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firesideventures
AMZ Lingo
Category & Product Hierarchy

As the categories appear on the website

Category L1 Primary category on the Amazon website/application aberen e e,
Top-level category 11 departments ranging from mobiles /computers, TV / Mobiles, Tablets & More %:f L2
(TLC) Appliances / electronics, men’s fashion, women'’s fashion, Al e P T ‘Lg‘ o

home/ kitchen / pets, beauty / health / grocery, sports
/ fitness / bags / luggage. Toys / baby products / kids fashion
Car / motorbike / industrial, books, movies / music & video games Casas & Covers

Al Mobile Accessonies

Scraen Protectarns

Category L2 Secondary category on the Amazon website/application S
Mid-level Cat(el\%ig Second degree categorization under each department Refurbished & Open Box

Example: Mobiles, tablets & More and Computers &
Accessories under Mobiles / computers

Toblets

Wearable Devices

Smart Home
Category L3 Tertiary category on the Amazon website/application WP
Low-level Cat(zfig Third degree categorization for specific product ranges
Software

Example: All mobile phones, all mobile accessories, cases & covers,

screen protectors under Mobiles, Tablets & More
Computers & Accessories

All Companers & Accossories
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AMZ Lingo

Category & Product Hierarchy (L1>L2>L3): Mobile View

firesideventu

Today's Deals

Your Orders
Buy Again

Your Wish List
Your Account
Aamazon Pay
Try Prime

Sell an Amazon

Programs and Featires
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Language A/S
Your Notitications

Settings ke

Heading on mobile app
pointing towards categories

11 Category L1 or
Departments, app doesn’t show
L2 categories distinctly
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} Q What are you looking for? G)) {Q What are you looking for o)
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AMZ Lingo

Fulfilment

3P

ASIN: Parent &
child

FBA

MFN

FNSKU

MCF

MF

SFP

Third-party seller. A business that sells a product that is not their own brand or product. Sellers, using Seller
central sell product directly to consumers on Amazon under their own business name, taking on the role of
retailers.

Amazon Standard Info Number. Each Amazon product will have a unique 10-character alphanumeric unique
identifier that is used specifically for and within Amazon. ASINs can be further broken down into parent and child
ASINs for products that have one overall item or style (the parent) with multiple choices when it comes to colour,
size, pack size, etc. (the child ASINs).

Fulfilment by Amazon. When Amazon is responsible for storing your products in Amazon’s fulfilment centers. FBA
means Amazon will pick, pack, ship, and provide customer service for these products.

Fulfilled by Merchant. Also known as MF (Merchant Fulfilled), this refers to shipping products directly to the end
customer yourself, as opposed to Amazon doing it.

Fulfilment Network Stock Keeping Unit. An Amazon product identifier for products that are fulfilled by Amazon.

Multi Channel Fulfilment. For sellers who sell on Amazon and other marketplaces. Some inventory is fulfilled by
Amazon, and other inventory by other sales channels or the merchant themselves.

Merchant Fulfilled. Refers to shipping products directly to the end customer yourself, as opposed to Amazon doing
it.

Seller Fulfilled Prime. Sellers that stick to the Amazon Prime SLA, but ship from their own warehouses and control
their own fulfilment.



AMZ Lingo

Advertising

A+ Content

AMS

Sponsored Ads
Display Ads

Video Ads

DSP

A detail page where the product description has enhanced content and branding. This includes graphics and images
embedded into the page. A+ Content used to be specifically for vendors, but has now also replaced Enhanced Brand
Content (EBC) for sellers.

Amazon Marketing Services is a suite of pay-per-click (PPC) performance advertising products available to
advertisers via self-service portals. AMS offers three different types of PPC products: Sponsored Products, Headline
Search Ads, and Product Display Ads.

Sponsored ads—such as Sponsored Products and Sponsored Brands (formerly known as Headline Search Ads)—
allow you to reach Amazon customers as they research and discover products. These ads help vendors promote item
listings, pairing them with items potential customers are already looking at.

Display ads use relevant audiences, customizable creatives, and actionable insights to deliver your message to the
right customers—on Amazon sites, apps, devices, and third-party sites. You can either manage campaigns yourself
through the Amazon DSP console or work with their team of experts.

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.

Amazon Advertising Platform (now known as Amazon DSP). The program advertisers use to buy and create display
and video ads.

Demand Side Platform. Amazon'’s display advertising program.



AMZ Lingo
Others

Store front

Labels
Arbitrage

Warehouse
Deals

PED

BSR

NIS

PED

An Amazon brand store, and a mini shop within Amazon curated for your brand.

Private: Creating and selling your own version of a product under your own label.
White: Purchasing an item from a manufacturer but applying your own brand.

Retail: Sourcing inventory to sell on Amazon from brick-and-mortar stores.
Online: Sourcing inventory to sell on Amazon using online retail websites.

Sold by Amazon Warehouse, a business of Amazon that sells quality “used” (usually just items with damaged
packaging or returned) products and rents out used textbooks. All items are inspected and graded using Amazon’s
rigorous 20-point quality inspection process and sold at a discount. Purchases are Prime-eligible and backed by
Amazon’s 30-day return policy and customer service.

Prime Exclusive Discount. A deal type available only to FBA sellers on Amazon for Prime-eligible items. Can be an
amount or percentage off, limited-time deal.

Best Seller Rank. The order and ranking of a product in the category where it is listed. The rank is updated hourly,
and takes into account recent and past sales history. If there are no sales (ie, the product is new), the rank will be
“None.”

New Item Setup. The initial creation of a product, from accepting terms and agreements, to developing an ASIN
and filling out detail page info.

Prime Exclusive Discount. A deal type available only to FBA sellers on Amazon for Prime-eligible items. Can be an
amount or percentage off, limited-time deal.
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AMZ Lines of Business (LOBs)

Summary

Marketplace Regular AMZ sales channel

Prime Customer-facing program that offers free 1 or 2 day-delivery with no minimum order values; to become Prime
enabled, sellers have to stock up products in Amazon Fulfillment Centers

Fresh Hyperlocal grocery delivery service offering within 2-hour delivery of perishables/ daily essentials such as fruits,
vegetables, ice creams, among other categories

Pantry Online department store that prioritizes bulk purchases and discounts over delivery times

Food Fresh food delivery service like Swiggy

firesideventures


https://www.amazon.in/alm/storefront?almBrandId=ctnow
https://www.amazon.in/pantry-online-grocery-shopping-store/b?ie=UTF8&node=9574332031
https://www.amazon.in/amazonprime
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AMZ LOBs

firesideventures

. amazonprime
, AMZ Prime L gl
Amazon Prime is a customer focused program with delivery (1-2 day fulfilled by AMZ), video, music, prime now
gaming and reading services. Prime Now is a sub-service that delivers via purchases from local stores. S

amazon prime

Value Proposition
1-2 day delivery with Prime/AMZ Fulfilled Tag

Recommended for

* Almost all categories except fashion/apparel

* Snacks, tea/coffee, ready-to-cook/eat, cleaning supplies, personal care and
hygiene products, household goods and healthcare necessities, alcohol,
electronics, and sweets

How to list?
* Prime-empanelment happens if brands work with FBA/ Seller-Flex
* Brands can become seller-fulfilled prime if they meet certain delivery criteria

Timelines
* Avg. 1-2 days; free delivery for Prime customers

Fulfilment
*  AMZ Fulfillment team/ FBA team

amazon.

prime

Ultra-fast B |
grocery delivery 8

Shop from Prime Now stores

Fruits, vegetables
& all your daily
essentials

Prime Now is merged into AMZ One
Grocery (Pantry+Fresh)
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AMZ LOBs &
AMZ Fresh | Program to be merged under AMZ One Grocery am.a/;fganh

: , : : : amazon. :
Amazon Fresh is Amazon'’s online grocery delivery service that allows consumers to = prime QW

order perishable items and everyday essentials on-demand

»

- spri
Value P.r(_)p051_t1f)n _ . fresh v shop by category ‘primenaw
Competitive pricing with door delivery

Fruits, vogatables &
& groceries

Recommended for amagoniresh £
* Frequently purchased products, esp. F&B!
« Low ASP categories Buy it again >
* Snacks, tea/coffee, ready-to-cook/eat, cleaning supplies, personal care and .

hygiene products, household goods and healthcare necessities . - W

4 s £ il

Not recommended for
° Supples Baby  Wagh Bakn Girnar Instant D

Long consumer C}_,Cle prOdUCtS ProTip: FSSAI_apprOVed Wet Wipes Ginger Instant  Premix With S
* High ASP categories brands should work with ARIPL with Aloe Ve... TeaPremix... Ginger(105., P
* Apparel, jewelery, accessories, electronics . ! . fresh el [resh f

given it works in greater
proximity with the category Recommended for you
Timelines teams in comparison with CT
« Slot-based delivery from 6AM-Midnight; typically 2hr - |'-'“_
Eg. Yogabar from Fireside !’. E gl
How to register? Shiftedﬁ‘om CT to ARIPLfOT'
e AMZ Fresh/ One Grocery can be enabled by Cloudtail better insights/experience Girnar Instant  Gitnar Instant  Garnar Instant W
Premix Tea Premix With Premix Express I
or ARIPL (Inventory-based model) With Carda...  Gincer (365... Chai(10Sac... P

* Local stores like More (Self)
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AMZ LOBs
AMZ Pantry | Program to be merged under AMZ One Grocery

Amazon delivery service that offers personal and bulk-sized pantry staples, and groups
all items together in one shipment/ basket filling service

Value Proposition
Competitive pricing with larger sized packs for bulk orders

amazon.

" prime

Recommended for

* Non-perishable household goods/ often monthly reordered
* Bulk and individual-sized items

* Consumer packaged goods (CPG), personal and health care,

M order value oot Pastey 6 5200
A tems worth 1115 for placieg 3 Pamtry ceder

beauty supplies and household goods e i 4
Dt Monte Tomato Ketchup
Spowt Fack, 950y ;
¥ vaTErS I &4
Not recommended for 87 & -
* Small sized products, perishables, non-essentials or fashion —
* Apparel, jewelery, accessories, electronics
 tst St
Dl Moete hp_;!. $8 Mirpuorse
Timelines 0 gy 900
* Average 1-4 days delivery - ’1 f‘f_ g
900y &ad o Can

How to register?
* AMZ Fresh/ One Grocery can be
enabled by Cloudtail or ARIPL

Dl Monte Extra
= PET, 21

A r 849 FAZASLS 1) e

ighs Clive il

—EBantry . _Qtegones _ Aeooder _Sestesllecs

firesideventures

amazon pantry

amazon,

e priame

Q QW

O

)

Shop for v299

-

B (S

- e

Shop by Categories in Pantry

Lis A f -
A
8 & B

Cooking Fackaged Houzehold Beauty & Bat
Essantialy Foady Supplies Grooming Prody
See all

ears
'

Best Prices On Top Brands
Loreal Paris Total Repair S

6 - Shampoo, 1 litre
-

- 7590925 12500
[+]
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AMZ LOBs
AMZ Food

i
a

Amazon fresh-food delivery service that ties up with local restaurants

Value Proposition
At-home delivery of freshly prepared meals

Recommended for
* F&B accompaniments to main meals
* Ready-to-drink, breakfast bars, dessert, chocolates

Not recommended for
* Non-food categories
* Household, personal care, apparel, jewelery, accessories, electronics

Timelines
*  Within hour delivery

Presently only in Bangalore

Fulfilment
* Dedicated delivery riders

To register, brands needs to have FMCG
product at restaurant location

firesideventures

amazon food
S—

amazon..

" prime

amazon food
S

® Deliver to Manish - NEW DELHI 110017 Vv

Free & Contactless delivery,
hygiene certified restaurants

amazon food

PIN-CODES WHERE AMAZON FOOQD IS AVAILABLE

560048, 560037, 560066, 560103

f you have an address rom the above list, Kindly

change or add a new address
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Amazon Organization Structure

Amazon India Head

Amit Agrawal, Senior VP

Corporate Strategy < > Operations ] Retail
—
v v v T
VP - Business VP - Product VP - Logistics Marketplace b
Leads L1
L10 category in VP - Tech VP - Customer VP - Marketplace D
product service -
Every VP has 5 hierarchy
directors
Director - Business -«
Marketplace
Every Director has 5- Director - Category |
6 category leaders for L2 category Business Development Manager
Level depends on slice of the business P
Work with category managers from

_ corporate

Category Leader or Senior
igi’ggfﬁfg ;3’ Manager Account Manager . .
T RS for L3 category Level depends on slice of the business
Owns account for 3-7 brands
All account managers manage top 40- D
Category manager 50% brands, approx. total of, min 10 to
manage only 1-2 products, < max 70 brands, rest of 1000 brands

engage with top 30% brands managed by call center support team
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Manish Tiwari (CT-
Appario/Retail
(50%/50%)
l I I I
Consumables (PC/ Home Items & Sports
Soft Lines- Arun Wireless & Electronics - HPC/ Foods/ Personal 811-1 5\?&5{(}%%1(112’931%01? r)l (Soft, Brown & White
Sardeshmukh Noor Patel Appliances)- Saurabh Kavish Chawla g Goods < 10Kg)- Shalini
Srivastava Kochapalli
Akshay Ahuja (Non || Beauty- Mrunmay . || .
Mobile Phones) Mehta Suchit Subhash Karthik S (Home)
—— Pantry- Atul Mehta — RiShik(Eggoe(::)h mukh
—{  Fashion- Dipak K
Harsh Goel (AMS)

