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INTRODUCTION

Launched in 1995 in the United States as an online bookshop, Amazon has grown into a global
eCommerce giant. Taking a cue from Google and Facebook, Amazon began offering PPC
advertising to professional sellers in 2012 and now offers a range of options.

Amazon is now the third largest digital advertiser in the US (behind only, you’ve guessed it, Google
and Facebook) and is expected to continue to expand its digital ad business as more consumers
begin their product searches there. The platform’s influence show no signs of slowing down, with
Amazon reporting a surge in revenues of 29% to hit $56.6 billion (£43.09 billion) in Q3 2018. Hires
from Google, Twitter, Facebook and other major ad sellers in 2018 could be read as evidence that
Amazon is increasingly investing in its ad offering.

There’s no doubt that Amazon can deliver customers at unmatched scale, making it a competitive
place for sellers. While offering good quality products and following eCommerce best practice

are obviously critical to Amazon success, there’s an increasingly compelling case for a hybrid
optimisation approach of organic and paid campaigns as the best strategy for brands looking to
maximise their visibility.




WHAT’S SO UNIQUE ABOUT AMAZON?

HIGH PURCHASE INTENT

People usually come to Amazon with a specific product in mind - making it a valuable opportunity
to expose your product to customers with high purchase intent (meanwhile, shoppers tend to use
Google to search for products when they’re in the research phase of their purchase journey).

In fact, make their first product search on Amazon, and

consumers use the platform to price-check products, even if they have found them on another
site.

RICH CUSTOMER DATA

No other business does eCommerce on such a massive scale, which gives the platform another
unique competitive advantage: the detailed customer purchase data that sellers can use to
leverage their campaigns. Amazon knows the specific products that customers are purchasing,
and how frequently they’re buying. This means its algorithms have a wealth of data to draw on
when it comes to accurately matching your ads to relevant customer searches.

of Amazon shoppers only purchase from the first page of search results.

EASE OF PURCHASE

If you already sell on the platform, advertising on Amazon is a versatile and powerful way for you
to promote your listings, for example, to push your best-selling, seasonal or end-of-line stock up

higher in search results, make them visible to a new audience and, perhaps most of all, making it
easy for buyers to purchase them through a familiar checkout interface.

In 2016, sellers using Amazon PPC doubled globally, and PPC clicks grew over

So it’s easy to see why Amazon is so popular with advertisers: research by Third Door Media
(publisher of Marketing Land, Search Engine Land and MarTech Today) found that

80% of advertisers plan to increase their ad budgets on the platform in 2019, with many
shifting budget there from traditional search and paid social media advertising.
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ADVERTISING OPTIONS ON AMAZON

SPONSORED PRODUCTS

These are bottom-of-the-funnel direct response ads that drive traffic to Amazon product pages,
giving brands the opportunity to brands and sellers that want exposure to shoppers with
strong purchase intent (as customers generally come to Amazon with the intention of making a
purchase).

As it accounts for a majority on the platform. This eBook focuses on Sponsored Products,
Amazon’s most popular advertising product, but here’s a brief introduction to the other
advertising options...

PRODUCT DISPLAY ADS

These ads can appear across Amazon desktop and mobile, with placements on detail pages,
above search results and top of the offer listing page.

You target these ads by selecting specific products or shopper interests. There is speculation
that Product Display ads will be absorbed into the Sponsored Products offering as Amazon is
putting a lot more emphasis on the latter as the best choice for sellers.

SPONSORED BRANDS (FORMERLY HEADLINE SEARCH ADS)

Similarly to Sponsored Products, these are self-serve solutions available to registered sellers,
vendors, book vendors, Kindle Direct Publishing (KDP) authors, app developers, and agencies.

Targeting sellers at the top of the purchasing funnel, they allow sellers to boost brand
awareness with your logo and a customised headline in ads that appear in search results.

P :
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tégé;o-_.n.in.g EAB% ,prime €959 _prime Sponsored Brand

I L Sponsored
v ‘.\\,\ 10K Rose Gold Diamond Ring 0.332 Ct

by TIC

£189.99 prime EZEX ith vouther

i = Eligibbe for FREE Delivery

\// Sponsored Product
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DISPLAY ADS, VIDEO ADS, CUSTOM ADS - RUN THROUGH THE AMAZON DSP

Amazon DSP (demand-side platform) is aimed at advertisers who want to buy ads at scale and
also allows them to sell products from sites other than Amazon. It allows advertisers to reach
shoppers on Amazon sites, across the web, and in mobile apps. These are managed via an
Amazon Advertising consultant and require a budget of £10,000 or more in the UK.
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HOW DO SPONSORED PRODUCTS WORK?

Like Google Ads, Sponsored Products are cost-per-click (CPC) and largely keyword-driven,
matching the keywords that feature in your campaign to the search terms that shoppers use to
search for products on Amazon. When a shopper searches for the keywords in your campaign,
your ad has a chance of displaying if it meets the required eligibility criteria.

These image ads appear in several different places in Amazon (across all devices on desktop,
tablet or mobile): your ads may be displayed on top of, alongside, or within search results - these
look similar to organic Amazon search results or Google Shopping ads, as in the example below:

Superhero Cape Dress Up Costume
Suparhero Cape and Mask 4 Set for Kids

Spo: i
Xl GU Horse Mask, Latex Halloween
Animal Matks Horse Hoad Masks Costuma
for Adults and Kids Halloween Christmas Party Birthday Gift
£9.59 _prime for Boys&Girls

Saumee colours are Prime cligisie by CQOY

E12.00 prime

Sorme sizes are Prime eligitle

Eligible for FREE UK Delivery

b i s 2 2l

Elig

FREE LK Delivry

Show anly CODY ftems.

