in India

Growth in vernacular
searches during 2021

Growth in voice
searches during
2021

Source: Amazon internal data, 2021

New-to-online consumers over-index on both
voice and vernacular searches.

1.8X

1.5X

Voice Vernacular

Existing customers  ® New customers
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From smart assistants to payments to product research and shopping......
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Section 2

Recommendations for building a
Content strategy
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1. Leverage 1t party audience intelligence \\
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Understand your consumer better through 1st party

view of product affinity/choices

Example : Amazon’s audience cohorts’ intelligence was leveraged along with

a toothpaste brand’s brief to granularly define the Target Persona

=0

Co-browsing
Trends

G, @

Toothpaste Market Basket
Brand Brief Analysis
L J N W,
Q0O
a@n
Untargeted Top
Y%ile
Audiences
.

Brand Brief & Amazon’s First
Party Customer Insights

flgl@

Premium
Makeup

@

Oral Care

o/l

Ethnic Wear

Luxury Beauty

<
©.
orein

Toys & Games

TG Persona

Beauty Involved
Young Mother
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Leverage affinity signals to customize your communication creatives

Example : Product affinity signals and reviews were utilised to build multiple concepts basis life stage : -

Young Singles Carefree Couples Young Families
(kids < 6yrs)

Look Conscious Look Conscious Look conscious

4 SUPERPOWERS 4 SUPERPOWERS
FOR CLOTHES THAT 4 FOR WOW OUTFITS ) 4 SUPERPOWERS
ALWAYS LOOK WOW! Y - FORLAST-MINUTE PLANS. 7 CARE OF YOUR FAVE OUTFITS,

ADD YO DETERGENT e~ DETERGES
- ADD TO DETERGENT
INEVERY WASH. INEVERY WASH.

TO REFRESH YO TO KEEP YOUR
CLOTHES AFTER EVI HOME GUES;-E&:?Y, BECAUSE KIDS WILL BE KIDS.

WORKO

4 supsnPow?s 4 SUPERPOWERS 4 SUPERPOWERS

ADD TO DETERGENT
ADO TO DETERGENT
_ INEVERY WASH, INEVERY WASH.

Established Families
(kids 6yrs+)

Look Conscious

4 SUPERPOWERS
FOR AMAZING CLOTHES,
WASH AFTER WASH.

4 SUPERPOWERS
TO GIVE AMAZING
RESULTS ON YOUR KID'S
MESSY CLOTHES.

’y . 22

'wx‘-wm '?""
g
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ldentify emerging trends from real-time consumer search behaviour

In the “WFH” times, robot vacuum cleaners is an emerging product theme

S.No. Keyword No. of Searches % Growth in no. of % Growth in no. of
(Trailing 7 days) searches (WoW) searches (vs.

trailing 4 weeks
avg.)

1 sofa cleaner 100-1K 67.6% 98.3%

2 vacuum cleaner for ... 1K-5K 59.8% 122%

3 smart irobot vacuu... 100-1K 53.5% 148.8% .\

4 dyson v10 100-1K 47.1% 1.4%

5 ecovacs deebot ozm... 100-1K 47.1% 80.4%

6 ecovacs 1K-5K 44.2% 65.7%

7 ecovacs deebot 100-1K 39.9% 37.2%

8 deebot 1K-5K 39.2% 46.9%

9 room heater blower... 100-1K 31.1% 130.3%

10 vacum 100-1K 30.5% 9.4%

1 car vaccumecleaner 1K-5K 29.6% 41.2%

amazon |
p—

Source : Amazon Pi report
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Leverage Survey tools for understanding decision journey

Can be used for understanding key drivers/needs, concept-testing and brand preference

A coffee major derived insights from the Amazon Surveys tool to understand the current customer
attitudes and expectations for streamlining their creative strategies :-

‘ Q search Amazon.in

o

Rate more products

| Decided to buy

[ Great quality coffee

[ wide variety of coffes
(] smart features enabled
[J Easy to use and carry

because

Redmi Note 11: Available ~ Redmi Note 11S: 90Hz
from 11th Feb, 12PM FHD+ AMOLED Display

Example q: Which features do you value/use most in product X ?

