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Introduction: The Rise of the Digital Shelf 

In today’s U.S. market, consumer goods brands in beauty, food & beverage, and health & 

nutrition must compete on the digital shelf – the online equivalent of store shelves where 

products are displayed, discovered, and purchased. The digital shelf spans all the 

touchpoints where shoppers interact with products, from search engine results and online 

marketplaces to retailer websites and apps. In essence, it represents your products’ visibility 

and presentation across top e-commerce channels (e.g. Amazon, Walmart, Target, 

Instacart, Sephora, and other leading marketplaces). Winning on the digital shelf is 

mission-critical: more than half of U.S. retail sales are now digitally influenced, and e-

commerce sales continue to surge toward an estimated $7.4 trillion globally by 2026. 

Brands that optimize their digital shelf position themselves to capture this growth. 

Why it Matters: Shoppers have endless online choices, but limited attention. Studies show 

70% of Amazon users don’t go past the first page of search results, and the top 3 Google 

results get nearly 70% of clicks. If your product isn’t prominently visible, it might as well be 

invisible. Moreover, the quality of your digital shelf content directly impacts conversion: for 

example, 90% of consumers say high-quality images are the most important factor in a 

purchase, and adding product videos can boost browsing time by 340%. Robust digital shelf 

management has tangible payoffs – one study found that brands conducting regular digital 

shelf audits saw a 150% increase in online sales. In short, the digital shelf is now a 

cornerstone of commerce, and a winning strategy can translate into higher search rankings, 

conversions, and revenue. 
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Digital Shelf Management 101: Definition, Importance & 

Outcomes 

Defining the Digital Shelf: The digital shelf encompasses every online touchpoint where 

a consumer can discover, research, or buy a product. This includes product listings on 

marketplaces (Amazon, Walmart.com, Target.com, eBay, etc.), grocery platforms (e.g. 

Instacart), category-specific retailers (like Sephora or CVS online), search engine results, 

brand-owned sites, mobile shopping apps, and even social commerce. It’s essentially the 

sum of your product’s online presence – titles, descriptions, images, pricing, ratings, reviews, 

and placement in search or category pages. A well-managed digital shelf means your 

product content is optimized and consistent across all these channels, making it easy for 

shoppers to find and choose your brand. 

Why It’s Important: Just as eye-level shelf space in a physical store drives sales, prime 

visibility on the digital shelf drives e-commerce success. A strong digital shelf presence 

ensures: 

● Discoverability: Your products rank high in search results for relevant keywords, so 

shoppers find your item first. Being on page one is critical since most clicks don’t go 

beyond it. 

 

● Conversion: Your product page content (images, descriptions, specs) persuades 

shoppers to click “Add to Cart.” For instance, detailed content can reduce returns 

(when buyers know exactly what they’re getting), and plentiful positive reviews build 

trust (about 66% of consumers are influenced by reviews when deciding). 

 

● Brand Perception: A polished, informative listing reflects a credible brand. 

Conversely, missing info or poor images can undermine trust. In a crowded online 

marketplace, content is your packaging – it must attract and inform. 

 

● Omnichannel Influence: Even in-store sales are affected. The majority of retail 

purchases are researched online first. For example, a shopper might read Amazon 

reviews or compare specs on Walmart.com before buying in a brick-and-mortar 

store. Thus, the digital shelf’s influence extends offline; Forrester estimates half of 

U.S. retail sales are now digitally impacted, rising to 58% by 2023. 

 

Measurable Outcomes: Effective digital shelf management drives quantifiable results. 

Key performance indicators (KPIs) and outcomes to monitor include: 

● Share of Search/Share of Shelf: The proportion of search results or category page 

placements that your brand commands. Improving search rank increases this share, 

leading to more impressions. (Amazon reports that being among the first few results 

is crucial, since visibility drops off dramatically past page one.) 

 

● Content Score & Page Health: Many brands track content completeness and 

quality (e.g. presence of all images, videos, keywords). Higher content scores 
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correlate with higher conversion rates. For example, a global brand found that 

systematically auditing and improving product content led to a 150% jump in online 

sales. 

 

● Sales & Conversion Uplift: Ultimately, a winning digital shelf boosts revenue. Case 

studies illustrate this well – one consumer goods company that invested in digital 

shelf optimization (by centralizing content and improving listings) slashed new listing 

creation time by 68% and sped up time-to-market by 60%, yielding an additional $3M 

in annual revenue. Another brand closed keyword gaps and optimized content, 

achieving a 45% boost in digital share-of-shelf and almost doubling team 

productivity through automation. 

