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Info of the Brand

Brand Name: Huddy Haven

Marketplace: USA

Products in the Brand’s Catalogue: 
https://www.amazon.com/Acrylic-Cutting-Silicone-
Washable-Universal/dp/B0CRLR5GKC/

https://www.amazon.com/Acrylic-Cutting-Silicone-Washable-Universal/dp/B0CRLR5GKC/


Sales History of the 

Brand

Sales Velocity of the Product



Product Under Study

ProductDetails:

ASIN: B0CRLR5GKC

 Link: 
https://www.amazon.com/Acrylic-
Cutting-Silicone-Washable-
Universal/dp/B0CRLR5GKC/

https://www.amazon.com/Acrylic-Cutting-Silicone-Washable-Universal/dp/B0CRLR5GKC/
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Overview of the Niche

The two most important factors that contribute to the the success of a product are Growth 
Potential in a Niche and the Gap in the Market to break into. This ‘Acrylic Cutting Board’ 
Niche was evaluated for both of these factors and it passed both of the criterias. 

The presence of exactly similar sellers doing decent (greater than $10,000 revenues 
proves the Growth Potential in the Niche. While the presence of long tail keywords in 
extremely good numbers proves the gap in the market that we can exploit to gain 
sales velocity and rankings

The units that we sold in the last 30 days further solidifies the proof/validity of the 
idea. 

Steps that need to be taken immediately are: take the most out of the few days left in our 
honeymoon period; gain rankings on high search volume keywords using the long tail low 
search volume keywords; improve the brand image since the Niche occurs to be filled with 
Chinese Sellers who know to play using price as their lever. Thus we will need to improve 
our listing feel, design, content by a lot so that we have a Virtual USP (unique selling 
proposition) and thus do not have to compete with Chinese sellers at price.



Proof of Growth 

Potential
Existence of sellers doing a decent chunk in sales solidifies our chances of fetching a decent 
market share from them

Sellers highlighted 
in green are selling 

the exact same 
product as us



Proof of Gap in the Market

Although there are only 4 keywords in the market that have a decent search volume 
and on whom we should rank against, there are extremely great numbers of long tail 
keywords which have a low search volume but are super descriptive and thus would 
have greater conversion rates and thus resulting in low ACOS campaigns.



We have 178 Super Relevant 
keywords that have search 
volume less than 1000.

Every seller in the Niche will be 
going for Main Keywords (that 
have search volumes greater 
than 1000) and thus 
competition will only exist on 
those keywords.

The cumulative search volume 
of the top 4 keywords is 
22,400 while the combined 
search volume of these 
smaller keywords is 42,000



Problems 

Identified



Problem#1: In-effective ranking strategy

Only ranking against 4 keywords after 2 months asks for a strategic approach towards ranking



Going aggressive with PPC on main keywords from the 

start and not ranking points to a flaw in the strategy

Going for longtail keywords first, building relevancy first and using longtail keywords 
to rank on main keywords too was the effective game plan in this Niche. The results 
now are evident proof that the strategy in work is not the best strategy since we are 
not in top 5 for any of our main keyword (despite the fact we are spending on these 
keywords)



Problem#2: Flawed PPC Strategy

The basic strategy in a Niche like this is to use the 3 keywords outline in green box to rank on the 
keyword in red ‘clear cutting board for countertop’.

The way how amazon works is if you spend and rank on a keyword like “large clear cutting board for 
countertop”, it ranks you on the keywords included in this keyword too, that is, “clear cutting board 
for countertop”. This way we save ad spend and maximize the ranking juice out of a single keyword.



Problem#3: Images are not attention grabbing
Can you feel the difference?



Problem#4: Visible branding difference 

between EBCs
Us Competitor A brand with good EBC



1

Action Plan



We need to immediately go for ranking on these longtail keywords since most of them are untapped. This 
would inevitably result into rankings on main keywords and also we would be able to manage our ACOS 
since a longtail keyword has greater conversion rate than a general main keyword (since the shopper 
knows what he wants to buy when searching through a longtail keyword)

Solutions

We need to make the most of our honeymoon period at the earliest. Already 50 days have passed. 
Honeymoon lasts around 30 to 45 days as per unofficial news, so we don’t have much time (In the 
honeymoon period amazon gives you increased traction to test if you can really perform)

We need to up our content game if we do not want to compete at our Pricing only. This Niche is prone to 
Chinese Sellers who are veteran at winning price wars. Thus we need to create a product listing experience 
that stands out in the market so that we do not have to fight at pricing only since that would be a very bad 
situation to be in. This will be done while simultaneously ranking on longtail keywords

This niche has potential but requires a strategic approach. With a complete restructuring of PPC we can 
fetch decent results



Restructuring of our 

PPC strategy

Step#1

Listing Content 

Improvement 

Step#2

Steps that need to be urgently taken as a first step 
to move towards the solution



Thanks



Extras



To break into Top 4:
There are high chances that our listing will break into top 4 due to the increased CVR. (Since CVR 
is the most important factor for ranking) 

Reasons to improve our 
Listing Content

It would further help increase our revenue. As:

Revenue = Traffic x Conversion x Price

An increase in CVR would directly increase our revenue and thus profits too

1) 

2) 



Mathematical Example 1: 

CASE 1

• Total clicks (traffic) = 50000

• Old CVR = 10%

• Price = $10

• Revenue = Traffic x CVR x Price

= 50000 x 10% x $10

= $50,000

Suppose we have a $10 product, which has a CVR of 10%

Revenue = Traffic x Conversion x Price

CASE 2:

• Total clicks (traffic) = 50000

• New CVR = 13%

• Price = $10

• Revenue = Traffic x CVR x Price

= 50000 x 13% x $10

= $65,000

CVR of the listing 
improved by 
30% by 
improving 
images and EBC

A direct increase of 
$15,000 in revenue 
by just increasing 

the CVR 



According to what I have observed for the listings I have worked 
on , the conversion rate of the improved listing almost doubles.

Even if we assume a 1.7x CVR after getting and EBC and photo 
design revamped

It would take us less clicks for getting equivalent 
sales(conversions) than if we didn’t improve the listing content, & 
less clicks result to less DOLLARS($) spent on PPC

Lets Assume:
Avg CPC (cost per click) in PPC = $5

Old 10% CVR
300 clicks = 1500$ spent =    30 orders

New 17% CVR 
176 clicks = 880$ spent =     30 orders

Thus If we don't put the $600-700 on EBC and bullets now 
we will end up spending the same through PPC anyway i.e
1500$ for 30 sales

Mathematical Example 2: 



Effects of EBC and Video:


