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Prime Members Spend a Lot - There are over 100 million Amazon 
Prime members around the world (more Prime members than non), and they 
typically spend over $1,000 a year

Almost 1 in 3 Americans Have a Prime Membership  - The US Amazon 
Marketplace is a huge one, with over 95 million Americans claiming a Prime 
membership. 

Millennials Are the Biggest Audience - Millennials might get a bad rap in 
some areas, but not when it comes to using Amazon. 

Amazon is Taking Over Traditional Brick-and-Mortar Categories – It is easier 
to shop from your phone than getting in your car, and head out to the store. 

Almost Everyone Price Checks on Amazon - Amazon almost always jumps to 
the tops of shoppers’ list for price checking, with 9 out of 10 shoppers 
checking out the marketplace for what the best deals are. 



Set up Shop on Amazon



Create an Amazon seller account

You can use your customer account to start selling, or you can 
create a new Amazon seller account with your business email. 
Before you sign up, make sure you’re ready with the following:

Business email address or Amazon customer account
Chargeable credit card
Government ID (identity verification protects sellers and
customers)
Tax information
Phone number
A bank account where Amazon can send you proceeds from
your sales



Sales channel
You can link your new Amazon Sales Channel to your Shopify
website directly or just link back to Wordperss, webflow, Magento,
Joomla, Weebly, Wix and other site development platforms.

There are three ways to use the Amazon sales channel:
• If you are selling a product in a online store that is identical to 

one already listed for sale on Amazon
• If you want to sell a unique product variant or a brand you 

own that isn't already listed on Amazon, then you need 
to create a new listing. 

• If you are already listing the same products on both website
and Amazon, then you can link website to your existing 
Amazon listings.



Study Amazon’s Selling Policies & Code of 
Conduct
It's also important to understand and comply 
with Amazon's Selling Policies and Code of 
Conduct. If you fail to comply, then Amazon 
might suspend your Seller account.

https://sellercentral.amazon.com/gp/help/external/1801?language=en-US&ref=mpbc_200267770_cont_1801


Adding your products
What can you sell on Amazon? It depends on the 
product, the category, and the brand.

Some categories are open to all sellers, some 
require a Professional seller account, some require 
approval to sell, and some include products that 
cannot be sold by third-party sellers.





Control

You don’t have much control over your product display on Amazon. From content, to design, right down to
where your logo sits.



Competition

When it comes to Amazon is that the competition
will be sky-high. Amazon is one of the biggest
players in its field, so there may be thousands of
other sellers that your business will have to
compete with.



Lack of control

Although your revenue is sure to increase by being on
Amazon, it does come at a cost. Regardless of
whether you have a professional account or you opt
for FBA (Fulfilment by Amazon), you’ll still be faced
with fees. It’s definitely worth doing your research on
your Amazon fee plan before setting up your
marketplace account.



Amazon Advertising



Amazon offers three ad formats:

Amazon Sponsored Products Ads
Amazon Headline Search Ads
Amazon Product Ads (a.k.a. “Product Display Ads”)
Amazon Video Ads



Sponsored Product Ads
Theses ads Virtually blend in with the rest of the listings. It provides customers 
with the sense that the product 

They are triggered by keywords, which you can choose to target manually or 
automatically.

Minimum budget is $1/ day. And you will get charged PPC (Pay Per Click)

You Must have a professional sellers account, and be able to ship to all USA, 
Canada and sell new instead of used products.



Amazon Headline Search Ads

Headline Search Ads are visible at the top of the 
customer search results page, whether the customer is 
shopping from a computer or a mobile device.

Headline Search Ads stretch across the entire top of the 
search results page, standing out from the rest of the 
search results listed.



Amazon Product Ads (a.k.a. “Product Display Ads”) 

The Sponsored Product ads are really just image ads — similar 
to display ads in Google Ads — but the cool thing is that they 
appear in search results on Amazon right next to the searched 
products.



Amazon Video Ads

Video ads empower you to tell stories and make emotional
connections with customers throughout their decision
journeys. We help you reach your ideal audience in brand-safe
environments and measure the results of your video
campaigns. Your advertisements will appear not only on the
Amazon shopping platform—they can also be featured in
Amazon Echo and other operated sites!



Advertising Cost of Sale or ACoS

Advertising Cost of Sale is a key metric used to measure the 
performance of Amazon Sponsored Products campaigns. It 
helps to measure profitability by indicating the ratio of ad 

spend to targeted sales. 

It can be calculated in the following manner: ACoS= ad 
spend/sales. 



Add target keywords are in your product listings.

Organic and paid traffic across platforms 
have one thing in common: They all want to 
provide the best user experience possible. 
The best way platforms accomplish this is 
by providing relevant results for any user 
search.



Opt for manual, but test with automatic targeting



Use match types.

Amazon advertising uses broad, 
phrase, exact, and negative match 
types to refine targeting. The key is 
to use a combination of these match 
type options to get ultra-targeted 
and reach the buyers with the 
highest level of purchasing intent.



Restrict your ads from showing for irrelevant searches

Amazon advertising offers the option to “block” ads from 
showing for specific searches with the help of negative 
keywords. For example, if you sell heels but you don’t 
sell sneakers, you can add sneakers as a negative 
keyword to prevent ads from showing for searches 
related to sneakers. 



Set different bids according to performance and value

Not all your products have the same profit margin;
therefore, you cannot bid the same amount for all
keywords.
Choose the keywords that have the potential of
bringing the most value and bid higher on them.

At the same time, select the keywords related to low-
profit products to lower their bid according to your
set target advertising cost of sale.

After all, your goal is to make a profit, not to lose
money or break even



Get ultra-targeted with long-tail keywords

Long-tail keywords are longer keyword phrases
that are more specific about search terms. They
usually consist of three or more keywords put
together.

For example, if you sell makeup bags, a good
potential long-tail keyword may be ‘small brush
makeup bag.’



Find key data to increase conversions
Optimize your workflow and find the best opportunities to 
improve your sponsored product campaigns. To get 
started, download your search term report to discover 
which keyword searches were responsible for retrieving 
your ads. 

Then, organize the data in your report to easily visualize 
and filter out search terms that are not performing well. 

From there, you’ll also want to analyze keyword bids, add 
matching types, and add long-tail keywords as discussed 
previously



Give it time and optimize

At first, it may take some time to see campaign results. Be patient and wait to see results before 
making optimizations. 

Using advertising settings such as budget caps will allow you to stay within a specific budget to 
prevent overspending while waiting for results

bidding amounts will vary according to the target cost of sales and profit margins of different 
products. Once you’ve identified the most beneficial optimizations, test your changes by 
changing one variable at a time and waiting a couple of days to analyse results. 

The A/B testing approach will allow you to confirm the changes are indeed successful. 



Questions?

We’re happy to help!
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