 

● Reduced Stock-outs & Buy Box Wins: A managed digital shelf includes monitoring 

availability. Avoiding out-of-stock situations keeps products from dropping in search 

results (since many algorithms demote unavailable items). Similarly, brand 

manufacturers must ensure they “win” the buy box on marketplaces like Amazon (so 

that the brand’s offer is the one shoppers can purchase). Consistent pricing and 

supply help maintain that buy box ownership. 

 

● Improved Ratings & Reviews: Optimizing the digital shelf often involves active 

review generation and response strategies. Over time, this yields higher average 

ratings and review counts, which further improve conversion and search ranking 

(many retailer algorithms factor in popularity and customer satisfaction). 

 

In summary, managing the digital shelf is not just a one-time effort but an ongoing discipline. 

With the right strategy and tools, brands can measure improvement in visibility (e.g. higher 

search rankings, share-of-voice), engagement (click-through and conversion rates), and 

ultimately sales growth attributable to better online shelf presence. 

Marketplace Focus: Top Online Channels for U.S. 

Consumer Goods 

The U.S. e-commerce landscape for beauty, food/beverage, and health/nutrition products is 

dominated by a handful of marketplaces and retailer sites. Any digital shelf strategy must 

prioritize these “top 10” B2C channels, which include: 

● Amazon: The undisputed leader, expected to capture ~50% of U.S. e-commerce 

market share. Amazon is often the first stop for product search and has a unique 

search algorithm (A9/A10) that heavily weighs sales velocity, keyword relevance, 

content completeness, and customer reviews. Brands on Amazon need to optimize 

content and also navigate features like the Buy Box, Amazon Prime eligibility, and 

Sponsored Ads to maximize shelf presence. 

 

● Walmart.com: A close competitor growing its marketplace. Walmart’s online platform 

blends traditional retail curation with marketplace listings. It favors its long-

established private brands (like Great Value) in some categories, and its 
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search/browse results may spotlight Walmart’s own brands or best-sellers. 

Nonetheless, it’s a key channel especially for groceries and household essentials. 

Ensuring your products are correctly categorized (Walmart’s taxonomy) and content 

meets Walmart’s specs (image guidelines, rich media via Walmart Connect) is 

crucial. 

 

● Target.com: Target’s site is known for a curated, design-centric approach, including 

trendy private labels (e.g., Target’s up & up, Good & Gather, and newer lines like 

Dealworthy). Target often pins its own private label items high in search results 

for immediate visibility. Brands selling on Target’s site should focus on compelling A+ 

content and possibly exclusive bundles or configurations to stand out, since 

competing purely on price against store brands can be tough. 

 

● Grocery Marketplaces: Instacart and retailer pickup/delivery sites (Kroger, 

Safeway/Albertsons, etc.) are vital for food and beverage. These platforms display a 

“digital shelf” of products by aisle or search query for each grocery retailer. Here, in-

stock visibility is key – if your product is out of stock at the selected store, it simply 

won’t appear. Content (descriptions, images) still matters for recognition and 

selection, but availability and price competitiveness carry heavy weight. Brands 

should ensure accurate inventory feeds and consider retailer-specific promotions to 

win the digital shelf on grocery platforms. 

 

● Category Specialists: In beauty, Sephora.com and Ulta.com are influential 

(alongside Amazon’s massive beauty section). These sites often allow rich content 

like multiple images, how-to videos, and user reviews. Health and nutrition brands 

look to CVS.com, Walgreens.com, and vitamin/supplement sites (like Vitamin 

Shoppe, iHerb) as key shelves. Each of these may have unique content 

requirements or tiered search results (e.g., CVS might show its Gold Emblem store 

brand alongside national brands). Adapting to each retailer’s digital shelf nuances – 

for example, emphasizing different product attributes for a beauty audience vs. a 

wellness audience – can improve results. 

 

Adapting to Platform Differences: It’s important to tailor strategies to each marketplace’s 

rules and consumer expectations. Amazon’s algorithm, for instance, rewards fast sales and 

adherence to content guidelines (high-res images including white background, videos, etc.), 

so quick fixes like adding missing images or video can instantly improve rankings... In 

contrast, a retailer site like Target might have fixed “shelf” slots for certain products, where 

no amount of bidding or content optimization can displace a pinned item. Thus, winning the 

digital shelf means knowing the playing field on each platform – from Amazon’s search 

keywords to Walmart’s category pages or Instacart’s substitution logic – and optimizing 

within those parameters. 

(Next, we delve into tailored strategies for branded versus private label players, and how to 

succeed across these digital shelves.) 
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Strategies for Branded vs. Private Label Products 

Both national brands and private label (store-owned or exclusive) brands are vying for the 

same digital shelf space, but their strategies and challenges can differ. Below we outline 

approaches for each: 

Strategies for Branded Consumer Goods Companies 

Branded manufacturers (e.g. a well-known CPG or beauty brand) need to leverage their 

brand equity while fending off competition from both other brands and retailer’s own labels. 

Key strategies include: 

● Content is King – Emphasize Quality: Since private labels often skimp on rich 

content, national brands can gain an edge with best-in-class product pages. This 

means using high-impact visuals (multiple images, 360° views, tutorial videos) and 

comprehensive information. Highlight your product’s unique features and brand 

story. For example, use enhanced content modules (A+ Content on Amazon, 

Enhanced Content on Walmart) to tell a richer story than a generic item can. 

Leverage your packaging and logos in hero images so that your brand stands out in 

search results. Rich, compelling content not only improves conversion but also 

signals to algorithms that your listing is robust, which can aid search ranking. 

 

● Differentiation & Value Proposition: Clearly articulate why your product is worth 

perhaps a higher price than a private label. Use comparison tables or callouts (where 

allowed) to show differences – e.g. “10% more vitamin C than the leading brand” 

or proprietary technology, superior ingredients, warranty, etc.. Many retailers don’t 

forbid naming competitors in bullets or images, so strategically pointing out 

advantages can sway a value-conscious shopper. The goal is to neutralize the price 

advantage of private labels by highlighting quality, innovation, or trust factors unique 

to your brand. 

 

● Competitive Pricing & Promotions: While competing purely on lowest price long-

term is unsustainable for brands, you should still manage pricing smartly. Ensure 

your prices are within a competitive range and use tactics like Subscribe & Save 

discounts, bundles, or multipacks to offer better value per unit. Bundling (virtual 

bundles on Amazon, for example) can both increase basket size and make direct 

price comparison harder. Also monitor retailer promotions – if the category is on sale, 

try to participate so your brand isn’t the lone full-price option next to discounted 

private labels. 

 

● Retail Media & Search Ads: When organic placement is tough (especially if the 

retailer gives their own brand an unfair advantage at the top of results), invest in paid 

visibility. Use sponsored product ads and keyword bidding to ensure your brand 

appears in search results for both category keywords and even the private label’s 

brand name. For instance, if a store brand “ABC” is trending in searches, bid on 

“ABC” as a keyword so that your product ad shows up alongside (or above) it. Also, 

leverage product targeting ads – on Amazon you can place your product ad on a 
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private label product’s detail page, and on Walmart/Target you can buy placements 

under the buy box. These tactics let you “ride along” when a shopper checks out a 

private item, potentially capturing a sale by offering a visible alternative. In non-

branded (generic) searches, maintain some level of advertising to prevent losing 

share of voice, even if the retailer has pinned certain results. 

 

● Leverage Reviews and Social Proof: Actively generate reviews for new products 

(through follow-up emails, sampling programs, etc.) because private labels often 

have a head start via in-store sales volume. A large number of positive reviews can 

be a moat for national brands – it’s hard for a new private label entrant to match 

hundreds of 5-star reviews quickly. Approximately 66% of consumers rely on 

reviews in decision-making, so a brand with an established reputation online will be 

favored. Showcase awards or certifications (e.g., “#1 Dermatologist Recommended” 

or organic certifications for food) as trust signals that private labels may lack. 

 

● Ensure Product Availability & Consistency: Keep a tight handle on inventory 

across channels so your product is consistently available. Nothing is worse than 

ceding the digital shelf because of out-of-stock issues – when your item runs out, the 

retailer’s algorithm will simply promote something else (often a private label 

alternative). National brands should use demand forecasting and even 3P seller 

monitoring to avoid stockouts and to prevent unauthorized sellers from undercutting 

their listings. By maintaining supply and consistent pricing, brands can avoid losing 

the buy box to third-party sellers or seeing their shelf position drop due to 

unavailability. 

 

● Data-Driven Category Partnership: Use your superior resources to gather data and 

proactively partner with retailers. Share category insights and work as a category 

advisor to the retailer – this can earn goodwill and influence. For example, Profitero 

found that when private labels have an outsized share of page-1 results, overall 

category growth can suffer. Armed with such data, a brand can make the case to a 

retailer that a balanced approach (not burying national brands) is more profitable 

long-term. Bringing quantitative evidence of how over-emphasizing private label 

might limit consumer choice or basket size can influence retailers to give fair visibility 

to national brands. In short, use analytics to tell a story: if you can show a retailer 

that featuring your brand prominently drives category sales or profit, they are more 

likely to collaborate on placements and promotions. 