Result(in order of respondents choices) :-
« Convenience offered

» Can be operated via phone

» Coffee quality & consistency

» Customization features

Source : Amazon ‘Surveys’ tool report
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2. Map primary consumer touchpoints to establish visibility \\
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Product research through

realme NArzo oA PRIME
Starting *10,349°

6.6" FHD+ F

Spin & win
MacBook Prof|

SAMSUNG

Galaxy M32

FHD+ SAMOLED 90Hz Dm

n”\p Details Compare Questions Reviews

Filters ~
- From the manufacturer

L’OREAL Get Professional Care for Dry and
Damaged Hair

Anis

Nokia G21

#GotYourBack

Shop Loreal Profe
FILTER BY PRICE

Under 21,000 21,000-25000  25000- 210,000 2104

RESULTS

ponsored
L'Oreal Professionnel Absolut
Repair Shampoo with Protein
and Gold Quinoa for Dry
Fresh - 300 ml (Pack of 1)

active consumption of information across touchpoints

all Dell Indiz

@ Aparna Bhavsar ©

#FoundltOnAmazon

XPLO

@ Anupasahu ©

()

&

Search Amazon.in o

Details Questions Reviews

Customer reviews

4.5outof 5
2,729 global ratings

Top reviews from India

& Aniruddha Basu

Verified Purchase
Improvement needed
Reviewed in India on 5 May 2022
Colour: T ack  Style name: New Bose
QuietComfs
Don't know is it mine, or everyone's qc45 ANC is
very poor even when compared to 35ii, | don't
know why even if someone is talking beside me |
can hear his/her voice while ANCis on, inqc 351
hardly could hear anything even if someone is
screaming near me. | can literally... See more

f

One person found this

Helpful Report

Ayan P.

Verified Purchase

20



Establish Retail readiness for the most basic touchpoint : PRODUCT DETAIL PAGE

Image, videos and product title :
should match. Title Include key descriptive features such as size, color, and size packs

Customer reviews :
ensure min. 15+ to start with

Star rating :
min 3.5+

A+ enhanced marketing/brand content :
custom detail pages for storytelling enhancing consumer experience

Inventory :
ads get paused if linked products go out of stock

.

Read more on best practices for building an effective amazon product detail page here
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https://sellercentral.amazon.com/gp/help/external/G201140980?language=en_US

Q' smartphone

UPPU A3 | (Mystery Black, bGB
RAM, 128GB St
Cost EMI/Addit

orage) with No
ional Exchange...

45,719

Deal of the Day

12,990 215556 Save T

(19%)
prime
REE [

10

Tomorrow, February

Find the right smartphone for you

Top choice

View buying guide *

e

The iQOO Z3 5G comes with a

liquid cooling sy
technology.

em with fast

Second choice
The OnePlus Nord 2 5
efficient than previous

Q Search Amazon.in

SAMSUNG

The Epic Standard

Galaxy Unpacked

Tonight at 8:30 PM

Redmi Note 11: Available  Redmi Note 11S: 90Hz
from 11th Feb, 12PM FHD+ AMOLED Display

&  Q coffee

@ Deliver to Neeraj - Lucknow 226012

prime

Filters v

Start your day with the rich aroma of Nescafe

Shop Nescafe >

RESULTS

prime

prime

Subscribe

Sponsored

Sponsored
NESCAFE Classic Black Roast
Instant Coffee, Rich & Dark -
100g Dawn Jar | 100% Pure...
Granule - 100 g (Pack of 1)

22



Emma’s Fire

BAR/BODY WASH DEODORANT

Dove  Dove

Dove Dove Dove

{

and our ck
self-esteem pi

ence »
for us

100% @ 9:06

<% DOVE MEN+CARE

HAIR LOTIONS

Experience Our Allure Best
Of Beauty Award Winners.

