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Info of the Brand

Brand Name: AQULEA

Marketplace: USA

Brand Catalogue: 
https://www.amazon.com/stores/Aqulea/page/F3A71
4A5-90AD-44D4-BDBD-2BC64A6268E1?ref_=ast_bln

https://www.amazon.com/stores/Aqulea/page/F3A714A5-90AD-44D4-BDBD-2BC64A6268E1?ref_=ast_bln


Product Under Study

ProductDetails:

 Parent ASIN:
B09CGVZTGS

 Child ASIN: 

B097J13GQF

 Link: 
https://www.amazon.com/AQUL
EA-Borosilicate-Glass-Water-
Bottle/dp/B097J13GQF/

https://www.amazon.com/AQULEA-Borosilicate-Glass-Water-Bottle/dp/B097J13GQF/
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1) Current 

Situation



Sales History of the 

account

We can see that the sales have declined a little. Following are 
the 3 reasons found for this sales decline:

1. Decreased search volume from May to Sep

2. Change in market trends due to recession

3. Bad PPC strategy being practiced in account



Essential Stats of the 

account since Jan 2021

The Organic to PPC ratio has also dropped a little, which is not a positive thing. 
This has also disturbed the ACOS and the TACOS a little too. 
This is due to some external factors (market behavior) and also due to some 
internal factors too such which we will be discussing under the Major Problems 
in Account section in the next slides



2) Major 

Problems in 

Account



Flaw in PPC Strategy

The major problem in this account is that we have very bad organic rankings. Only 4 keywords in top 6 
positions. On top of that we are not even defending our top organic spots through PPC, so that we do not get 
de-ranked from any of the top spots. Its 2022 and Amazon does not let anybody play without PPC these days.



Amazon SERP right now and why it is essential to 

rank in TOP 4

Can you see that only the Top 4 
spots are that matters? Research 
shows 64% of the shoppers buy 
from the 1st four listings on amazon.

While on mobile only top 3 organic 
spots are what matter. After that we 
only see paid listings and so the 4th 
organic spot becomes the 10th spot 
in mobile and 17th spot on a 
desktop.

Therefore being organically ranked 
in the top 3 spots has become more 
important then ever.



Campaigns that take 70% of the spend every month

Only 2 campaigns got the spend in June & July in the previous 6 months that seemed to be 
ranking focused. And only 2 keywords out of the hundreds of keywords have been targeted for 
ranking purposes, no other keywords. This explains why we haven’t been able to achieve good 
organic rankings. Because all the campaigns being run by Nimble Ads are not ranking focused.

B08NGRKR3R



3) Implications 

of the Major 

Problem



Only 2 keywords ranked in TOP 4

Due to a Poor PPC Strategy we have not been able to achieve good organic rankings 
on any of our major keywords. As shown in the above table from Helium10, that we are 
only ranking on 2 keywords in Top 4 (keywords that have a search volume greater than 
900)



Total Search Volume we have captured

From these images we can see that 
we have only captured keywords 
that have a sum of search volumes 
of 28,994. Which is devastatingly low 
than many of our competitors



4) Minor 

Problems in 

Account



1)Poor PPC Approach

We can see that the OD Green (B097J13GQF ) brings around 40 to 50% of the revenue of 
this account but the campaigns are running for each of the variations. 

This just increases our ad spend and we miss out on so much opportunities. For a listing 
with variations it is always recommended to give the major ad spend to Hero Variation 
(best selling variation) because 1 variation shows at one time against a keyword.



As we can see that the ad spend was equally being given to each variation for the past 6 
months. The thing is ONLY ONE VARIATION RANKS AGAINST A KEYWORD, and therefore 
for a listing with variation it is always advised to rank the Hero variation (OD Green –
1376) for each of the keywords.



2) Missing out on SB and SD ads

The potential of Sponsored Brand (SB) and Display Ads (SD) has been seriously 
neglected in this account. A lot of market share is being left on the table by 
neglecting them.



We can clearly see that no Sponsored Brand (SB) campaigns have been launched 
for the keywords we are ranking high for. By doing this we are not strengthening 
our organic ranks and are not fighting for our market share.



3) No Defense Strategy

We have to level up our defense strategy so that our 
competitors do not keep stealing our sales from us.

Virtual bundles and ASIN defense strategy should be 
taken help from



5) Strategy



Summarized 

Strategy

The basic formula for an e-commerce business is  Revenue = Traffic x Conversion Rate x Price

To increase sales we will be increasing our traffic in the 1st phase by improving our organic and 
sponsored rankings. Improving the Conversion Rate (CVR) will be taken care of in the 2nd phase.

Before increasing the traffic on our listing, we will be launching full on defensive campaigns so that our 
competitors do not steal away from our traffic. And then we will start with our PPC strategy to improve 
organic ranks. In short the strategy would be:

1. Achieve better organic ranks by increasing spend and TACOS thereby increasing sales
2. Optimizing the TACOS once we achieve our desired rankings, keeping the sales at the same level



Solution To This 
Problem

We will be starting from the keywords on which we 
already have some good organic rankings (1 – 6), we 
will be strengthening our ranks on these and the 
keywords exactly similar to them as shown in figure 2.

We will start off from here so that we do not loose our 
ranks on these keywords too. Then we will be moving to 
keywords on which we have our ranks from the (7 - 15) 
and then to the (15 – 30) bracket.



1

6) Previous Similar 
Experience



Recently did this for a 6-figured brand. It was doing around $50,000-$60,000 in sales. But the 
sales were PPC heavy and organic rankings were poor on majority of the keywords. Phase 1 
caused an increase in TACOS to 32%.

Phase 2 – TACOS optimized to 14 to 17%. Phase 3 – When it was observed that the ranks have 
started to maintain, the budgets of each campaign was lowered down one by one while testing 
that we still maintain our ranks.

This roadmap works every time. And therefore I am confident that I can do this for AQULEA too.

Previous Experience with a Similar Situation



Thanks


