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A Global Health & 
Hygiene Company

$14B

48,000
150

Net sales 2023

Employees

Countries
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111
Tork markets globally

1 Global professional 

hygiene brand 

27,500
End-customers surveyed 

last year

#

7.5 Million 
Dispensers placed in a year

$2.8 Billion+ 
in annual Tork sales

200+
Professional Hygiene

patents granted or pending

#1 Professional Hygiene Brand 
in the World 
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The Price of Entry

Visibility

Item published 
with basic content
(+250 attributes)

Enhanced 
A+ Content

(select items)

Ratings and 
Reviews

Variations 
and

cross-sell

Search

Tork
“Buy it now”

Customer marketing
programs

(display, email, promo)

No sales                                                4-18 months based on investments and executional agility                +$MM            

Shopability Findability

Page 2

Page 1
bottom

Page 1
top

Tork Brand 
marketing programs

(site, corporate 

campaigns, email, social)

Sustainable 

performance

Accelerated 

performance

Maximum 

sales 
performance

#1 Rank
on Page 1

The Price of Entry
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LEVERAGE THE DATA

RIGHT PRODUCT, RIGHT TIME

KNOW THE LANDSCAPE

The 3 Pillars
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Who are the best sellers and why?

Step 1: Know the Landscape

What is the pricing strategy/history?

www.camelcamelcamel.com

What content should 

you be focusing on?

What are the most 

popular variants?

What can you learn 

from the pricing?

What can you learn 

from the reviews?

Are there need 

states you can fill?
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Are you engaged in a

Brand play, Product Marketing play, or Price play?

Step 2: Right Product, Right Time
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How much pricing pressure can you expect?

How profitable will your product be for you 

AND for Amazon?

Keyword Bids

Net PPM

Freight

Top search terms, competitive, emerging 

AMZ net profit/sales price

Estimate with an FBA calculator

FBA calculator

V
P

C
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Know gas price changes when negotiating freight

Step 3: Leverage the Data

Plot all your items 

comparing your GPMs 

vs AMZ NetPPMs and 

make decisions!

Find your Easter eggs! Items with 

high conversion AND low visibility

Is Amazon’s pricing justified?

Every incremental dollar of 

investment should come with new 

data points from Amazon!
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Bringing it all Together

Who are the key players & what are their 

strategies?

What can you learn from them & how can it 
influence your GtM approach?

Brand, Product Marketing, or Price play?

What will your GtM plan cost?

How profitable will your product be 

to you AND Amazon?

Know your stars, your dogs, and Easter Eggs

Be clear on ALL market dynamics

Keep Amazon honest!

MARKET DYNAMICS
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THANK YOU!
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