 

● Stay Agile – Test & Learn: Finally, brands must continuously iterate their digital 

shelf tactics. Don’t “set and forget” a listing. Treat content optimization as ongoing 

– A/B test different titles or images (some marketplaces and PIM tools allow this), 

adjust keywords based on search query data, and respond to seasonality. If a private 

label suddenly surges (perhaps due to a promotion or new launch), respond quickly 

with counter-promotions or extra ad spend to maintain your share. The digital shelf 

rewards those who actively manage it. As one principle states: “Don’t set it and forget 

it.” Continuous monitoring and optimization is essential to stay on top. 
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Strategies for Private Label Brands (Retailer-Owned or D2C Brands) 

Private label products have seen tremendous growth, reaching an all-time high of 22% 

market share of U.S. retail sales in recent years. These store-owned or exclusively sold 

brands often compete by offering similar products at lower prices. However, success is not 

automatic – a private label must still earn the customer’s trust and attention online. 

Strategies for private label (PL) brand success include: 

● Leverage Price – But Don’t Rely Solely on It: A key allure of private labels is value 

pricing. Ensure your pricing is visibly lower than equivalent national brands to attract 

bargain seekers. During inflationary times especially, shoppers switch to lower-cost 

items. However, price alone isn’t a sustainable hook if the product content is lacking. 

Many private labels historically have minimal online content (just a basic title and one 

photo). Closing this gap is crucial: invest in better content even if you’re a value 

brand. For example, add multiple images, size comparisons, or usage instructions – 

features national brands typically have. If your product is a direct equivalent 

(“compares to Brand X”), say so in the description to help SEO and consumer clarity. 

In short, keep the price advantage while improving content quality to near-national-

brand levels so that shoppers don’t dismiss your item as “cheap and low-info.” 

 

● Build a Brand Identity: Modern private labels often act like standalone brands, with 

unique names and branding (e.g., Target’s Goodfellow in men’s grooming or Good & 

Gather in foods). Develop a distinct brand voice and look for your PL line. Use 

attractive packaging and highlight quality claims (organic, artisan, dermatologist-

tested, etc. as applicable) in your online content. The goal is to overcome any 

stigma of being a “generic.” NielsenIQ notes that private labels are now winning on 

quality and experience, not just price. Emphasize any wins: if your product won a 

taste test or has thousands of five-star reviews, showcase that to equate your brand 

with quality and value. 

 

● Exploit Retailer Ecosystem Advantages: If you are a retailer’s own brand, you 

often have built-in advantages on that retailer’s digital shelf. For instance, Amazon 

has been known to hardcode its private brands into top positions on search results or 

product pages, and Walmart may favor its brands in default category arrangements. 

Use these opportunities fully – ensure every private label product is enrolled in these 

programs and appears in high-visibility placements the retailer offers (homepage 

features, “Featured Product” slots, etc.). Additionally, coordinate in-store and online 

efforts: a private brand that gets a big endcap display or signage in-store can drive 

online searches for that brand. Tie digital campaigns (banner ads on the retailer’s 

site, email marketing) to those in-store promotions, capitalizing on omnichannel 

marketing. (Notably, a survey found grocers underutilize digital marketing for their 

own brands – e.g., only 32% use marketing emails for private brands vs 97% for 

national brands. Closing such gaps by promoting private labels in emails, apps, and 

digital circulars can significantly raise their profile.) 

 

● Optimize for Search on Retailer Sites: Ensure your private label products are 

indexed for all relevant keywords. This includes not just generic terms but also the 

national brand names (if your site allows it, e.g., “Compare to Tide” could make your 
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detergent appear when someone searches “Tide”). Many retailers have internal 

search that can be tuned – work with your e-commerce team to boost your products 

for key search queries. Also, use retailer analytics to see top search terms in your 

category and make sure your product titles or tags include those terms. If you notice 

national brands consistently rank higher for a term, consider adjusting your content or 

bidding on retailer search ads to close the gap. 

 

● Drive Awareness with First-Party Channels: Retailers can and should promote 

their private labels through owned media. Use homepage banners, category page 

spotlights (“Save with Our Brand” sections), push notifications in mobile apps, and 

loyalty program tie-ins (extra points for buying store brands) to draw attention. The 

data shows retailers haven’t fully tapped these: e.g., only 16% of grocers used 

internal website banners for store brands vs 95% for national brands. Treat your 

private label launches and key products with the same hype you’d give a marquee 

national brand – feature them in social media, influencer campaigns, and special 

digital events. The more customers see and hear about your brand, the more they’ll 

trust it. Point-of-decision prompts (like highlighting the store brand next to a 

national brand on the product page as “Customers save X by choosing this item”) 

can also sway choices in the moment. 