Kishore Thota (New to
Amazon Customers) Jeeta Das
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AMZ Programs

Summary

Launchpad 12-month program/contract for early-on-Amazon businesses with executive support for platform walkthrough, best
practices adoption, and launchpad inventory

Co-op Co-op offers event/category-specific marketing, inventory, programs and services for brands for the next-stage of
growth on the AMZ platform

SBS SBS or Strategic Brand Services is the execution-support arm that offers troubleshooting, spend-optimization and
planning from a dedicated resource

AMZ Global AGS is AMZ’s global selling program that assists international listing to marketplaces across UK, MENA, US, and other

Selling (AGS) geographies with support from local and global category teams

AGS Propel AGS is a 6-week accelerate program that that enables shortlisted brands to sell internationally from India to 200

Accelerate countries with consumer insights, logistics, payment and language support

Others Ancillary programs such as ABA (AMZ Business Advisory Services), License Brand Program and Co-branding Program

firesideventures



AMZ Programs
Launchpad: Introduction amazon launcipad

Launchpad is a 12-month program for early-on-AMZ consumer brands to assist with two fold value-adds:

4 Launchpad Launchpad Head: Anuj Berry
&

A) Frontend: Customer-side value-prop
Launchpad storefront, AMZ gateway, and social handles dedicated to new brands

B) Backend: Retail-side value-prop
Retail accelerator for support with account management, brand story/narrative, content assets to solve for the cold-start

problem of reviews and traction

* Who is this program meant for?

“Brand owners” and not all sellers3 LG LU TG
Sampling
° Products / Services Available Targeted marketing and free visibility
v Product trials?, Customer Review Insights, Early Review Program To be launched by EOD
v AMZ brand analytics tool on seller central (not for resellers) Brands can incentivize customers to give reviews

v" NPD: reviews tool, product sampling tool, insights tool? Amazon Product Insights

Rollout of launchpad dashboard to all companies

 How does launchpad work?

v Journey 1: “Hygiene” aspects to get brands the “Perfect Launch Checklist” or 12/12 score on:

New seller -> Create seller account -> Create catalogue -> Set brand store -> Develop A+ content -> Audit Catalogue Quality -> Get on prime

v Journey 2: “Discoverability” aspects:
Launchpad-specific marketing assets on social media/ PR

1Not recommended for products with longer purchase cycles, higher ASPs; ?Led by Bibek Samantray; 3Other programs are available for sellers/resellers

firesideventures
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AMZ Programs o
Launchpad: Introduction amazon launcipad

4 Launchpad
&

v Journey 3: “Strategic action stage” once products get enough traction, sales, history of sufficient reviews
Unlocking higher value strategic action -> product trials -> attribute advisory -> NPD basis category trends

* Program Timeline
12-months contract (brands/AMZ can exit with 1-month notice)?

* Variable-fee Program

5% incremental fee over category commission? ! _ _

should be proactive to request |BP support from Launchpad

* ]JBP Planning
For launchpad, ]BP metrics are focused on building the brand - push up sales, and ROI for ads?

* Brand Development Associate (BDA)
Manages 15-25 brands under same product line (eg. one BDA wouldn’t do both apparel & FMCG)

v Promotes catalogue quality improvement:
Catalogue quality check of ASINs. Identify scope for improvement. Audit A+ content on top selling ASINs (for conversion).

Track/share progress weekly.

v “Quarterly JBP” with Launchpad:
Fortnightly connect to track JBP. Inputs to help brands reach their next quarterly goals.

1Several brands have renewed contract even after 3 years; “catergory commission is also called referral fee/category fee; 3category/ co-op teams work on the annual |BP model and have different metrics
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AMZ Programs -
Launchpad Specific Assets amazon launcipad

MNak e amazon
StoreFront

Programs and Features
Permanent frrasan Aautart i ﬁ é :
Ingress in the '
Mobile Programs

= h

§ 4943 3

41 Vor ! s
Caziore currted - la)\ |
GOty W TN e v - !

'4- |
B =
Mobile Launchpad View
Sriv | Fomm || i e

é‘-r“ﬁlk&

Desktop Launchpad View
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AMZ Programs A
Launchpad Specific Assets amazon launcipad
Gateway Campaigns on the gateway that direct traffic to the launchpad storefront on desktop/mobile

Campaigns

amazon. amazon. O \y

" prime 8 T prime

Home Gadgets
[ S
amazon 7
launchgad
-
|
- | ’
- Bestsellurs Innavative products
Innovatwe products Watch & shop
Visit the store

Visit the story

Up to 30% off | Handpicked premium
beauty products
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AMZ Programs P
Launchpad Specific Assets amazon launcipad

Launchpad Winter/innovation based collections - thematic storefronts on the gateway
Themes
Push

notifications and
emails

U o GO oM
Style exsentighs

Launchpad Brand features on
e i landing pages of thematic app-
Winter must-hoves ) - : — push notifications & email

from; startups : m : campaigns

wreaoon 4

Sundhpad
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AMZ Programs P
, Launchpad Specific Assets amazon launcipad

Watch-n-shop Video-based shopping experience: shows the customer how product’s are different

Visit www.amazon.in/watchandshop, a
unique video-first storefront that hosts
content from Amazon Launchpad brands

Mevsazont Lssancngrmd Wanh A& Shwage Waemihy
wabees 0 e paws B st Ferit) oy
v nshaitn buen volbes Llarmapa




AMZ Programs oA
Launchpad Specific Assets amazon launcipad

Social Media Launchpad social media handle on IG and FB Ei
. —

1G Friday Live sessions with brands: influencer
activities in Diwali

Prime Day events: Working with startups and
emerging brands/ have a program specific

e+ AT Larcyndizda .‘

Small Business Small business day program for dedicated events for
Day small brands. (Bi)annual property in Q2 and Q4.

firesideventures
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AMZ Programs
Launchpad: Registration & Evaluation amazon launcnpad

Launchpad Only available for brands and not cloudtail companies
0‘

 How to register?
Apply here. Takes 15-min to form-fill. AMZ responds in 10 business days. Cycle continues through the year!

Enrolment: Application portal-based and outreach-based
Number of brands on Launchpad: 1,000+

* Evaluation Criteria
v Application Details
v Brands selling on AMZ - traction and listings are evaluated
v Brands not on AMZ - VC funding/referral, category benchmarking, media buzz, social followership is evaluated

« Recommended for?
Category agnostic program
Fee structure works better for certain categories like consumables and softline (apparel)
Not recommended for electronics

For more details on launchpad, click here.

ILaunchpad/SBS/Co-op programs may have some blackout periods: Closed registration in Diwali (Sep-Nov). Slay applied in Jul/Aug; onboarded in Dec


Data%20BackUp/Amazon%20Launchpad%20-%20Program%20Introduction.pdf
Here
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AMZ Programs

Co-op: Summary For further details on Co-op, refer annexures

€ Co-op Program

£ Visibility Asset + Category team access/Co-op services

Partnership between Brand and Category to improve discoverability by driving traffic
Marketing initiatives include:

ProTip: Recommended for brands with more
than 2-3Cr/mo on AMZ to tap into new assets;

however ROI-tracking difficult since only brand-
level data available for co-op!

* Visibility Assets
Amazon main page presence, category page, participation in brand day events, etc

* Co-op Services
Product sampling, participation in Amazon quiz, A+ premium for enhanced content on detail page, product insights etc

* Deeper portfolio of marketing initiatives on the next page

ProTip: Program focused on category assets, less intervention /handholding + Need a POC to execute
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AMZ Programs

Strategic Brand Services (SBS): Introduction

SBS Program
Handholding + |BP finalization via SPOC

SBS is a value-added service to support brand growth on AMZ.

SBS helps with SME-level guidance on customer reviews, responses to customer

questions, evaluating impact of initiatives like AMZ Coupon or AMZ Local, etc. Customer Business
Experience Advisory

SBS provides a “Business Executive” (senior) level AMZ internal resource whose
bandwidth is dedicated to ~2-3 vendors/brands. Helps with ]BP plan /brand insights.

360-suite of services includes:

Programs &

Cataloging
e Selection Promotions
Monitor selection parity, new product launch, recognize global products for
opportunities in India market Merchandisi

ng & traffic

India’s first caffeine infused personal
care brand: “mcaffeine” - ranked #1
in the body scrubs sub-category

Powerful tool to activate small
scale brand mixes on Ecommerce
to seed before national launch

SBS: 360 suite of
services
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Strategic Brand Services (SBS): Services

@ SBS Program

Cataloging
Maintaining hygiene of Brand’s Catalogue resulting in higher customer
experience and conversions

PO : title -> bullet points -> product description -> browse node
P1 : generic keywords, image quality, a+ content
P2 : fix duplicates, create variations

Waorrathe st

o Boainty & Planet Tea Tree and Yetiver
Aeoema Dotly Detox Body Wash, 400 mi

Mated e reviows sl
ek o g

B

LgMerag Denl & 1
i H ]

& dunerpthe
Dadint posets

firesidevent
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AMZ Programs

Strategic Brand Services (SBS): Services

@ SBS Program I |

* Merchandizing and Traffic MRS T r—
Execution support to brands to enable right UL ozl aoiin

visibility /marketing-mix on the platform 0 ’ 0

/ Promotions

Coop marketing (e.g.
brand stores, category
banners, mailers, etc.)

* Business advisory
Engages on the programs that brand needs to - 1\

invest for better results - 2 &u ? ﬂ H\ | -
————- o an PEEES
* Data Insights A+ content
Shares reports at required frequency and data 3 € Pﬁ Em “ . ” 'i
cuts to ensure business team is on top of the S I - L O e Wl -0 [
metrics. SIST | LI - EAa Tt e A

Coupons

firesideventures



AMZ Programs

Strategic Brand Services (SBS): Services

@3 SBS Program
Manage Promotions:

Programs and Promotions ART events, Cross site collaboration during topical events, hero placements, visibility

Execution support to brands to enable right

visibility /marketing-mix on the platform Manage Programs:

Affordability Program (Cashback, low cost EMI, Exchange), Amazon Prime, Super Value Day,
Amazon Pantry, Amazon Now, Subscribe&Save, Amazon Family, Vendor Powered Coupons,
WRS, Home shopping spree, sampling etc.

* Customer experience
Analysis of customer reviews, return reasons, and
customer feedback on products and working with
the brand to make the relevant changes

Track end of life products and directing customers
to view latest products listed

* Fee Structure
INR 20L/year
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Strategic Brand Services (SBS): Case Study of improving delivery experience

40% improvement in return orders

Shrink Wrap of Pump Shampoos/Bubble Wrap for
Make-Up products with key partner brands

ISTA-6 E-Commerce Ready Packaging
Standards deployed by multiple global brands

/KD amazon Reduction of In-Transit Distance for Liquid Products by

{ ' Improved Replication to in turn reduce transit damage

BEFORE AFTER

Representative image of a make-up compact

firesideventures
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Strategic Brand Services (SBS): Sample*

firesideventures

40% improvement in return orders

Bucket Activation Asset frequency | Asset duration per instance | Annual cost without tax (INR)
Gateway Targeted cards (8C/1 Tile in QC/CC) on Homepage Monthily 10-15 days
Category page ATF shoveler presence Monthty 10-15 days
Calugory Anbats Banner on main category storefronts Monthly 20-25 cays
ATF Presence on sub-category storefront Monthly 20-25 days
Sub-category Brand Farms Monthty 20-25 days 8% of GMS"*
Base Co-op program ASINs inclusion in event cashback construcls Every event Event duration to be accrued monthly
ART/Category events | Hero ASINs in DOTD landing pages (only for ASINSs part of the DOTDs) Every event Event duration
Vissbility in Cross-category Events (SVD, EES) Monthty 7-10 days
Brand content for magazine/#FoundIt Once ina Qir 10-15 days
Others Google Ads ( SL, PLA) Monthiy Always on
Social Medla Affiliates Monthty Always on
Gamification quiz (only for new launches) 15 days 6 lakhs per Instance
Objective-based Co-op services (more to be added) | Targeted coupons (5 brand-delined segments) Coupon durabion 3 lakhs for 5 segments per year
Samsung stories (up to 5 stories/imonth) 20-25 days 1 lakh/story per month

‘GMS is the secondary sales on the platform (after discount 8 minus taxes)

Representative image of a make-up compact



For more on AGS, refer here.
AMZ Programs ] For more on AGS logistics, refer here.
Global Selllng (AGS) Introduction For more on AGS compliance, refer here.

@ AGS Program
Accessing international markets from India

Amazon Global Selling Propel Accelerator is a 6-week program to help shortlisted 10 early-stage consumer startups to grow their
business internationally.

AGS aims to provide right resources, mentorship by global leaders, VC firms, veteran start-ups and global launch opportunity.