Read more on best practices for building an effective amazon product detail page here
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https://sellercentral.amazon.com/gp/help/external/G201140980?language=en_US

3. Create engaging consumer connections

KL
\
\
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Build Connections through Content marketing at organic touchpoints

USHA leveraged Amazon Stores to engage their audiences with >50 sewing lessons/recipe videos in 9 languages

lus H R
Discover the world of Experience the world of How to install your machine
Usha Sew Usha Cook within minutes

4 VIEW MORE

VIEW MORE

SEE HOW OUR SUPPORT SERVICES WORK

Call us at our Our executive will schedule both Our Service technicians or 1t further follow ups are required,
Tollfree Number date and time for the Service or Demo Person will visit your our service technicians will get
for the Demo or Service Request Demo Request location back in touch

—— Recipe Collections
Check out our recipe collections with curated experiences and daily recipe updates!
One Pot Meal. Preads Travel Jouwmey Snacks uice N Up
E n ga ge m e n t Undiscovered Indian Food Jiving Alone Heafthy Makeover Pinner For Tuo
1.8x Dwell Time Vs Amazon On ADid Cor it s bl Foion D
Category Benchmarks for Desels i il Chel Specls Quickis
S t ores Ondian Faod Made £ asu Macktaif. Partu




Q search Amazon.in

dna isplay S10rage ara sdtiery

Watch for FREE

Up to 60% off | Professional tools, safety
supplies & more

il 4G (4 )

Q search Amazon.in © €& Q talcum body powder

Soll & tertilizers Live plants
Explore all SHOP FROM INFLUENCER PICKS

Ace your wedding look with these
influencer trends

| & View products ) View products
— —__ -

Flaunt a beautiful kurta Look stylish in this sharara
& Reema Sachdeva a Srijani Bhat

Amazon Influencer Amazon Influencer

MORE RESULTS

_ POND'S Magic Acacia Honey

Fragrance Talcum Powder 400 g,
Em Cooling Fresh Talc for Face &...

Fresh Acacia Honey - 400 g (Pack of
PONDS )

Go for bright & vibrant Bling it up with this . 280 2226 (15
colours elegant suit

prime Fr

Explore more on #Found|tOnAmazon REE Delivery by Tomorrow, April 26

Add to Cart

Q Search Amazon.in

Previously Live

San Frissco Men's Black

Short Film | Kaande Pohe

KAAND

o a &

26



Drive thematic campaigns powered by Audio marketing

Q Ssearch Amazon.in

How far will you go to make your partner
blush ?

“Alexa, ask Cadbury Silk
how to make him blush.”

Cadbury Silk-Alexa
led voice engagement
campaign for
Valentine’s Day

alexa

amazon alexa
p—

Flat 2150 back* + Up to 40% off |
Amazon Fresh

PLAY & WIN
50,000

Mwn wprw Doty Crohet Sovn ™

R [=id

Just Ask Alexa

3

Wipro Lighting-
IPL Daily Cricket Trivia
Alexa campaign

27



firetv

\_/‘7

L

s

N

\2/

Viewable

Served in a brand safe environment

Engaging

Rt NETFLIX

adidas x Deepika Padukone

SPONSORED

WELCOME TO THE FAMILY DEEPIKA

RECENTLY USED APPS

Screen : Py,
Recorder ‘ TecRe VOOt@ dinr_o‘:?ry+

LB LA BaR Uais

28



Red Bull leveraged GameX to build a video based quiz experience for cricket lovers during IPL’21

€ | Q5

L UIULETY & QUUTTIEL FUUUS

TT’ ;Lﬁ

,/L/

| e o quiz §

WATCH AND

The Cricket Quiz

Exclusive offers*
Play Now

Lucky Draw Winners

Which athlete is the first Indian
to score a century in ODI debut?

¢ Well done!