 

● Ensure High Product Satisfaction (Reviews & Quality): Nothing torpedoes a 

private label faster than poor reviews. Since you might not have decades of brand 

reputation, your online reviews are your reputation. Monitor reviews closely and 

address issues (this is both a customer service move and a product development 

feedback loop). Encourage satisfied customers to leave positive reviews through 

follow-ups or loyalty incentives. If your average rating is as good or better than the 

national brand, call that out (“★4.7 vs competitor’s ★4.5 average!” if appropriate). 

Retailers often have the advantage of massive sales volume in-store that can 

translate to more reviews online (by asking purchasers to review), so use that 

breadth to your advantage. A highly-rated private label can rapidly gain share as 

consumers feel it’s “proven.” 

 

● Balance Private Label Growth with Category Health: If you are a retailer 

managing private labels, heed the insight that more private label presence isn’t 

always more category revenue. A strategic approach keeps category growth in mind . 

This might mean not pushing private label into every single niche where the national 

brand is actually driving premium sales. Instead, identify where your private brand 

adds value (typically in price-sensitive segments or gaps in assortment) and focus 

efforts there. For example, a retailer might use private label to offer basic versions of 

products while letting national brands cover the luxury tier – this way the digital shelf 

has offerings at all price tiers (a principle recommended by CommerceIQ: have good 

distribution across price tiers). When deploying private labels online, avoid simply 

duplicating an entire category and pushing national brands out; a crowded page of 

near-identical store-brand items can confuse customers and may even drive them 

off-site. Curate the shelf such that your private label complements the nationals, 

capturing budget shoppers without alienating those seeking branded options. 
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● Streamline Content Syndication & Updates: Large retailers may have thousands 

of private SKU listings across categories. Investing in a robust content management 

system is key to efficiently keep these updated (especially if specs change or new 

regulations require content edits). Many grocers cite “limited software/solutions” and 

lack of digital content resources as a challenge for private brands. Adopting a 

Product Information Management (PIM) tool or syndication platform can ensure all 

private label product pages are complete and accurate. This avoids errors or 

outdated info that could erode trust. Additionally, consider a “digital shelf team” 

internally (even a small one) that is responsible for auditing and improving private 

brand listings continuously – treating your private labels with the same care a 

manufacturer’s e-commerce team would. 

 

In summary, private labels should aim to emulate the strengths of national brands (great 

content, strong reviews) while doubling down on their inherent advantages (price, 

exclusive availability, integration with the retailer’s ecosystem). When executed well, this 

two-pronged strategy can make private brands just as competitive and loved online as they 

traditionally have been in-store. 

Key Tools and Technologies for Digital Shelf 

Management 

To build and scale a competitive digital shelf strategy, companies must leverage specialized 

tools. These tools fall into various categories based on their use cases, from managing 

content to analyzing performance. Below is an overview of key tool categories and leading 

examples (U.S.-focused): 

Tool Category Purpose & Use Case Example Platforms/Tools 

Product 

Content 

Management 

& Syndication 

Create a single source of truth 

for product data and efficiently 

syndicate content to all 

channels. Ensures every 

retailer listing has up-to-date 

titles, descriptions, images, 

specifications, and pricing. 

These systems often support 

bulk editing and channel-

specific formatting. 

PIM/PXM Systems: Salsify, Syndigo 

(RichMix, Riversand), InRiver, 

Contentserv. 

Content Syndication Networks: 

Salsify CommerceXM, Syndigo 

Content Experience Hub (for pushing 

content to retailer sites), 1WorldSync 

(for data pool syndication/GDSN in 

grocery). 
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Digital Shelf 

Analytics & 

Monitoring 

Continuously track how your 

products are performing across 

e-commerce “shelves.” Key 

capabilities include monitoring 

search rank position, share of 

search (visibility percentage), 

pricing and promotion tracking, 

stock availability, and content 

compliance on each site. They 

often benchmark vs. 

competitors and alert teams to 

issues (like a dropped rank or a 

missing image on a retailer 

page). 

Analytics Platforms: Profitero, Edge 

by Ascential (formerly Clavis), 

NielsenIQ Data Impact (digital shelf 

analytics acquired by NIQ), Stackline 

Omni, CommerceIQ (holistic sales + 

content analytics), DataWeave. 