AGS services include:

* Consumer Insights
Unlocking category-wise and sub-sector wise marketplace insights for different geographies

* Listing Support
Listing, Imaging and Translation support

* Logistics Solutions
Hassle-free Global Fulfillment & Logistics solutions through around 100 FCs

* Payment Support
Convenient Cross-border Payment and Multi-currency support

e Sale Days o e ety 200+ 250 1
Access to US/European Sale Spike - Prime Day, Black Friday and Cyber Monday ‘ '

N

firesideventures


../../../../Box/Playbooks/Amazon/Backup%20Data/AMZ%20Global%20Selling%20(AGS)/AMZ%20Global%20Selling%20Program.pptx
../../../../Box/Playbooks/Amazon/Backup%20Data/AMZ%20Global%20Selling%20(AGS)/AMZ%20Global%20Selling%20Program.pptx
../../../../Box/Playbooks/Amazon/Backup%20Data/AMZ%20Global%20Selling%20(AGS)/AMZ%20Global%20Selling%20Compliance.pptx

firesideventures
AMZ Programs
Global Selling (AGS): Introduction

L 3

AGS Program
Case Study of an Indian origin brand selling in MENA

_________________________________________________________________________________________________________________________________________________________________

Case Study — Soulflower (MENA)

«  Soulflower Onion oil was #1 Bestseller in beauty category on the platform
Early mover advantage, launched in Q3 2019

* Has 100 SKUs live on Amazon.ae

I

* Launched a multi channel marketing campaign in UAE with print ads in leading daily Gulf News, : .
Radio Ads and social media £ : -
Modi vallies troops =

Amazon Best Se_llers

]

a volatile border

_________________________________________________________________________________________________________________________________________________________________



AMZ Programs
AMZ Business Advisory (ABA) Services

firesideventures

For more details on ABA, refer here

g

/mazon
Husiness

AMZ Business Advisory (ABA) Services
Advisory

* Paid account management service for
smaller brands not willing to
overspend

* Better account management services
over Launchpad (which more assets
and improving brand listing and
hygiene-focused)

* Fee structure: 3% of GMS or INR
35K/mo

ProTip: Recommended for ongoing

account mgmt. support against Launchpad
extension
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../../../../Box/Playbooks/Amazon/Amazon%20ABA/ABA%20Pitch%20Deck_Final%20(1).pdf

y
AMZ Programs

, Other Programs

é’% Co-branding Program

* Program by AMZ to co-promote growth of brands on platform
* AMZreserves rights to buy the brand once it scales
e Forlarger brands who want to launch AMZ-exclusive product lines (eg. if boAt wanting to build an amazon-only brand)

@ Licence brand program!

* License an AMZ brand on a non-exclusive basis
* Give a program fee as a % of sales
* Eg. Yogabar can licence an AMZ brand

Iprogram planned to be launched in India

firesideventures



AMZ Programs

Comparison among all programs & recommended brand journey

dimazon L4l

Early on AMZ

Brand-building program for
listing and launch support

Brand Development Associate
(handles ~25 brands)

12-month
(recommended; can join anytime)

Launchpad page, home page
inventory

Brands only

Flexible, brands must be
proactive for ]JBP planning

Limited category team access

d Co-op
Growth-stage/Mature on AMZ
Access to category assets
NA

Event-based/Annual, Flexible

Category page, gateway asset, A+
premium, sampling, automation

Any (re)seller
NA

Category team access

*Invite only program = Strategic Asset Mgmt. (SAM)

(can access category teams)

ad SBS

Growth-stage/Mature on AMZ

Execution support

Dedicated Account Manager
(Senior resource; leads 2-3 accounts)

12-month
(runs Jan-Dec)

NA
Any (re)seller

Dedicated support

POC part of category team

a Business Advisory
Services (ABA)

Early on AMZ

Hygiene and account support and
handholding

Business Advisory Associate
(handles multiple brands)

3-month

NA

Any (re)seller/ brands seeking
account mgmt. support

Limited

No category team access

5% of GMS 6-8% of GMS INR 20L/year 3% of GMS or INR 35K/mo
Direct Category Access/
%
amazon a ABA a SBS Or Global Selling Program a SAM
amazon
Revenues <50L/mo >50L/mo >2-3Cr/mo

(can also take launchpad alongside?)
ILaunchpad is a 3P side program that helps them get on AMZ prime/FBA. Provides regions/replications advice. Eg. Easyship not covered in SBS but launchpad has eazyship sellers. There are guidelines to get prime tag on eazyship where Launchpad helps.



firesideventures

Amazon Playbook

AMZ Lingo
AMZ LOBs

AMZ Hierarchy

AMZ Programs ?
i Journey Plan
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Ad-Inventory
Different Types of Ad-Inventory

——

L--.? Generic Guidelines for Amazon Advertising
O.--

Goal Setting to define success metrics
* Goal 1: Drive more sales - focus on Advertising Cost of Sales (ACoS)
* Goal 2: Build brand awareness - focus on Impressions/ Click-through-rates (CTRs)

Advertise “Popular” Product
* Advertise popular products to drive consumer purchase (in-stock and competitively priced)
* Product detail pages: accurate and descriptive titles, high-quality images, and relevant and useful product information

é.' Types of Ads on AMZ

There are 3 types of ad-inventory available

* Sponsored Brand Ads: Headline Search Ads: Top of the funnel (TOFU) traffic
* Sponsored Products: MOFU/ BOFU traffic
* Sponsored Display Ads: Outside AMZ traffic

ProTip: 76% of Amazon shoppers use search bar to find an item, and search advertising is the way for brands to stand out



Ad-Inventory

Sponsored Brand Ads or Headline Search Ads

firesideventures

ProTip: Prefer HSA over side or bottom
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Keywords you can bid for in SBA

Sponsored Brands can located at the very top of the search result page, stretching across the
entire page, sides or along the bottom of the page.

There are three types of keywords to bid for as targeting variables:

Branded Product Keywords
* Keywords with words of a combination of your brand name and a product you sell
* Eg. Heinz Ketchup

Complementary product keywords

* Bundle of two individual products that influence the demand for each other and can
be sold together

* Eg. Ketchup and mustard

Sponsored products automatic targeting keywords
* Search queries that brand already experienced success with while running
automatic targeted sponsored product campaigns

Additional Features Offered
Allows featuring up to three unique products in your ads, customize your ads' image,
headline, and landing page, and even tests these elements

Bidding Model/ Pricing
Pay-per-click, auction-based pricing model
Optional automated bidding to optimize conversion

ProTip: To increase brand awareness

or show range of SKUs




Ad-Inventory

Sponsored Brand Ads: How to create?

m!‘lu(md Campuy Cotgry ™ W STRAL DY [ 08 Loayme car ) G weisgey Mo demegn

CATALDG  INVENTORY PFRICING ORoeRy ACVERTISING STOREMRONT REIPORTS FERFORNANCE

[ New placements available

Poemdbos Semwct A mw now ehigtie 10 Sty 1t other placernerits below 309 OF soancs. Pevias thie riew placomenty and bed ogrthorm wher you Creves A tanpaign

All Headline Search Ads Campaigns
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Campaign: B | Surge | SRG | HSA | Brand | Xeyword |

Steps to create Sponsored Brand Ads s ':,:”Z

1. Click on Campaign Manager e

2. Select Sponsored Brands > 5

3. Click Create Campaign m—

4. Select ad landing page e —

5. Setacampaign budget

6. Add keywords and bids ! i T o Boens it Besris e Fosnt 1 CoOONSt
7. Add an image and headline -

firesideventures



Ad-Inventory
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Sponsored Brand Ads: Best Practices

Shop Litebuoy Utebo oy Total Soop, 1259 L Fsby
Pack of TIwith{Buy SGat2..  Hand
e

Sponeored

Spomond
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130 (734577100 g) =364 Save 234
[21%)
Jprimenow

I'REL scheduded 2-hour delivery on
nrders ovar TEC0 fram Fresh

Costomees shogped Avazons Chows for
*soap" “pears soap”

Ad-Creative

* Feature top-selling SKUs in the product slots to increase clicks and sales

*  When describing your product, try not to claim your product is "#1" or a "Best Seller"
— your ad won't get approved

ProTip: Include product's top benefit in ad's headline since mobile shoppers can only see the
ad's main image and headline

Selecting the right keywords
* Unlike Sponsored Brands, Sponsored Product Ads show which search term produced your
ad or led to a conversion

Keyword Harvesting: harvest winner keywords on Sponsored Product Campaigns and place

them on manual Sponsored Products or Sponsored Brand Ads.