&
s &

Mare apaions availaste Mare tices avakable

Smittys Children’s Zombie School Girl
Costume, Tartan Skirt, Jacket. Mock Shirt
and Tie, Serous Fun, SizeLarge, 43025M
£7.67 - £38.99 _prime

Only § left in stock - order 1000

s are Frime eligible

Morphsuits Kids Monster Urban Legends
Creepy Pasta Fancy Dress Costume

A
@ -

DERAYEE Cute Halloween Pumpkin

Eligitbe for FREE UK Delivery

L g ptat R

Mg agnions svadable

Kids Unisex Skeleton Jumpsuit Halloween
Fancy Dress

£14.95 - £19.95 _prime

S0 ible

eleton Costumes, Halloween
Scary Fancy Dress Up, Zombie/ Ghost
Outfit For Werld Book Day, Carnival Party
£9.99 _prime

Same sizes are Prime eligibie

Eligible for FREE UK Delivery

b 24 b s*Rd1

ore npsians avallatie

Amscan Kids Zombie Cheerleader Girl
Halloween Fancy Dress Costume

£763 (3
Eligible fior FREE UK Delivery

Manufacturer recommended age: 24 Months and up

wrdrddrd - 27

They may also appear on product pages (under the section ‘Sponsored searches related to this

item’):

rrequently bought together

Toeal price: £12.00

0 ¢

I~ 0d

W Thix iteeeFred GINGIROTAD MM Coskie Cutter 15,09

# IBIL" Halloween Cookle Curper St with Ejector, Mulsi-Colour, 15 % 15 % & o £5.02

Ib‘nonsoled preducts related to this item I

Suainless Steel Snowflake,

Lhvma Flasmeles Fillar Ca
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£2299 speime

i 12
£6:99 prime
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AMAZON ADS VS GOOGLE ADS

o

AMAZON ADS

GOOGLE ADS

Amazon Ads

Auction-based; CPC

Auction-based; CPC

Bidding Manual and automated available Manual and automated available
Format Image L'jﬁtoﬁ:‘h'}’ image; video; Shopping;
Remarketing Not available Available
Self-serve
platform Yes Yes
Yes (apart from Google Shopping

Kte}(wordd Yes Ads which are shown on the basis of
-triggere product data feed)
Targeting By keywords, product, or interests Eg;t%:t;}[gr(;%dﬁéz?; [ds, topic or
Kavword _ Broad match, phrase match, exact

y";wh t Broad match, ph{ase match; exact match, broad match modifier, and
matchn types match and negative match negative match
Campaigns

organised by ad
groups

Yes

Yes

Where ads are
displayed

On top of, alongside, or within search
results and on product pages

Above organic Google search re-
sults; search results of Google
search partners;

Ad destination

Amazon product page

Your brand’s site

Restricted Yes Yes
products

Average 10% 1-2%
conversion rate

Likely sales Purchase Research

funnel stage

Eligibility criteria

Product feed submission, plus you
must be:

« an active professional seller

- eligible for Buy Box

Standard approval process. Up to
date product feed needed for
Google Shopping

Fees

£25 a month (ex VAT) for a Pro ac
count

None

Control over

Creative automatically generated;

Fully customisable, but can be auto-

creatives? headline and loge customisable. mated.
A . Extensive, through Google Ads man-
Reporting Eidane sy el lanf el o Seetth ager account which can be linked

Term Reports.

with Google Analytics
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https://www.adbadger.com/question/what-is-the-average-conversion-rate-for-amazon-ads/
https://www.cpcstrategy.com/blog/2017/01/2016-google-shopping-performance-across-categories/
https://www.cpcstrategy.com/blog/2017/01/2016-google-shopping-performance-across-categories/

HOW AMAZON RANKS ADS

There’s a significant difference in how Amazon ranks ads (ie, decides when and where to

show them) compared with Google Ads because Amazon primarily makes money when items are
sold as it makes commission on every sale; Google primarily makes money when ads are clicked
on.

In a nutshell, Amazon ranks profitable ads higher; it prioritises what the customer is most likely to
buy from based on performance and relevance metrics.

AMAZON’S AD RANK FORMULA
Ad Rank = CPC Bid x Ad Grade

Ad Grade is based on:
Performance metrics

«  CTR (click-through rate) history
« Conversion rate
« Overall sales

Relevance metrics

« Producttitle
« Description
« Searchterms
« Sellername

The bottom line is that the quality of your product page is just as important as the quality of the
ad (in the same way as your Google Ad Rank is partially determined by the quality and relevance
of your landing page). It’s therefore absolutely crucial that you optimise your product detail pages
with great images, a clear description, and a competitive price, before you even start advertising.
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SETTING UP A SPONSORED PRODUCTS CAMPAIGN ON
AMAZON

The user interface is intuitive, and you set up a campaign in a similar way you would

in Google Ads (formerly Google AdWords). However, the creative for your campaign is
automatically generated through the ad builder; you can customise the headline and logo
before you submit the ad.

If you're an experienced Google Ads advertiser, setting up a campaign is something you’ve
probably already mastered, and you can transfer those skills to structure your campaigns and ad
groups with Amazon’s ad platform.

There are two ways to build and manage campaigns with Amazon Sponsored Products which will
affect your keyword strategy: Automatic and Manual Targeting.

Automatic Targeting

Amazon targets ads to all relevant customer searches based on product information. This ensures
you cover a wide variety of search terms and save you time by not having to manually generate
keywords, as Amazon will do the work for you.

Manual Targeting

You manually set keyword options for Sponsored Products ad campaigns, giving you greater
control over your campaign and the ability to optimise based on performance.

Once they’re familiar with Amazon Ads, many advertisers find it beneficial to use Manual Targeting
to give them greater control over their campaigns, while running a low-budget Automatic
campaign in parallel to test which search terms are working and using them to optimise their
manual

If you’re new to Sponsored Products, it’s probably best to begin with Automatic Campaigns, where
Amazon will target your ads to all relevant customer searches based on your product information.
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STEP 1 - CHECK ELIGIBILITY REQUIREMENTS

First thing first. To advertise, you must have an active professional seller account, be able to ship
to all addresses in the country you're targeting, and have products in one or more of the eligible
categories.

Your products must also be eligible for the Buy Box. This is the box on a product detail page where
customers begin the purchase process by adding items to their shopping carts. A key feature of
the Amazon website is that multiple sellers can offer the same product, so you may compete with
other merchants to appear in the Buy Box. Amazon uses performance-based criteria to determine
your Buy Box eligibility and placement status.

How can | become eligible for the Buy Box?

If you’re a Fulfilment by Amazon (FBA) seller, you’re automatically eligible to win the Buy Box. If
you’re not, you must meet all of the conditions listed below - but even then, Amazon does not
guarantee placement in the Buy Box.

Check which of your products are winning the Buy Box

Visit Business Reports, then under the section labelled ‘By ASIN (Amazon Standard Identification
Number - a ten-character alphanumeric unique identifier that’s assigned by Amazon)’, click on
‘Detail Page Sales and Traffic by Child Item’. Here, you can sort by ‘Buy Box Percentage’ to find your
best-performing products. If you have identified products that are winning the Buy Box at a rate of
over 90%, Amazon recommends that you start advertising them.

Type of selling account

You must have a professional account.

Metrics

Your order defect rate, cancellation rate, and [ate dispatch rate are metrics that
determine eligibility — the better you perform, the higher your chances are of becoming buy
box eligible. You can see how you’re doing on the account health page.

Order volume

Amazon requires that you have sufficient order volume to accurately assess your performance
(this varies among categories).

Restricted products

Amazon advertising doesn’t allow you to advertise adult products, used products, refurbished
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https://services.amazon.co.uk/services/sell-online/pricing.html
https://sellercentral.amazon.co.uk/gp/help/200285170?language=en_GB&ref=xx_200285170_cont_200418100
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STEP 2 - CREATE YOUR CAMPAIGN

amazon sellercentral Eetter Mut Bistier W Worw amazon com v/ [ enomn x| | semon o

CATALOG INVENTORY PRICING ORDERS M‘('IISING STOREFRONT REPORTS PERFORMANCE

Your Orders @ Content glificalions Paymants Summary

i There was a charge 1o your credt card

Promatans mazon Selling Coach Balance

Seller Fulkilled
I last dary L]

‘What type of products would you like to aell?
b tan help you dhcoves pogy

= 2 Enter your preferences below 3o we g2 P’ d igh f f
i last 7 days
Show me product recommendatians ralated 1o Manage Your Case Log
Uhese bramds;
Fulfilled by Amazon Prong Uner sermicodons o separate multiple brands
I last day L Show me Product Ieconmendations in thise
o last 7 days [] Growth categories:
o O Sales Summary
Lassl updaied 1120017 8.03.49 AW PST
Ovdered produc
Parformance
L] Rate thiz widget | Selling Cosch Reponts
7 Days.
]
e Getting started - 15 Days
30 Days

e List more predusts PO

Log into Seller Central and, in Campaign Manager name your campaign and set up your daily
budget and set a time frame for when you want the campaign to begin and end.

The minimum duration for a campaign is one day, but we recommend taking an ‘always-on’

approach: continuously running campaigns keeps your products top of mind for shoppers.
You can pause a campaign at any time.

Decide whether you’re going for Manual or Automatic keyword targeting.
Here is also where you set up your daily budget...

How much do you want to spend on your ads?

This is obviously a critical decision. To calculate your average daily budget:

1. Decide how much you are willing to spend on your campaign for a month. For example,
let’s say your monthly budget is £3,100.

2. Calculate your average daily budget multiplying £3,100 by 12, then dividing by 365

3. Your average daily budget would be £101.90 (a £5 minimum is recommended).
You can set your budget across all of your Sponsored Products campaigns, or separate budget

per campaign and you can go back and change it at any time. It’s important to bear in mind,
though, that on any given day you could spend less or more than your average daily budget.
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For example, if your budget is £100 and you receive £90 worth of clicks on the first day, you
could receive up to £110 worth of clicks on the second day.

Daily budgets are also spent as quickly as possible rather than paced throughout the day. This
means that a smaller budget may not last very long if your advertised products are popular -
keep this in mind as you may find that you need to further increase your budget to keep your ads
showing and maximise your sales.

If you’re on a very strict budget, you can opt to set a daily budget cap to control what all

of your campaigns can spend per day. This setting is under the Advertising Settings tab in
Campaign Manager.

amazon seller central CATALOG INVENTORY PRICING ORDERS ADVERTISING STOREFRONT REPORTS PERFORMANCE Betior Nui Butter ™ www.amazon com v Englsh ¥
CAMPAIGN SETTINGS CREATE AD GROUS
|"T"
® ()
Set your campaign budget and duration Campaign name
Campaign nama Your campaign name might be the type of

products youll be sing o seasanal
marchandise youre promoting.

Performance Nut Bulfer Automatic  ([[) |

Thits name is onlly visibile 1o you when

Daily budget

- managing your campaigrs.
$1.00 minimum

Start date End date

MONNT M and dzte

Select a targeting type

v 3ds b2 #il relevant contomes

Manual targeting
Your Bds BPOEaT when B customer's search matehes keywords that you

[MEVIde. LEarT: Mok
Cancel Continus to nxt sbep

Rata this page  Got cupport  Paliciar and Agroamants [-—

Source: SellBrite
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STEP 3 - NAME AD GROUP AND SELECT PRODUCTS

imazon seller central T CAIMOG INWENTORY PRCING ORDERS ADVERTIGNG STOREFRONT REPORTS  PERFORMANCE Binr bl Butied W e maden oM v Esgien v
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(6}
Name this group of ads Products
Al g B S Lotret the produrts that you wast ts
__'"TH ol patete foa e famgusgn. Trews (an te
ety Wik & wpevsl o oF predlaecty
T T p———— Bl pias w10 Saglay witees gy
search bor 8 e ekt bepwond
Choose products to advertise A thes teme w0 Ot Seppert sl
PRty ] prodta retar el
Search by prodeciname 3| O Prsduct name POt S GrOsOAR(ES i (e
oo
ey by srwes prote T ¢
V-2 of 1 prodests Select ol on P Sogs
Ptz Mt Butte Ma s
Butter %3 Puch # Y 08 o Salet
SI099 ASSs MIE
¥

[ T T ———
Lanbere Grbs Faies sred wogas Frondy Mt

0 products selecied

Source: SellBrite
Structure your campaign

If you’re an experienced Google Ads advertiser, this is something you’ve likely already
mastered. Draw on your Google Ads organisational skills to structure your campaigns and ad
groups.

A well-structured Sponsored Products search campaign allows you to control how you want
your ads to be triggered and when you want them to appear. Like a house, your account
needs a solid foundation before you can begin the process of building and cultivating it.

An organised account helps to:

o Ensureyour ads appear for relevant searches and audiences to maximise conversion and
save on wasted clicks.

« Keepyouraccountorganised and make it easier to see what’s working and what isn’t so
that you can make tweaks to increase performance.

Like Google Ads, your Sponsored Products account consists of campaigns, ad groups, ads,
and keywords. Within each campaign you have ad groups that have their own set of ads, and
every ad group contains keywords.

WWW.CLICK.CO.UK
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CAMPAIGN 1 CAMPAIGN 2

KEYWORD KEYWORD
KEYWORD AR KEYWORD A AD A ADA
KEYWORD KEYWORD ADB ADB ADB
KEYWORD KEYWORD
KEYWORD KEYWORD

The best strategy is to have a separate campaign of each of your main product categories and
then under each campaign create ad groups that are more specific. For example, let’s say you sell
make-up.

You might start with three of your top-selling products:

« Foundation
o Lipstick
e FEyeshadow

Under each campaign, you create ad groups around more specific categories - collections of
products based on common characteristics such as product type or price. It’s important that
your ad groups are well split out and that keywords are tightly themed so that ads can be highly

targeted and reach searchers at similar stages of the funnel.

Then create a list of relevant keywords for each ad group (see Step 5 for more detail on this).
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Here’s an example of how a cosmetics supplier may structure their ad groups within campaigns for

lipstick, eye shadow and foundation:

AD GROUP [TYPE OF
) MEDIUM

RAGE

AD GROUF (TYFE OF
PRODUCT) ANTI PRODUCT) ORGANIC
INE FOUNDATION FOUNDATION

AD GROUP (TYPE OF
PRODUCT) NON

CAMPAIGN (PRODUCT) CAMP,
LIPSTICK

AD GROUP (TYPE OF AD GROUP (TYPE OF

PRODUCT) SMUDGE

TLIPSTICK BELLINE EYE

AD GROUP (TYPE OF SHADOW

A FRO | RIMMEL
LIPSTICK EYE SHADOW

... then segmented to keyword level:

ATION OF

OUP (TYPE OF
CAMPAIGN (PRODUCT]: PRODUCT)
LIPSTICK MON-GREASY
LIPSTICK

NUDE
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Which products do you want to sell?

Select the products you want to promote, (or include all of your products). The advantage with
the latter option is that it will make it easier to identify which terms customers and potential
customers are using to find your products.

According to Amazon, on average, sellers who selected at least two ASINs to advertise have
up to 40% more clicks, compared to those who advertised one ASIN during the first 60 days of

advertising with Sponsored Products.

Optimising your ad copy

Each product you select to advertise using Sponsored Products will be automatically formatted as
an ad, pulling through imagery from your product page. You can then add a headline of up to 50
characters and logo.

The copy you use for your ads headline: make sure you use relevant keywords (in a natural way).
You need to accurately describe what you’re selling, but there’s also room for creativity: use
actionable and engaging messages to entice customers to click through.

Here are some examples of well-optimised ad copy: in each case, the headline describes exactly
what you’ll get and appears as the top result. Particularly with the first ad, you can see by the
number of ratings that this product is a good seller.

= :_‘r, e
R T
AL

1 s N 5
ey oy "
1] o5 e
COPURE Bts -~ air "
b, e d‘:‘m‘ = ’ ,
(o, Rl o
Vi e I
ot L
ey
T L -
Maore aprions availanle
Sponsored

Amazon Brand - Mama Bear Ultra Sensitive
Baby Wipes 12x60 (720 wipes-100%
biodegradable fabric )

by Mama Bear

£15.19 (£0.02/wipe) Subscribe & Save
Save more with regular delivery of this item

£15.99 (F0.02 /wipe) prime
Get it by Tomorrow, Feb 13

Fliglhle for FREF LIK Dellvery

TR Ar v 554

Sponsored i
KidKraft 65092 Kayla Wooden Dolls House with furniture and accessories included, 3 storey play set for 30 ¢cm / 12 inch dolls
by Eidkraft
£99.99 prime Ardrdededs - a6
Get it by Tomarrow, F'_b 13 Manufacturer recommended age: 36 Months - 8 Years
Eligible for FREE UK Delivery
Product Features
. MANSION - This vibrant dolis house is 3 child's dream home ..
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STEP 4 - SET YOUR DEFAULT BID

1 products salectad

Source: SellBrite

Thisis the maximum cost-per-click that you are willing to pay when someone clicks an ad from this ad
group. You can change the maximum bid at any time by selecting the campaign name, ad group name
and then the Ad Group Settings tab.

For Manual Targeting, as an alternative to using the ad group maximum default bid, you can give
yourself more control over spend and performance by creating custom bids for specific keywords. To
set a cost per click for a specific keyword, select the ad group that contains the keyword and select the
Keyword tab. In the column labelled Max. Default Bid enter the maximum cost-per-click you are willing
to pay for that keyword.

STEP 5 - IDENTIFY KEYWORDS (MANUAL TARGETING ONLY)

Keyword targeting allows you to choose keywords (including phrases) for which your ads will be shown
in customer searches and detail pages.

Make sure that your keywords reference those used on the corresponding product detail pages for the
best chances of your ad being shown (and of users converting after clicking on your ad). For example,
Amazon will not show an ad for the keyword ‘coffee table’ if the campaign only contains dining table
products.

According to Amazon, sellers who update their keywords at least three times during the first 60

days of advertising have up to 100% more ad attributed sales.
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You can provide your own the keywords, or let Amazon find the keywords for you with a Manual
Targeting campaign, or automatically with Automatic Targeting.

How do you identify which keywords you should be targeting?

If you’re just starting out, try using Google Keyword Planner to research and identify
keywords for product listings and their descriptions.

Use the Search Term Report for Sponsored Products (reports > search term) and filter through all search

terms that your keyword is matching to by time period:

INVENTORY ~ ADVERTISING | REPORTS

Sponsored Products Headline Search Ads

Advertising reports

Lse your search term data to make updates to your Repart type Search term  *
keywords that can positively impact campalan .
performance.

Report name  Sponsared Preducts Search term report
Report period  Last month
Missing the old reports? Access them here Data unit @& | Tatal

Create report

o froermt

How to use this report
Search Term Report
Use this report to ldentify high performing customer searches for your ads
Uses the Search Tesm reper to see which ustomer searches triggered your ads for the pase 60 days. thak can Increbas camaalgn perfonEnce.
: S 4 L Here's how:
This report provides visibility into the actual search terms entered by customers searching on Amazon.com, and the
< " + [dentify high performing customer search tenms.
:p::?lxs, clicks, and conversion data for your ads. This report contains search terms which generated at least 1 dlick . Add U high pe S i it mprecpriare ud
3 group and consider adjusting your Bids to increase impressions.
Mote:s The Search Term report will be available when your campaigns have been running far at least one day. * Monitor performance and adjust to medt your bussingss goals.
What's the difference between a “customer search term”™ and a
Lo more " =

A customer gearch term IS the exact set of words & customer enters when
searching for & product on Amazon. A keyword is the word or set of words
you bid on in Campaign Manager to target your ads to customers.

Request a Report
| Request report |

Schedule a Report _Edin |
This repart i scheduled to run weekly. Click the Edit button to change this sstting.
Check Report Status & Download Refresh

Batch & Report Type Report Period Date & Time Requested Request Type Report Status
FO704017133 Search Term Report G296 - 112716 11/28/16 1:45:53 AM PST Scheduled Bawnlcad
T05340171 26 Search Term Report /22716 - 11/20/16 1L/20F16 1:45:37 AM PST Scheduled \M_,
TO365017119 Search Term Report WIS/16 - 111316 11714716 1:45:01 AM PST Scheduled _Bownload
70256017114 Search Term Report 10716 - 11/8/16 114906 1:28:48 PM PST Manual Download
TO10481 7112 Search Term Repert RS - 11/6/16 1147746 1:44:56 AM PST Scheduied | Download

Source: SellBrite

This allows you to identify high-performing search terms to add to the appropriate ad group and
consider adjusting your bids to increase impressions.

You can also use these terms as part of your organic Amazon strategy to optimise your titles,

descriptions, and marketing bullets so that your Amazon listings are optimised for what people are
actually searching for.

WWW.CLICK.CO.UK
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Get even more granular by building your campaign structure with only one SKU (stock keeping
unit) per ad group. This allows you to attribute performance of the term directly to the SKU
purchased or clicked on and accordingly adjust your bidding strategy.

Own-brand terms

Bid heavily on your brand and product keywords - particularly those related to your high-priority
products. Yes, your own products should have organic visibility anyway, but paid visibility gives
searchers even more opportunities to click through to your product.

Competitor terms

Set up an ad group named targeting competitors’ brands, including brand names as keywords
and/or any other terms you think relevant, or choosing from of the keywords suggested by
Amazon. Bear in mind that this tactic has its drawbacks: Amazon will view your ad as poor quality
since it isn’t relevant to your product page, which will push up your costs and reduce impressions.
However, you may find that clicks you do gain have a high conversion rate.

MATCH TYPES

Within Manual Targeting campaigns, advanced match types work in a very similar way to

Google Ads:

Broad match

This match type offers your ad broad traffic exposure. A customer search term will match if it
contains all the keyword terms or close variants (plural forms, acronyms, abbreviations, and
accents). The customer search term can contain keywords in any order.

Phrase match

The customer search term must contain the exact phrase or sequence of words or their variations.
It is more restrictive than broad match, targets more specific audiences, and will generally result in
more relevant placements for an ad.

Exact match

The customer’s search term must match exactly the keyword in order for the ad to show, or close

variations of the exact term. Exact match is the most restrictive match type, but can be more
relevant to a customer’s search.
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Lear mare

Set a bid and provide keywords:

Default bid
5060
| Bid+ Raises bids in this campaign up to 50% mone than your default bid when ads are eligible to show at the top of search results,
Learn mare

Suggested keywords | Provide your awn keywords

Justin's
Justin's Nut Butter

duslis
Jugting Mut Butter
0 keywords selected match types

Back | Saveand finish

Source: SellBrite

STEP 6 - ADD KEYWORDS (MANUAL TARGETING ONLY)

Amazon recommends adding at least five keywords to your campaign to begin with. Add negative
keywords to Sponsored Products ads to cut out irrelevant and ambiguous phrases and prevent your
ads from appearing on search results or detail pages that don’t meet your performance goals and
waste your budget.

WWW.CLICK.CO.UK
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STEP 7 - SET YOUR BIDS AND MODIFIERS (MANUAL
TARGETING ONLY)

If you’re using Automatic Targeting, Amazon will bid on your behalf.

If you’re using a Manual campaign, decide how much you’re willing to spend per day over a
calendar month - your average daily budget. For example, if you set your average daily budget
to £100, you may receive up to £3,100 worth of clicks in that calendar month (assuming a full
31-day month). Ad spend on any given day may exceed your average daily budget but, at the
end of the month, the average daily spend won’t exceed your average daily budget.

As well as a Fixed Bid option, you can also choose from two Dynamic bid options: down-only
bidding and up-and-down bidding:

Bidding

Campaign bidding strategy <AL

© Dynamic bids - down only
We'll lower your bids in real time when your ad may be less likely to convert to a sale. Any
campaigns created before January 2019 used this setting. Learn more

Dynamic bids - up and down
Wwe'll raise your bids (by a maximum of 100%) in real time when your ad may be more likely
to convert to a sale, and lower your bids when less likely to convert to a sale. Learn more

Fixed bids
We'll use your exact bid and any manual adjustments you set, and won't change your bids
based on likelihood of a sale. Learn more

Source: Amazon

The Fixed Bids option means Amazon uses your exact bid and any manual adjustments you
set. This is the best choice if you have very specific CPCs in mind for your products.
‘Down-Only’ is the default option, and means that Amazon lowers your bids in real time if
your ad is less likely to convert a sale, making it best for newbies or those on a limited budget.

With ‘Up and Down Bidding’, Amazon raises your bids by a maximum of 100% if you are likely

to convert a sale and lowers your bids when you are less likely to make a sale.
You can set bids at the ad group or keyword level.
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Placement modifiers

These help your ads show when you want them to. There are two placement modifier options:
‘Top of Search” and ‘Product Pages’. You can set the option to increase your bids by up to 900% to
ensure placement for both options.

In addition to your bidding strategy, you can increase bids by up to 900%. Learn more
Top of search (first page) 0 %% : Example: A $0.75 bid will remain $0.75 for this placement.

Product pages 0 | % . Example: A $0.75 bid will remain $0.75 for this placement.

Source: Amazon

The “Top of Search’ modifier lets you increase your bid to help your ad stay top of page. The higher
the percentage, the more likely your ad stays top of page. However, this also means you’ll probably
pay more for your each click. A £1 bid set with a 900% modifier could cost you up to £9 if someone

clicked your top of page ad.

The ‘Product Pages’ modifier lets you set how much you are willing to increase your bid to be

shown on product pages, where customers view individual products (the ad shows below the Buy
Box).
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STEP 8 - SET UP PRODUCT TARGETING (MANUAL TARGETING
ONLY) OR ENHANCED AUTO TARGETING (AUTOMATIC
TARGETING ONLY)

FOR MANUAL TARGETING CAMPAIGNS

Product targeting

An alternative to keyword targeting, this allows you to target customers by individual product
ASIN or product category with the aim of your product showing on competitor product detail

pages.

It allows you to select and target individual products that are similar to the product that you
have chosen to promote. Amazon will provide a list of suggested products to target based
on the product you have chosen to promote, but it will also provide the option to search or
manually enter a list of ASINs to target.

You can apply refinements by price, brands or star rating:

Product targeting
Categories 0 Individual Products
Suggested Search Enter list
iphone charger x |Q

b AmazonBasics Nylon Braided Lightning to USB A Cable - MFi Certified iPhone Charger - Dark Grey, 6-Foot, 6-Foot, Target
* 1-Pack, Dark Grey

wrordredr o (7943) $12.99 In stock

ASIN: B0 FIRHORA

1-Pack, Dark Grey
drirdrdr o (7o43) 959 In stock, ships with leadtime
ASIN: BOTFIRGIID

T * AmazonBasics Nylon Braided Lightning to USB A Cable - MFi Certified iPhone Charger - Dark Grey, 3-Foot, 3 Feet, Target

i B AmazonBasics Lightning to USB A Cable - MFi Certified iPhone Charger - White, 3-Foot, 1-Pack, 3 Feet, White, Target
| Stand-alone cable
! drirdrdy  (35726) Price cannot be found  © Out of stock

ASIN: BO10SOM3LE

Source: Amazon

Unsure whether to use keyword targeting or product targeting? A keyword targeting strategy
is the best option when you know the search terms that shoppers use to search products
like yours. For example, if your ad product is ‘blue ladies dress’, you may choose the keyword
“blue ladies dress.” When a shopper searches for a product with the search term “blue ladies
dress” your ad is eligible to show in search results and detail pages.

Use product targeting to outsmart competitors. You can find competitor products that have
poor reviews and ratings, target those specific ASINs, and then advertise your best products
against their poor performers. Combine this method of targeting with a high product pages
placement modifier and you stand a high chance of showing on competitor product pages.
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FOR AUTOMATIC TARGETING CAMPAIGNS

Enhanced auto targeting
o Loose match/Close match

This allows your ad to be shown in the search results if your ad product closely or loosely
matches searches results from shoppers.

o Substitutes/Complements

This shows your ad on the detail pages of products that are substitutes or complements of
your ad products.

Try using both Automatic and Manual Targeting to complement one another, ie, create a
Manual Targeting campaign, optimising the bids accordingly based on performance. Then
create an Automatic Targeting campaign as a ‘catch all’ Set the bids lower and use the
campaign as keyword research. Then when a search term begins to perform well, introduce
that as a keyword in the Manual Targeting campaigns.

WWW.CLICK.CO.UK
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STEP 9 - AUDIT PRODUCT PAGES

In the same way that landing pages are a major factor in the success of Google Ad campaigns,
you need to ensure that your product detail pages are as good as they possibly can be,
because:

o When someone clicks on your Sponsored Product Ad, they go through to your product
detail page - and the quality of the content they find there is a make or break factor in
whether they convert.

« The details on your product pages feeds into ads (another key differentiator from Google
advertising) — poor quality product pages equal poor quality ads.

« Amazon takes the quality of your product pages into account when calculating Ad Rank.

Pay attention to the following:
o Accurate, complete product titles.
o Information-rich and clear product descriptions.

« High-quality productimages (see below).

Also bear in mind that your product offering and the quality of your service will impact how
your product pages are viewed, including:

Positive customer feedback - 90% of Amazon consumers say reviews influence their
purchasing decision.

o Shipping speed.
o Response rates

o Primeeligibility
Product photography
Amazon requires the following from your main product images:

o Mainimage for your product should only be the product that you are selling, on a white
background. This allows for the search results on Amazon to appear clear, uncluttered and
uniform.

« Mainimages should notinclude accessories that are not included in the purchase.

« Depending on your product type and category, Amazon allows five to nine images for your
listing. Make sure these are varying and informative.
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Other product images could be:

o Your product from different angles.

o Product labelling for quality assurance.

o Action shots or usage tutorial.

o Product features and comparisons.

e Productinformation like size charts.

e Products on models.

o Scalable shots that help people understand sizing.

The sizing on Amazon product listings should be at 2,000 pixels x 2,000 pixels to take
advantage of its zoom feature, which allows buyers to scroll over an image to enlarge it.
Animated ads are not allowed.

STEP 10 - REPORTING

Amazon provides detailed metrics through a range of tools and reports to help you to analyse
campaign performance, measure success and refine your ads. Once you have launched your
campaign, you can view all reports on the reporting page.

To see you the number of times your product appears on a page or is bought as a result of
your ads, visit the Advertising Report after your ad campaigns go live.

Select Advertising Reports from the Reports drop-down on the Seller Central homepage:
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amazon sellercentral

CATALOG

Your Orders
Pending
Premium unshipped
Unshipped

Return requests

Seller Fulfilled
In lask day
In last 7 days

Fulfilled by Amazon
In last day

In lask 7 clays

View your Orders

Performance

Buyer Messages

A-to-z Guarantee
claims

ey W wwaramazon com ¥ English &

Natifications

monthly storage
meore

Amazaon Selling Coach

Invento. .

Pricing

Growth

Adverti...

Fulfillm..

Headlines

INVENTORY PRICING ORDERE ADVERTISING STOREFRONT PORTS PERFORMANCE

ary free for a limin Business Repans
increase on October

Advenising Repons

Rutum Reports

What type of pro Tax Document Library ke to sell?
Enter your preferences ben s we cm eyl discover popular
produscts with few offers.

Show me product

recommendations related to

thiss brande: Use semicolons to separate
multiple brands

Show me product Apparel

recommendations in these Appliances

categories: Art Supplies

Arts, Crafts & Sewing
Hold % key to select multiple
categories

Save preferences

Rate this widget | Selling Coach Rep | Set

smber 18, 2017, you can
@ previously announced
<ut free remaovals, Learn

Source: www.salesbacker.com

G Messages | Help ﬂ Settings

Payments Summary

Most Recent Payment [

§ Funds may take 5 ta S business days to
appear n your bank asceunt

Balanee $0.00

View Payments Summary

Manage Your Case Log

View your case log
Sales Summary
Last updated 9/20/17 &:43:33 PM PDT

Ordered product i

sales
Taday £0.00 o
7 Bays £0.00 o
15
Bays £0.00 o
30
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Here, you can access a range of reports to check your performance, including:

Performance Over Time Report: To help you to monitor whether your cost-per-click or total
spend has increased (in which case, you may want to modify your bids and keywords to bring
it down again).

Performance by SKU Report. Provides a performance summary for each of your advertised
SKUSs.

Search Term Report. Contains actual search terms used by shoppers over the past 60 days
that led to at least one click on your ad, helping you to identify high-performing terms to add
as keywords to you ad groups and/or poor-performing terms to add as negative keywords.
Other ASIN Report. Provides details on the other ASINs purchased after a customer clicked
on your ad: you may want to consider creating new ads for these other ASINs and associated
keywords.

Campaign Performance. These include metrics such as impressions, click-through rates,
sales, and ad spend per campaign.

Report. Allows you to review keyword results by looking at the impressions, click rate and
attributed sales; this could lead to you adjusting your bid on the better performing keywords
to increase impressions.

Purchased Product Report. Helps you identify new advertising opportunities by giving
insight into what shoppers ultimately purchased, including which keyword and ad
combination resulted in what sale.

Targeting Report. Shows all the keywords, including their associated campaigns and ad
groups, which traffic in the time period selected.

Advertised Product Report. Lets you observe how ad performance is trending for specific
products, so you can identify areas for optimisation. For instance, you can monitor ad
performance after you’'ve made changes to a campaign or identify shifts in shopper interest in
specific products.

Placement Report. Provides visibility into the performance of a campaign on top of search
compared to all other Amazon placements.

At the bottom of each report type you can request a single report or you can schedule the
report to run at regular intervals.

currently in Beta, will allow advertisers to track metrics across the

entire customer journey, break performance out by Amazon audience segments, offer unique
conversion metrics and more.
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STEP 11 - MONITOR PERFORMANCE

Amazon recommends monitoring your ‘Advertising Cost of Sale’ (ACoS) and optimising your
campaigns to lower your ACoS and maximise your profitability.

This is a key metric that helps you measure the effectiveness of your campaigns relative to
your advertising spend.

This is calculated by dividing the total cost of advertising by sales generated: ACoS = total ad
spend/ total ad sales x 100. For example, if you spent £2 on advertising and those ads resulted
in sales of £20, your ACoS would be 10%. This information is available for every product in
your inventory in the Search Term Report within Seller Central:

Ads Keywords Ml Group Scaings

Ceywuords  Negalive keywords

Actions + || Add keywords Enabled or paused = || O Search keywonds P
| Letme Sates reporied

Keywords  Matehtype @ Status Estpoge 1bid G Keyword bid @ Impr g+ Clicks 3 CPC @ spend @ Sales @ ACOS )

., hamban Mrand Running 5040 a7 8220 54 5047 52597 50097 A%
skewer mateh oid

., hambaa Mraad Running LR [s0.75 a544 w7 L) 51996 sanea an%
shewer ——

L bambao Droad Running 5043 | s0.75 4,350 30 0359 74 52793 6%
sk maton o

.. marshmallowr  Droad Running 50.56 | s0.75 4609 pa ] 5047 51166 555.90 24%
o sy maton o

®.  sewes  Broad Running 50.28 EX 15,333 28 £0.53 51475 £139.95 1%
match bid

.- hotdega  Hroad Hunning 5023 548 S 5038 sua7 52199 EC

Source: SellBrite

Setting a target ACoS allows you to keep your ad spend at a profitable level: your ACoS has to
be lower than your profit margin.

Amazon recommends the following actions when you see fluctuations in your ACoS:

Targeting
Type

Manual
targeting

Automatic
targeting
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Low-Perfarming Campaigns

» Consider lowering bids or pausing specific
keywords that have a high ACoS.

= Consider adding more keywords to see if they
can imprave campaign perfarmance.

« Consider adding negative keywords far search
terms that have a high ACoS. You can see search
terms by ACoS in the Search Term Report.

» Consider lowering your default bid for the entire
campaign.

Top-Performing Campaigns

+ Consider increasing your campaign budget.

+ Review your list of keywords and identify the top
performers. Increasing your bid on top performing
keywords may generate additianal impressions, clicks, and
sales.

+ Consider increasing your campaign budget.

+ Consider increasing your default bids to generate
additional impressions, clicks, and sales.

Source: Amazon
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STEP 12 - TESTING

As with any form of online advertising, testing is key to ensure the continued success of your
ad campaigns.

Use your reports, and what you find from any experiments you’ve carried out using low-
budget Automatic Targeting campaigns, to identify high performing campaigns then use this
information to test those that are less successful by changing one variable at a time - such as
keywords or ad copy - and waiting a couple of days and analysing the results.

An A/B testing approach will allow you to confirm which combinations yield the best results
and allow you to tweak your campaigns accordingly and inform future strategy.
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Click Consult is a multi award-winning digital and search marketing agency with a focus on
organic (SEO) and paid search (PPC). Part of global consumer brand business Ceuta Group, we
have a team of 70-plus specialists and a portfolio of more than 60 clients worldwide.
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