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PORTFOLIO CASE STUDY

eBay Store Growth & Sell-Through Campaign
Established Multi-Category Seller | Client Anonymized

Client profile
600+ active listings and thousands
of historical sales

Primary objective
Increase profitable sell-through without building a
new social-media operation

Role
Store diagnosis,
conversion strategy and
30-day campaign design

The challenge
The seller had a mature eBay store with hundreds of active listings, a substantial sales history and a broad mix of inventory. The
concern was not whether the store could make sales; it was why inventory was not moving as quickly as desired and whether an
outside marketing channel such as Facebook was necessary.

Tempting first answer What the store data suggested instead

Build a new audience.

Start social media, create outside content and drive
additional traffic into the store.

Convert the audience already showing intent.

Use watchers, previous buyers, followers, eBay marketing
tools and existing marketplace traffic before adding another
channel to manage.

Strategic finding
Several listings already showed active buyer interest, including a higher-value item with double-digit watchers. That meant
customer acquisition had already happened for part of the inventory. The immediate opportunity was to improve conversion
before spending time or money finding more people.

Convert existing buying intent before paying to create a new audience.

A second store-level issue
The store carried highly varied inventory across collectibles, glass, jewelry, media, household goods and other categories. There
was no useful single customer persona for the entire store. The campaign therefore treated inventory as buyer segments rather
than promoting the store as one undifferentiated catalog.

Opportunity area Why it mattered

Watchers / carts These buyers had already demonstrated interest and could be tested with
controlled offers.

Previous customers Historical buyers provided a warmer audience than starting a social following
from zero.

Search visibility Some listing titles used decorative characters that consumed valuable search-title
space.

Stale inventory Older listings needed triage: improve, reprice, promote, lot, liquidate or leave
alone.
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GROWTH STRATEGY

How the sell-through campaign was built
The plan prioritized actions by buyer intent and likely business impact rather than rewriting every listing.

1. Convert watchers and interested buyers
Listings attracting watchers without sales were treated as conversion opportunities. The campaign recommended controlled
Offers to Buyers and automated offers where appropriate, with discount levels determined by margin rather than by a
one-size-fits-all percentage. The reasoning: a watcher has already completed the hardest part of acquisition - discovering the
item and deciding it is worth considering.

2. Reactivate previous customers
Use eBay buyer groups, coded coupons, newsletters and category-aware promotions where available. A past buyer is often a
more efficient target than an unrelated person reached through a new social channel.

3. Improve search visibility
Gradually replace decorative title characters with buyer-searchable terms and strengthen missing item specifics. Priority goes to
higher-value, older and low-exposure listings rather than attempting hundreds of low-impact edits at once.

4. Use advertising selectively
Promote listings only after basic listing quality, pricing and conversion issues are addressed. Traffic that cannot convert is not a
useful advertising result.

Traffic vs. conversion triage

Visibility problem Conversion problem

Pattern: very few views or impressions.

Investigate: title, item specifics, category, primary image,
demand and selective promotion.

Pattern: views/watchers but no sale.

Investigate: price, shipping, offers, returns, condition
presentation and buyer confidence.

Market / pricing problem Healthy listing

Pattern: interest exists but buyers still do not convert.

Investigate: current sold market, competition, price ceiling
and whether the item should be held or liquidated.

Pattern: adequate visibility and sales performance.

Action: leave it alone. Do not create work simply to make an
audit look larger.

The audit asks: What change is most likely to move this inventory profitably?
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IMPLEMENTATION & VALUE

30-day action plan & measurement
The strategy becomes a practical operating schedule so the seller knows what to do first and what can
wait.

30-day deployment plan
Week 1
Convert existing demand

Record baseline performance, activate appropriate buyer offers, create a controlled promotion,
contact relevant previous buyers and begin priority listing cleanup.

Week 2
Improve visibility

Continue title and item-specific cleanup, identify low-exposure inventory, selectively test Promoted
Listings and compare offer/coupon sales with baseline performance.

Week 3
Segment the store

Group stronger inventory by buyer interest, compare converting and non-converting categories,
and shift promotional effort toward categories producing actual sales.

Week 4
Push sell-through

Strengthen offers on appropriate stale inventory, stop promotions that produce traffic without
sales, and identify listings to reprice, lot, liquidate or leave alone.

Selected client deliverables
Store diagnosis
- Buyer-intent opportunities
- Traffic vs. conversion framework
- Listing-search quality review
- Stale inventory strategy

Marketplace marketing
- Offers to Buyers strategy
- Coupon / repeat-buyer strategy
- Newsletter concepts
- Selective advertising approach

Implementation
- Listing-cleanup priorities
- Store segmentation ideas
- 30-day action calendar
- Performance scorecard

Decision support
- What to change first
- What to test
- What to liquidate
- What to leave alone

Success is measured by profitable inventory movement
Units sold Offer / coupon sales Older inventory sold Ad cost vs. sales

Did more items leave the
store?

Did existing buyer intent
convert?

Did stale stock begin moving? Did paid visibility produce
profitable sales?

The final business question: Did more inventory leave the building profitably?

Portfolio note: The seller is anonymized for privacy. This sample summarizes a strategy case study built from a live eBay store review. It
demonstrates the research, diagnosis and campaign structure provided to clients; no unverified sales results are claimed. Paid-client reports
include more detailed implementation guidance and reasonable follow-up support based on the purchased package.