Segment branded vs non-branded searches
* “Reebok gear”— drive traffic to a Reebok branded storefront page
* “Reebok shoes”— drive traffic to a customized URL with “Best Selling” Reebok shoes

Testing

* To run the most accurate and fruitful tests, consider only changing one variable at a time,
run them for at least two weeks, and anchor the success of your tests to business goals

* Alternatively A/B test different regions or campaigns to recognize top-performing ones



Ad-Inventory
Sponsored Brand Ads: Bid Optimization

Advertising Cost of Sales

» After identifying the keywords, optimize bids based on advertising cost of
sale (ACoS) on a product-by-product basis

* Adjust bids weekly to see the impact on ACoS and profit-margins for products in
the Sponsored Brand Ads

“For example, if I'm running ads ‘lipsticks’ and my lipstick products can't go
above an ACoS of 30%, | have to take that into consideration when determining
how aggressive | want to bid."

Bids may go >30% ACoS if brands are bidding for non-branded search keywords

[
[ S

<

firesideventures

More on SBA here.

Performance focus:
Bid down on high ACoS keywords and higher on low ACoS
keywords

Brand awareness-focus:
higher ACoS to ensure your Headline Search ad displays for a
specific keyword



https://tinuiti.com/blog/amazon/amazon-sponsored-brands/

y
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Ad-Inventory eS8
Sponsored Product Ads (SP) Ad pzaycement for SP here
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Pay-per-click, keyword-targeted display ads for individual products that
appear on the search results and product detail pages.

There are three types of keywords to bid for as targeting variables:

* Broad
Keywords with words before/after target word will throw all search queries

Eg. "white hand mixers”, if you sell hand mixers

* Phrase

Focus on how the sequence of words you use changes the context of a query
Eg. "stainless steel hand mixer" indicates you sell hand mixers. But "hand
stainless steel mixer" indicates you sell stainless steel mixers, but not
necessarily stainless steel hand mixers

* Exact
Mush have exact keyword for ad to show, no words before or after keyword

Eg. target an ad for "hand mixer”, but it won't show up for the query "electric
hand mixer”

Automated Targeting
Leverages AMZ algorithm to target relevant keywords for your product ads

ProTip: Sponsored Product Ads offer a reporting tool that displays your ads' clicks, spend, sales, and advertising cost of sales (ACoS)



https://advertising.amazon.com/solutions/products/sponsored-products
https://www.udemy.com/course/amazon-ppc-advertising-master-amazon-sponsored-product-ads/?utm_source=adwords&utm_medium=udemyads&utm_campaign=LongTail_la.EN_cc.INDIA&utm_content=deal4584&utm_term=_._ag_77882236503_._ad_437477391744_._kw__._de_c_._dm__._pl__._ti_dsa-1007766171272_._li_9061988_._pd__._&matchtype=b&gclid=CjwKCAiAiML-BRAAEiwAuWVggj5_OM3H7VElNCK1SHc9f7nzPmFmkDsbn04VerqH5_YlrfneMkgA3BoCAx4QAvD_BwE
https://sellercentral.amazon.in/gp/help/external/help.html?itemID=201528480&language=en_IN&ref=efph_201528480_relt_SH677LFQMY5Q3UZ
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Ad-Inventory

Sponsored Product Ads: How to setup?

Step1: Step2:
a) Amazon Seller Central > Campaign Manager > Sponsored Products tab Set campaign name, budget, duration. For names, include
b) Click “Create Campaign” the sponsored products name along with your Target ACoS.

amazonseliercentral |7 wvENTORY PUCNG  ORDERS  ADVERTISING  REPONTS  PERFORMANCE

CAMPAICH SETTINGS CREATE AD GROUPF

| 1)
N/
—

Cooraored oy Meadiieon Search Adhy ¢

Set your campaign budget and duration

All Sponsored Products Campaigns .

Fraguet « Trget ACOS

9
m- . M . "“. - m “tonmm
Start dote Ind date
- Campasgn ‘
1222017 | | No and date
Total 12
Select a targeting type
»
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Ad-Inventory
Sponsored Product Ads: Example
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Ad-Inventory

Sponsored Product Ads: Best Practices

Results for “Wow Shampoo”

amazon

ProTip: Bid on competitor names; especially top selling brands and
keywords in that category but needn’t bid on misspelt words
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Results for “Maamaearth shhampoo” also shows some
products related to the first keyword “mamaearth” and
some top-selling related to “shampoo” such as “Wow”
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Ad-Inventory
Sponsored Product Ads: Best Practices & Bidding Caveat: SPA will only appear if you own the ‘Buy Box

Targeting

* Negative Keywords (NKW): Find keywords that have low conversion rates and flag them as negative. This will disallow AMZ to show ads
for such keywords

» Even if these Keywords may have high CTRs -> low conversions mean wrong customer targeting

Ad Badger
$229,545.77 $644,652.54 ... 561N 240,809 . 32391
y ‘- , = * Use automatic campaigns to identify top keywords and harvest hem
Betore Ag Badger / .
- e / - for manual bidding on SPA
\ - S -
' B / -
o L I :N_/\’ . * Tools for bidding: Bid+ (AMZ native), AdBadger, Prestozon, BidX
—/
T _
sl 1ol e B o Mot o Y vl o a0 Which tool works for which cos?
- —
M” PER— P vy - e tean b Lubems = Tatw iomge  Vom = dow Fmms
IMore on SPA? Here.
Ad Badger How does dynamic bidding work? Here.