Share-of-Voice Tracking: PriceSpider 

(with share-of-search tools), Analytic 

Index. 

Retailer Portals: Amazon Brand 

Analytics and Retail Analytics, 

Walmart Supplier Center Analytics 

(basic insights provided by the retailer; 

often used in conjunction with the 

specialized tools above). 

Price & 

Promotion 

Management 

Monitor competitor pricing, 

retailer price movements, and 

promotional activity in real time. 

For brand manufacturers, these 

tools help ensure your pricing is 

competitive and flag if a retailer 

violates MAP (minimum 

advertised price). Some tools 

also enable dynamic pricing 

adjustments or rule-based 

repricing for marketplace 

sellers. 

Price Monitoring: Minderest, Omnia 

Retail, PriceSpider (tracks prices 

across retailers). 

Repricing Engines: Feedvisor, 

Repricer.com (useful especially for 

marketplace sellers to win the Buy Box 

by auto-adjusting price within set 

limits). 

Promotion Tracking: CommerceIQ 

(has modules to detect retailer 

promos, stockouts, etc.), Edge 

Promotion Insights. 

Ratings & 

Reviews 

Management 

Collect, syndicate, and respond 

to customer feedback. These 

tools help aggregate reviews 

from multiple retailer sites and 

encourage new review 

generation. They also provide 

sentiment analysis to glean 

insights from feedback. 

Maintaining a strong average 

rating and volume of reviews is 

a crucial part of digital shelf 

health. 

Review Syndication: Bazaarvoice 

(syndicates reviews/Q&A to retail 

sites), PowerReviews, TurnTo. 

Review Monitoring: Yotpo (for D2C 

sites with social push), 

ReviewMeta/FEEDBACKFive (analysis 

of Amazon reviews), and in-platform 

review consoles on Amazon or other 

sites. 

Many digital shelf analytics tools 

(Profitero, etc.) also scrape review 

counts and scores for competitive 

benchmarking. 
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Search 

Engine 

Optimization 

(SEO) & 

Keyword 

Tools 

Optimize product content for 

both external search engines 

and internal marketplace 

search. They assist in keyword 

research, identifying high-

volume and relevant search 

terms to include in your product 

titles, bullets, and backend 

tags. Competitor keyword 

analysis is also a feature, 

helping brands see what terms 

rival products rank for. 

Keyword Research: Semrush, 

Ahrefs, and Moz (for general SEO 

including retail search engines). 

Marketplace SEO: Helium 10, Jungle 

Scout, MerchantWords (focused on 

Amazon keyword rankings and listing 

optimization for sellers). 

Surround Sound / Share of Search: 

Tools like Semrush’s Surround Sound 

or Mangools track share-of-search 

across multiple domains. These help 

measure your brand’s presence when 

consumers search broadly for 

products. 

Retail Media 

& Advertising 

Management 

Plan, execute, and optimize 

paid ad campaigns on retailer 

platforms (e.g. Amazon 

Sponsored Products, Walmart 

Connect ads, Instacart ads). 

While not strictly “digital shelf” 

content, paid visibility is integral 

to a shelf strategy. These tools 

unify ad spend data with sales 

outcomes and even automate 

campaigns based on stock 

levels or share-of-voice targets. 

Retail Media Platforms: Pacvue 

(holistic platform for 

Amazon/Walmart/Target ads + digital 

shelf analytics), Skai (formerly 

Kenshoo) for retail media, 

Teikametrics, Perpetua. 

Omnichannel E-commerce Suites: 

CommerceIQ and ChannelAdvisor, 

which blend content management, 

inventory, and ad optimization in one. 

These tools ensure your advertising 

supports your organic shelf strategy – 

for example, by boosting bids when a 

competitor is out of stock or pausing 

ads if you drop out of the buy box. 

Table: Key tool categories for digital shelf management, with examples of popular 

solutions. These tools help brands scale their efforts – from centralizing product content to 

analyzing performance and adjusting in real time. 

Using the Right Toolset: A scalable digital shelf strategy often combines several of the 

above tools integrated together. For instance, a brand might use Salsify to syndicate content 

changes, while using Profitero to alert the team if a product’s content on retailer X no longer 

matches (indicating a syndication issue or a retailer override). They might then use 

Bazaarvoice to push a fresh set of reviews and Pacvue to run a targeted ad campaign – all 

in a coordinated effort to regain lost ground on the digital shelf. Leading companies unify 

these technologies into their workflow. In practice, this means automation of manual tasks 

and faster reactions: one global brand that implemented a PIM + digital shelf analytics saw 

listing audit times drop from 8 months to near-real-time, and improved productivity by 97% 
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through eliminating manual data wrangling. The investment in tools pays off in efficiency and 

accuracy, which are essential as your online assortment and the number of channels grow. 

