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Rich Media Content Provider to the Internet Retail 500
CEOCFO: Mr. O’Keefe, what is the concept behind Sellpoints?
Mr. O’Keefe: Sellpoints helps manufacturers and retailers to sell more online. That is 
the basic idea.

CEOCFO: How do you make it happen? What do you understand about the 
process?
Mr. O’Keefe: We have a proprietary network of 250 retailers that our code is 
implemented with and know after 15 years what elements of information help provide an 
increased sales lift. Then, because of that integration with the retailers, we know more 
about what influences shoppers to buy than anyone. We use that information to 
empower the brands to take action to sell more.

CEOCFO: What are the sizes and types of retailers with whom you work?
Mr. O’Keefe: We are the number three provider of Rich Media Content to the Internet 
Retailer Top 500. This includes names like Costco, Walmart, Best Buy and Staples, all 
the way down to smaller retailers like Bob’s Cameras in New Jersey. We have over 250 
retailers in our network.

CEOCFO: What is a typical engagement? 
Mr. O’Keefe: The most basic example is what we call an Interactive Image. You can look at a Microsoft Surface or Sony 
PlayStation system bundle on Costco.com and see over the hero image or the main product image, three to five pulsing 
call-outs, the iconography of which helps describe the why-to-buy features of the product. That is a simple, entry-level 
product that is a couple hundred dollars for the life of the product. In advertising technology language, you would call that 
a native ad. It is sponsored content by the manufacturer for the life of the product that is present, and the impact of its 
presence is that it increases sales conversation rates by anywhere from five to 25 percent on a per visitor basis. That is 
your entry level. A more complex example would be what we did for one of our partner’s Logitech, at Newegg, the largest 
electronics ecommerce retailer in North America. They wanted to sell more of their high-end gaming mice and keyboards, 
so we looked into the data and asked who was the most likely purchaser of one of these keyboards. They bought a 
particular set of gaming video graphics card or particular gaming tower. We put those folks on a list, and anyone that 
looked at one of those video cards or gaming towers, we serve them an ad for these Logitech products across the web 
and brought them back to Newegg. The result of that was over ten dollars of revenue per dollar of ad spend, which is just 
fabulous performance. We take some cutting edge application out of audience data and modeling and understand 
predicatively who is going to most likely buy what, oftentimes before they even realize they are in market for it.

CEOCFO: Do your clients tell you what they want to accomplish or do you work with them on strategy?
Mr. O’Keefe: The bottom line is that we want to leverage our experience and insight, but evidence and data drives 
decision-making more and more every day. We often start with a very specific product that meets their needs and then we 
suggest and council them towards different solutions. It is always collaborative. We are not an agency that has a budget 
to spend. We are a technology platform that can be leveraged and we can train and collaborate, but we work on concert 
with our customers.

CEOCFO: How do you know when trends have turned?
Mr. O’Keefe: Back before big data analytics was sort of a cool, trendy topic, 15 years ago GE adopted this thing called 
Six Sigma and that was the original statistically driven, evidence driven, process improving methodology. I am a big 
believer specifically in a chart called the IMR chart. That is a control chart. We ask if it has actually changed in a way that 
there is a real difference, has something actually happened or is it just my anxiety? What we do is if we see a shift in a 
performance metric like conversion rate or sales or time spent on page, we will compare that to the long-term average and 
there is a very specific tool, particularly the IMR chart that allows you to know if it is actually different. If you understand 
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how to read statistics, the data does not lie. Usually what happens is people want to predict the future and go with their 
gut and if you do not let data direct you, you can waste a lot of time and energy.

CEOCFO: How do you reach out to potential clients or do people come to you at this point?
Mr. O’Keefe: It is a little bit of both. We do a lot of outreach and we have informational sessions. We are a partner with 
Google so we have done many webinars recently with them, or meetups about tradeshows and the like. The most 
effective strategy is pretty interesting. I think about my customer is Canon but his customer is Costco, Walmart or Best 
Buy. The best way for me to get a customer that is not my customer to know about me is to have his customer tell him he 
should hire me. If my customer’s customer loves me, then really great referrals work all day. We spend a lot of time with 
the retailers and the buyers in those retailers, educating them about the value of what we are doing and why the 
manufacturers should hire us to help them.

CEOCFO: You believe that, but does everyone?
Mr. O’Keefe: That is my point, if you want to go with what the loudest voice in the room is or the most compassionate 
person, we are not your partner. If you want to let data drive your decisions and prove things in black and white, we are 
the right group for you. Those that ascribe to the old saying of you are wasting half of your ad dollars but you just don’t 
know which half, they are not for us. If it is that you might be wasting half of your ad dollars and you need to know which 
half it is, then you are for us. We will happily be the guys to say exactly what the impact of your investment to drive more 
sales is. It is about quantitatively driven optimization of all your processes.

CEOCFO: Companies are embracing technology more and more.. Do you find that translates into action?
Mr. O’Keefe: In and around ecommerce, you have varying degrees of adoption for more advanced tactics and techniques 
to enable ecommerce sales. What happened in the last couple of years, Amazon leads the way pretty much consistently 
with new innovation in ecommerce. For a while, their share was substantial and big but now it has gotten to the point 
where they are starting to take so much market share for smaller players that are not adopting, that they have to in order 
to survive. You have market forces now, some of the biggest players out there. Walmart has a whole group called 
Walmart Labs that is just focused on optimizing and improving online sales. You have some of these juggernauts that are 
investing heavily in technology and data driven approaches towards increasing sales. If you are not, you are left in the 
dust and you are just losing.

CEOCFO: What might be a different a year from now for Sellpoints?
Mr. O’Keefe: The single biggest different where I look forward verses looking rearward is that there was a lot of figuring 
out how to leverage the data and how to do it the first time. Nobody wants to be the first person in the pool, so we worked 
very hard with the first partners to get really deeply ingrained in what we are doing and how we have expanded, we are 
the hardest. We are finding now that we understand how to educate and scale these programs with other big retailers. As 
we start to look forward, it is nice because we do not have to reinvent the wheel. It is more of here is the model, scale it, 
versus “Oh that is a good insight, I have not heard that before, let me try it this way.” Now we know with two of the biggest 
retailers on the planet who have adopted these programs heavily, and those two retailers being Costco and Walmart, and 
they are kind of leading the charge as partners of ours with these new programs. We have gone through the cycle with 
them and we know what we need to do next. 

CEOCFO: Why choose Sellpoints?
Mr. O’Keefe: If we cannot prove our value, we do not want to be your vendor. There is a very honest and humble 
approach, and we are here to double your sales. Our tagline is if we cannot double your sales, one of us is in the wrong 
business. Nobody’s market share is so great that with studying quantitative data and evidence in a channel, we cannot 
double sales together in a reasonable time frame. That time frame quite often can be a two year period; you cannot just 
do it overnight. Here is our plan, here is how you do it, let the data drive that growth. It is all about the data and truths. We 
are not the guys with the best ideas and the coolest, most innovative this and that. We are about standing behind what we 
say we are going to do, and doing exactly what we say we will do. It is refreshing. The head of ecommerce at a very large 
retailer recently told me that the reason we’re in that room was because we did exactly what we said we would do. Not 
many people did that. They had hundreds of people calling them and we were the one group that did exactly what we said 
we would do.

For more information visit:  www.sellpoints.com  Sellpoints Inc.
Contact: Scott Sorochak  650.743.7266  ssorochak@sellpoints.com

“We are about standing behind what we say we are going to do, and doing exactly what we say we will do.” - Brian O'Keefe
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