How does Bid+ work? Here.
More advertising tips/bidding? Here.
To optimize advertisements, service provider experts: Here.


https://www.adbadger.com/blog/sponsored-products/
https://sellics.com/blog-strategies-dynamic-bidding-adjust-bids-placement/
https://blog.bobsledmarketing.com/blog/what-is-amazon-bid-plus-how-it-works
https://www.wordstream.com/blog/ws/2019/05/01/amazon-advertising-tips
https://sellercentral.amazon.in/gspn/searchpage/Advertising%20Optimization?ref_=sc_gspn_hp_alst&sellFrom=IN&sellIn=IN&localeSelection=en_US
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Ad'lnvento l'y More on Native Ads Here.
. AdSense vs Native Shopping Here.
Sponsored Display Ads and DSP Ads How to setup? Here.

Sponsored Display Ads are placed on the AMZ platform and DSP ads outside AMZ.

amazonoom

Offer seamless consumer experience by embedding AMZ native ads into your web pages and
blog sites. These are not keyword-based but browsing and buying signals based.

There are three types of native/DSP ads:

* Recommendation ads
Ads you can place in product article pages on your website. These ads are dynamic, so Amazon
will populate your most relevant product recommendation based on your web page's content

and visitors

e ™ % Snop Relsted Products
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Sponsored display ad
outside AMZ platform

$45699 sum Sprime $56.88 s prinw S99 . prime $4200 . prime
0o Cxocar - W TRw a8z wertrwy (430) wErarRr (3) WRHRRW{1)

* Search ads
Ads that populate on your website based off keywords that your customers search for on
Amazon or on your website.

Sponsored display ad
within AMZ platform

¢ Custom ads
Allows you to specify the products from AMZ that you want to promote


https://affiliate-program.amazon.in/help/node/topic/GCKUZ5FBCH8CNT2T
https://blogabout.blog/pages/14
https://incomewiser.com/how-to-set-up-amazon-native-ads-in-2020/

Amazon Playbook

Journey Plan Pre-Boarding Checklist On-Boarding Measures Brand Take-Off
K e e
AMZ Lingo Category Market Analysis Category & Product Listing Metrics Tracking
AMZ LOBs Inventory Management AMZ Search & Discovery AMZ Pi
AMZ Hierarchy AMZ On-Platform PPC AMZ Agencies
AMZ Programs AMZ Off-Platform DSP
AMZ Ad-inventory Category Activations/ Big Sale Days

Other Marketing Elements

fireside
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Amazon Playbook

Category Market Analysis

Inventory Management

Pre-Boarding Checklist



Category Market Analysis

AMZ Pi Please refer section-4 of the AMZ Playbook on "AMZ Pi”

AMZ Pi is an AMZ “brand insights” tool that offers in-depth analysis of category, brand sales, and AMZ PPC/campaign performance
New brands without access to AMZ Pi could use other 3 party services such as Jungle Scout, Seller App, Bewgle, etc.

* Daily Hygiene Data
Brand Performance on AMZ through Sales vs Visibility in Glance Views-GV

« Category Level Insights
Brand Performance as Compared to Competition Brands & Best in Class- Top
3 brands the category (Eg: Sales, Search Coverage, GV etc)

amazon pi
p—

* Monitoring Search Performance (Organic+Ad driven)
Search Advertising metrics and reports

Data Accuracy
 How much is your TOMA/ Brand Recall: Current Branded Searches «  Track performance across sellers/vendors
« First Page Visibility: Brand Presence on Page 1 of Search * ASIN-level data transparency
« Customer Demographics Benchmarking
What they are viewing or purchasing, Avg spends « Benchmarking metrics against rank-1 and

category average
*  Who should your target on Advertising?

Brands/ ASINs/Categories preferred by customers * Used to build your strategy on visibility,
— advertising and pricing

firesideventures



Category Market Analysis

Estimating category sales

Market Size = Traffic* CTR* CvVR*AOV Bl

* Traffic can be backtracked through #units sold for
best-seller products in top category keywords
0 35% of AMZ shoppers click on the 1st

product featured on search page
0 The first 3 items in search results account for

VO VS YOUR PEODIOCT CATRGDRY

64% of clicks
* CTR = click-thru-rate, industry benchmark tools _
* CvR = conversion rate, through seller central page e ) * * * * *

TOD 20%, CRLAT WO

* (Category AOVs can be tracked through other tools
like Jungle Scout

mgpare your KPIs against your competitors in the

Clothing category,

Example: clothing category using Sellics tool)

e CTR=0.46%

ACOS CPC CTR CvR

- CPC=$0.48 e 2
implies spends of ~$50 for every 100 clicks and 18% 30.48 0.463 >70%
roughly 20K impressions

Y CVR - 5.7% PRGN ENrICOT eNCe OIS 29 CATOQONE 5 i madedt dacus g S250+ 'y nd revutiug

implies that for every 6 customers, brand spends ~$50

 Market Size = Traffic * CTR * CvR * AOV

firesideventures


Estimating%20product%20sales%20on%20AMZ:%20%20%20https:/www.profitguru.com/calculator/sales
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Category Market Analysis

Estimating category/ product sales

Amazon Bestsellers

Muesli > Children’s Cereals

Step 1: Identifying category Ot s A I i Page 1 & 2 of category bestsellers
bestsellers PR ——— in children’s cereals
o o or o o o o oy
R & &)
For instance, taking into consideration 1 w w i = B
- & = =4 == e LAl
the cooking pastes category ) - | &
Identify the sub-sector for children’s s EmI = —_— - w o=
cereals: o - O n i o CF
Grocery & Gourmet Foods > Cereal & T A ‘@7" @ ; 3 i
ek - —=

Amazon Bestsellers Page 1 & 2 of category bestsellers
OSSN N in mosquito control

or or

Similarly, sub-sector for mosquito

control:

Health & Personal Care > Household o ~ 00 Ty : =

Supplies > Indoor Insect & Pest . ey = = =
Control X e = - - R

4= § oy =y oy
a ecTiza P'e
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Category Market Analysis
Identifying category best-sellers

firesideventures

Step 1: To identify best-sellers;
search for your product

= é ".
.'-< . -
e

REORD e o 11U - [
L e A O Aatrene hor Ve
T ) "R AP 9

Bt WY s Ml [ Male Tomes  Kigbvie Mors jene [0 - b EAred Ut Shy bt o 1L | Qae
Bch ey Servenes whastpram for A Docets Trwvgy. e 2 12 Aparved: Wrta | Weighn
TRAY fa T T ee LS PR RS MAUgara s L Sdeitor Mvnds

Step 2: On the PDP, scroll down to see
categories and sub-category ranks

B A— et S — — — — it —"— V—a —\i— — V- —

v

2| [ B
T

"‘ vy S Coby et + S Ao howd | 1

Fapre WYeagams Asie | Made Nam Ay 4
rearrraer eatribion

e s e
| T e — e o
100 Semm
LA M e i
I
e @
e B
e

TR ety M.
Pt el 8 b el ) wowy Dt
(31 3000 ey w0 & o

Bt O ()P0 et oot g A0 S PR e
Pehem o A ) e

o O DA et b O T G A

—
Adcioorel mbormat e
- A
o — —_———
-
[
180 #11 SusLiee
o
~—rn -
T S I U, T 00 1 Sy
B et
-
[o—
b s [
o) -
P oy e v - bee