Best Practices for a Scalable, Competitive Digital Shelf 

Strategy 

Bringing together the strategies and tools above, here are best practices distilled from 

recent years of industry learnings and success stories. These practices will help consumer 

goods brands (branded or private label) build a sustainable competitive advantage online: 

1. Centralize and Govern Your Product Content: Break down silos internally. As a 

foundation, ensure all teams (marketing, sales, ecommerce, supply chain) work from 

a single, centralized product content system. This avoids conflicting data or 

redundant effort. Establish clear ownership for keeping product information accurate 

and updated. A governance process (with data standards and regular audits) will 

maintain content quality as you scale to hundreds or thousands of SKUs. As one 

global brand learned, having disparate content across departments led to 

inconsistency – centralizing content and creating a “digital shelf hub” was the first 

step to improvement. 

 

2. Adopt an Audience-First Approach: Tailor your digital shelf content to the end 

consumer’s needs and context on each channel. For example, shoppers on a 

beauty site might care more about ingredients and tutorials, while those on a grocery 

site prioritize nutrition info and usage tips. Mold your product storytelling accordingly. 

This also means mobile-optimizing content (most online shopping traffic is mobile). 

Ensure images and copy communicate quickly and clearly. And remember, the 

“audience” includes the retailer too – meet each retailer’s content requirements 

(image formats, character lengths, specific attributes) so that your product gets full 

exposure on their site. 

 

3. Invest in Rich, High-Quality Content: It cannot be overstated – excellent content 

is the currency of the digital shelf. Follow best practices for product detail pages: 

use descriptive, keyword-rich titles; bullet points that highlight benefits; enhanced 

content sections (A+ or rich media) to tell a deeper story; and plenty of high-

resolution images from multiple angles. Include video if possible (demonstrations, 

unboxing, testimonials) as it greatly increases engagement. Also, keep content 

accurate and up-to-date – if you improve a formula or change packaging, update all 

channels immediately (a PIM helps facilitate this). High-quality content not only 

improves conversion but also may improve your search rankings (many retailer 

algorithms favor listings that are more complete and get better customer interaction). 

As one best practice guide puts it: detailed descriptions and high-quality images are 

a must – they form the basis of how shoppers evaluate your product online. 

 

4. Optimize for Search Discovery: Think like an SEO expert for each marketplace. 

Research and include the keywords shoppers use. For instance, if data shows 

people search “keto snack bars” more than “protein bars”, a food brand should 

weave those terms into relevant product titles or tags. Proactively manage search by 
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monitoring your rankings and tweaking content or investing in ads for important 

keywords. Use the retailer’s search analytics (if available) or third-party tools to find 

new keywords (including long-tail, like “gluten-free low sugar cookies”). Also optimize 

your product taxonomy – make sure your item is filed in the correct category/browse 

nodes so it appears in the right filters. If you’re not on the first page for your main 

category terms, make it priority #1 to get there – through SEO, content 

improvements, or advertising – because that drives the majority of clicks. 

 

5. Ensure Price Competitiveness and Inventory Availability: The best content won’t 

matter if your product is priced significantly higher than alternatives or if it’s out of 

stock. Monitor competitors’ prices and adjust strategically (use software or set 

up alerts). This doesn’t always mean price-match – if you offer premium features, you 

may hold price, but be aware of the gap. Use promotions smartly (coupons, limited-

time deals) to spike visibility; many sites have “deal” filters or widgets that can give 

you extra shelf space during a promo. Equally important, maintain healthy inventory 

levels and use fulfillment options that improve delivery speed (e.g., Amazon FBA or 

Walmart Fulfillment Services) – faster shipping can be a decision factor for shoppers 

and can make your offering the default choice. A best practice is to have a safety 

stock threshold that triggers alerts before a product goes out of stock online. 

Products that are consistently available and reliably shipped will rank higher and 

build consumer trust. In short, treat availability and logistics as part of your digital 

shelf strategy (because an empty shelf doesn’t sell!). 

 

6. Engage and Manage Customer Reviews: Make review generation and 

management part of your plan. Early on, consider programs to seed reviews (within 

retailer guidelines) such as providing samples in exchange for honest reviews or 

using a post-purchase email campaign asking for feedback. Once reviews come in, 

monitor them closely across all marketplaces. Respond to negative reviews 

constructively (some sites allow public brand responses, which show shoppers you 

are listening and care). Use insights from reviews to improve products or content – if 

many reviews ask the same question, update your FAQ or description to address it. 