You have won the Amazon Pay Coupon
and here's your prize!
Step 1: Watch the video below

Hint: Quiz questions are based on the video

-
GET '50 BACK
~ Prizes over

e 10 lakhs®
¥ seinnow

Ty

KL Rahul

Games from your favorite
brands
E—

Jtall 0PPO A series quz 4

Your Prize is ready to claim

..
That's right! Claim Now

Next question in 4 sec Share with your friends #AmazonQuiz

Share




Engage with active product researchers through short form videos

Sponsore [ ]
Dove Intense Repair Shampoo

1 L, Repairs Dry and Damage...

Doe i A Aror 18,158

i ¥566 (256.60/100 mi) 2690
(18% off)

= with coupon

= Save 5% more with Subscribe & Save

vprime FREE One-Day
FREE Delivery by Tomorrow, May 13

pppppp

L'Oréal Professionnel Absolut
Repair Hair Mask with Protein &...

¥817.00 286666 prime o

Sponsored Brands videos helps drive ~7X better
engagement® than native visibility

@ * Use-cases :-
n::.' » Unboxing (celebrity/influencer led)
¢ Education on ‘How-to’
« Highlighting USP/differentiated features

* Vs native Sponsored Products ads

30



Personalize through Dynamic creatives
Drive hyper personalization through DCO ads

#EASYCOLOUR
@ HOME

SHOP WITH AMAZON

Multi product feature experience

ACCU-CHEK ' Instant

Vernacular messaging

Read more about the DCO capabilities of the Sizmek Ad suite here

31


https://advertising.amazon.com/solutions/products/sizmek-ad-suite/?ref_=a20m_us_search_title

XL

4. Go Beyond : Innovate through Integrated Immersive experiences \\
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F21 Pro Series (58]

Industry First Fibreglass-Loather Design
Launching Today, Spm

>

SIREAM y
00 QARE
unmw::n;‘l:;zmm J -

(-}
M appstore

184G 4

Q search Amazon.in S
T SeOPagE S Baccery

New Unboxing Video | Tech Burner

mini7)

OnePlus 9RT Unboxing

Watch for FREE

Up to 60% off | Professional tools, safety
supplies & more

€ Q smartphone

© Deliver to Neews - Lucknow 226012

OPPO Smart Devices | Something for Everyone

o

ESULTS

0PPO F21 Pro (Sunset Orange. 868
RAM, 128 Storage) with No Cost,

*22,999 22255

prime




How Cadbury leveraged custom experiences built on Alexa and Audible platforms to engage Gen Z audiences around
the Valentine’s day theme and drive commerce

How far will you go to make them
blush ? | Tap the Alexa button & say

“Alexa, ask Cadbury Silk
how to make him blush.”

amazon alexa
~—F Sille

Up to 30% off | Trending mobiles and
accessories

12:36

Delhi-NCR

Bangalore

Hyderabad

Chennai

Kolkata

How far will you
go to make them

Love has
NO BOUNDARIES

how to make him blush.”

amazon alexa

amazon alexa
~——

amazon
——" prime

4o -

Q QW

amazon alexa
~——

amazon
— prime

QO w
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INVERTERS & BATTERIES

INVERTERS & BATTERIES

MON
W,

ARRANTY 4

onditces Aoy

INVERTERS & BATTERIES
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Key takeaways

Digital Consumers are
increasingly spending more
time on emerging digital
platforms and hence there is
a need for a separate
communication approach

Ao

Understand your TG
better through 1st party
audience intelligence
insights to deliver
customized experiences

Build optimal visibility at
organic/advertising
touchpoints and seek
innovation through integrated
iImmersive experiences
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Appendix

Resources :-

 Building an effective Amazon product detail page

e Best practices for building Amazon Stores

A quide to creating Sponsored Brands video ads

 Ad specs: Ad sizes and policies

. Amazon LIVE

e Amazon Influencer Program
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https://advertising.amazon.com/library/courses/optimize-for-retail-readiness/?ref_=a20m_us_search_title
https://advertising.amazon.com/solutions/products/stores/?ref_=a20m_us_search_title
https://advertising.amazon.com/en-gb/library/guides/getting-started-with-sponsored-brands-video/?ref_=a20m_us_libr
https://advertising.amazon.com/resources/ad-specs/?ref_=a20m_us_hnav_spcs
https://advertising.amazon.com/en-gb/solutions/products/amazon-live?ref_=a20m_us_hnav_p_lv
https://www.amazon.in/shop/info

