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In-store, Online, Anywhere –

The Time is Now for 

Connected Commerce!

Sri Rajagopalan, VP eCommerce, Johnson & Johnson
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The reckoning of retail is finally here: eCommerce

Sri Rajagopalan – Vice President : eCommerce & digital sales, Johnson & Johnson Consumer Inc.



3

• The messages in this deck are #IMHO

• I #learn everyday - this content is actually created by & from you

• The biggest game changer in this journey is your #attitude

• Questions are good – interactions are awesome, lets chat

• This is not an eCommerce 101, but a 401.8278….
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Why are we here today?
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THE ARUBA BEACH SANDALS STORY
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THINGS WE KNOW & MUST KEEP IN MIND
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LET’S PLAY ‘APPRENTICE’ 
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AMAZON IS A BEHEMOTH THAT WILL 

DISMANTLE TRADITIONAL RETAIL
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AMAZON IS A BEHEMOTH THAT WILL 

DISMANTLE TRADITIONAL RETAIL

Q: IS AMAZON A RETAILER OR A 

TECH GIANT ….?



10

AMAZON IS A BEHEMOTH THAT WILL 

DISMANTLE TRADITIONAL RETAIL

Source : geekwire.com (Mar 17)

• ~$753 BN as of 03/27/18 (yahoo finance)

• > $375BN added in 2017

• This is ‘absolutely spectacular faith……’

• Makes benchmarks tougher for others

WHY WE SHOULD CARE

1. Growth of PVT label

2. End of the brand era? #whoa

3. The use of AI in shopping
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AMAZON IS A BEHEMOTH THAT WILL 

DISMANTLE TRADITIONAL RETAIL
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AMAZON IS A BEHEMOTH THAT WILL 

DISMANTLE TRADITIONAL RETAIL

AMG IS A SECRET 

WEAPON COMPETITORS 

DON’T HAVE
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SEARCH DOMINATION – I MEAN DOMINATION
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AMAZON IS NOT JUST A RETAILER : ECOSYSTEM

ENTERTAINMENT

VALUE PROVIDER

ADVERTISING

CONTENT

SERVICES

RETAIL
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AMAZON IS A BEHEMOTH THAT WILL 

DISMANTLE TRADITIONAL RETAIL

Step 1 : success metrics and why not?

Align on success criteria

• Hard objectives :

 Share, Profit, 

Growth, 

Incrementality

• Soft objectives :

 Brand equity, offline 

influence, brand 

advocacy, retailer 

relaitonship

• Small indie brands now 

have a way to WIN – share 

erosion

• Content, R+R and SEM is 

real – others are investing

• Offline is impacted by 

online - > 75%

• Innovation search begins 

here
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AMAZON IS A BEHEMOTH THAT WILL 

DISMANTLE TRADITIONAL RETAIL
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ADAPTING TO THE ‘NOW’ : EMBRACE THE CHANGE
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LEVERAGING YOUR STRENGHTS + 

ADAPTING TO THE ‘NOW’

NOW = 

1. CONTENT

2. SEM

3. ASSORTMENT

4. RATINGS & REVIEWS
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EMBRACE THE ‘NOW’
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CONTENT MATTERS & WHY

BET ON SEM

INVENT THIS TAG

DEMAND SEO OPTIMIZED TITLES

INVENT AND PUSH PLATFORMS THAT DRIVE 

CONSUMER VALUE

AGGRESIVELY DRIVE & OWN R&R

HAVE A 

STRATEGY
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BET ON CLICK & COLLECT & DIGITAL ANCHORS
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THE WINE CHARMS STORY

VISIT 1 : MASS MERCH WITH EDLP 

VISIT 2 : DISCOUNT HOME FURNISHING 

VISIT 3 : HOME FURNISHINGS & DECOR



23



24

WHAT’S NEXT : SOCIAL COMMERCE IS NOW
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Massive attitude shifts needed to succeed

“Using process as a proxy for success””

“You don’t get medals for trying, you get medals for 

RESULTS””
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Massive attitude shifts needed to succeed

• In campaign shifts : SEM, A+ Content, Media

• Media on a retail website vs. TV/print/Radio/Google

• #influencers can drive conversion - say what ???

• Innovation campaigns not made to scale at launch

• Logistics/fulfillment scorecards look similar yet different

• Supply chain stock cuts cannot penalize eCommerce
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YOU - ELIMINATE THE FOLLOWING VOCABULARY

1. “Can we test & learn and then scale”

2. “It’s only 2 % of my business”

3. “It’s a race to the bottom”

4. “It’s causing too much price disruption in the marketplace”

5. “It’s a search and ratings platform only”

6. “I don’t know how to convince management” – YOU OWN THIS
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The Promotion Optimization Institute Business Leadership Council Members

First 

Name

Last Name Company Title E-Mail

Denny Belcastro Kimberly-Clark VP Industry Affairs

Pam Brown Del Monte Director, IT Governance & PMO

Tom Burkemper Walgreens Senior Director, DMM Beverages

Matt Campbell Accenture Managing Director

Jason Eastman Crayola General Manager, Target and Food & Drug

Rita Finley Corelle Brands Fmr. Director of Global/Category and Shopper Insights

Michael Gamage Blue Buffalo Director Customer Sales and Promotion Analytics

Bryan Gildenberg Kantar Consulting Chief Knowledge Officer

Francesca Hahn Hill's Pet Nutrition e-Commerce Director

Lisa Heriksen Meijer SVP Marketing & Customer Engagement

Michael Kantor
Promotion Optimization 

Institute
CEO and Founder

Lisa Malleus Mondelēz International Head of e-Commerce Digital Solutions ITS, Americas

Sri Rajagopalan Johnson & Johnson VP, e-Commerce & Digital Sales

Andrew Schiller Johnson & Johnson Director, e-Commerce Category Management
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Thank You and stay in touch!

Sri Rajagopalan

Vice President : eCommerce & Digital Sales,

Johnson & Johnson Consumer Inc.,

(609) 455-8124

srajago9@its.jnj.com