Reviews not only influence other shoppers but can also affect search algorithms 

(products with more reviews often rank higher). A compelling stat: about two-thirds of 

consumers are swayed by online reviews. Thus, nurturing a robust review profile 

(quantity and quality) is a best practice that pays dividends in both conversion and 

search performance. 

 

7. Leverage Analytics and KPIs for Continuous Improvement: “What gets 

measured gets improved”. Establish a dashboard of key digital shelf KPIs – for 

example, search rank for 10 priority keywords, content completeness score, average 

rating, share of category page 1, conversion rate, etc. Track these weekly or monthly 

to spot trends. Use digital shelf analytics tools to get granular data and alerts (e.g., if 

your share of voice in “vitamin C serum” searches drops from 30% to 15%, 

investigate why). Adopt a test-and-learn mindset: try changes (new images, a price 

drop, different ad targeting) and see how they move the needle on these KPIs. Also 

benchmark vs. competitors: if a rival’s product suddenly overtakes yours in rank, 

analyze their content or pricing for clues. Continuous data-driven iteration is essential 

– the digital shelf is dynamic with competitors, algorithms, and consumer behavior all 
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changing. A leading practice is to hold regular “digital shelf review” meetings where 

cross-functional teams review the analytics scorecard and agree on actions (much 

like a business would review retail shelf performance in physical stores). Over time, 

these incremental improvements compound to keep your strategy sharp and 

responsive. 

 

8. Foster Cross-Functional Collaboration and Expertise: Winning the digital shelf 

isn’t just an e-commerce team’s job – it requires coordination across product, 

marketing, sales, and even supply chain. Create a cross-functional team or 

committee that focuses on digital shelf excellence. Many successful brands establish 

a “digital shelf center of excellence” that sets guidelines and shares best practices 

internally. Additionally, invest in training so that each stakeholder understands how 

their role impacts the online shelf. (E.g., educate brand managers on how digital 

content can be optimized, or train sales account managers to use digital shelf data in 

line reviews with retailers.) One global household goods brand rolled out a new PXM 

(Product Experience Management) platform and learned that targeted training by role 

was key – they held smaller workshops to show each group how the new tools 

benefit their work, which improved adoption. Keeping teams inspired rather than 

overwhelmed is a best practice – celebrate wins (like sales jumps from a content 

refresh) and recognize contributors. Ultimately, treating the digital shelf as a 

company-wide priority (just like physical shelf placement has traditionally been) 

instills the focus needed to sustain success. 

 

9. Scale Up Gradually and Learn: If you’re just building your digital shelf capability, 

consider a phased approach. Pilot improvements on one brand or in one region, then 

scale successes. The mentioned global brand, for example, created a small group of 

“digital shelf experts” and did a regional rollout first to test their processes and tools, 

which minimized risk and allowed for learning before global expansion. This agile 

approach – start, refine, then scale – is a best practice especially for large 

organizations. It helps in change management and in fine-tuning your strategy to fit 

your internal structure and market realities. 

 

10. Stay Informed on Trends and Algorithm Changes: Finally, keep an eye on the 

ever-evolving e-commerce landscape. Marketplaces frequently update their 

algorithms, policies, and features. For example, Amazon might change how it weighs 

A+ Content or introduce a new ad format; Google might adjust how shopping results 

are displayed; Walmart could roll out a new search filter. Stay plugged into industry 

news, retailer announcements, and consumer trend reports. Engaging in 

communities like the Digital Shelf Institute (a community for sharing ideas and 

strategies) or attending webinars can provide insights into what’s coming next. Also 

watch emerging technologies – for instance, AI tools for content optimization (some 

brands like Ghirardelli have already used AI image analysis to boost conversion 

+10%) and personalization advances. Being an early adopter of new tools or 

adapting to new rules faster can give you a competitive edge. 
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Putting It All Together:  

A scalable digital shelf strategy is one that is holistic (spanning content, pricing, supply, 

and media), data-driven, and continuously refined. It requires both the right game plan 

and the right infrastructure (tools and team processes). When done right, the results are 

evident: increased online sales, greater market share, and even improved retailer 

relationships. The digital shelf is the new battleground for consumer goods brands, but by 

applying these strategies and best practices, both established brands and up-and-coming 

private labels can thrive and secure their spot on the virtual “top shelf” of online 

marketplaces. 
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