PO WA IR 11 Ol

Step 3: Click on that category to see
all competition

Amazon Bestsellers
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Category Market Analysis

Estimating category/ product sales

Step 2: Using tools like Jungle Scout to identify category trends

Select best-seller ASINs in category analyzer tool (product tracker in Jungle Scout) to research category behavior

Product Tracker

(Tenrvawm Ungraspsd 33 Nutracmatcale 89 Masgune Coatred 1139 Cochking Pamsal RTC % Chiktian's Covopdn 118 f_?:
A
L et
{2 Product Research
o roauc esearc Mg Dally Mog Duby g Daky
Growp I0do g e Ang Fonn feng Nt Adl
Sales Aevenue Park Creatle a Group
Product Database
MEY noms ‘ ' et "
ner
i ) Add Praduot
Opportunity Finder Y £t ¢ 7240 e

Eater up T0 W0 ASNS Of Armaton UNLe

Niche Hunter

Create a group under 331
Product Tracker (on Jungle

Scout, image) with Top 10 .
ASINs in the category i iy i L

sack




Category Market Analysis

Estimating category/ product sales

Step 3: Deep-diving into SKU-level AOVs, competitor revenue and daily units sold on AMZ

Deep_diVe into the Froduct intormation AVE Price Loy Daily Rasi Ay Oaily Units Soid Avi Daily Revenue
moquitO control Category
2349.00 144 &1 32 890,00
on AMZ )
\( A
e -::..”r APewomal  poocccavs) @
InSightS #190.00 17 104 240170 00
Avg Revenue . PR g oemaresn g il
~Rs30K/day W=
AVg Units sold #134.00 1 118 239, 212.00
~100 : “ s
¢ | Hoaith & Persomal BOINGBNUEK ©
. W Care e
Avg Price
~RS £349.00 2 184 243, 876.00
Rs250

&3 .

Takeaway : - ::"'h GPersonal  pogvimixre @

At higher prices ~INR700

(for the company product ' ' £206.00 ar 108 €2n96.00

to be introduced), : B Heatth & Personal o0 0c 61 @ P

#units/day may be <50 - %

firesideventures



Category Market Analysis

Estimating product sales

firesideventures

Look at Brand Analytics or Pi in Section-4 for more accurate analytics

Sales estimation

Online tools help estimate product sales basis category and best-seller rank on AMZ that helps in better inventory planning/management

APYO'.RGUFU Tor Prceg FleeTecls Besouces | By Comoct

AP | Bigmuy

Momoeorth Coon G o Hakr Geowlth & Har Fad
Control wth Rockerury! 50

. ASE: DOTATCTLEY
m Pockoge Dimernione: .06 X 1004 X6

. e

Uit Welght: 24 poure

Cotegery: Twouty bFsians
Core

Brondt VETWINh Ven

Fxwane

|
Jq. L

#of Selrs
ol FRA Setiers

Price Mletary
Convent | IR R
Y Ouw Ay 134N
WOoy ey 53410

.‘I' \""‘\'me«-

nm

1.3

”

A S

15

Fudvatee Saee

§ i
a0 ' *»

ey Mw

Lowvent Price with Shipping
L Loawu FRA e
£ o naies s
»

— Pt -y

ProfitGuru

Amazon Sales Estimator

TS IR ) VM g TR TR AR TOATR SRR A I AACTE B SRR

i vasepacs O

- P

Arans Possct Cuegory &

.

B B s v D

il

PEIGUN IRITTe ZITMTN Y

CATECORY

M 0 pmid A o 4 A e b

Catimated Sabes per Manth

1,907
===

Jungle Scout

e OMDERS FER DAY

1353 - 14058

SellerApp



Category Market Analysis

Finding new opportunity areas

Decoding category for NPD

Tools like Jungle Scout help identify category best sellers and opportunity areas for new brands basis price points, volume trends, category
competition, etc.

@

Opportunity Finder Saww Filtee Laad Fiter Sat

. Averages Morthly Unkas Sokd © foerage Nenthly Price §
- mia -

Select 2ne or multiple catugiorien ©

Manthly Search Yolume @ 30 Days = Searoh Yolume Trona ©
et A rfustral A Scerit?
~~ s
& Product Research 2 C
; “ ’
. Nat AT
Proeduct Database Hiche Score ©
Sags ‘Wallets A Lugmgs
Product Tracker ) Movia
! ou
Car A Monact e Suppl e
Niche Hunter g & 4 teg
T aare Competitien © Seosonainy §
a ™ LAL
L ) 2 O» Verg Lvwm - oy L Ves
b TOR N are
AN )
Include Keywaords Faciede Kayware
For instance, here we
search for the category
8 .

bestsellers in Health and
Personal Care

IR oy ._i
Rases Fiters =0 e
| i e
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Category Market Analysis

Finding new opportunity areas

Decoding category for NPD: Products are arranged by niche score (out of 10) on Jungle Scout; higher score indicates more opportunity

Chepdayng 200  of G577 Page 1 of 33 L!J
Mthly 30-Day 00-Omy
Niche L ] Category [ ::E .;M"n H :“ Mehly s Semrch $ Sewch L | Semcth Comgetition ¢ Nicha Score Seasonality ¢
ks 50 Tioe Volume Trand Trend
o Veaalth & Pearsoral 720 21,344.82 4,708 T L Very Low ] Low Search trends show how “biotin
g S cus wow” searches have increased
T T T T T T T T T T T T T T T T T T T T T T T T T S m s s s mmm e 1 .
I I over the last 30/90-day period
! —  Mealth & Persaral 702 202940 138 Tax ! Vry Laow o Mgty '
| » Hiotn Wow = Cark
" |
" |
e e ————}} 1
» Women Ses Tablet @ »c:-'m‘ & Pernral eo: 370 AD 300 T T4 Very Lorw D Low
Avarage L el SMrage Fr2e Saccn lare Tao Progec
5 Speman .‘,'.' :':.'Hh & Panorml e AT 0

Historical Search Volume

L

> Protein Powder Armway (-53 :,‘.“h Tideio oo T S
" Health & Parsa il 4= Larl by
> Finish Distwvasner Uquid & £
:
3
= AN & Peruooa) anl tean ue *
) Finlsh Saix o Care E
N Hoaith & Persona) 84 N5600
» Comraceptive (O Care
Jungle Scout results for top sellers for the given i Q

category and competition
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Category Market Analysis

Finding new opportunity areas

Overlaying D2C data: Analyze marketplace trends with D2C tools such as similarweb to uncover brand-wide product opportunities

“ Webasite Research ‘ x. rerrtion sasmsapori com O F. favtardapm © C‘ wrsain O . -. ploMe com © W welengnatsticecom ©
(=] Keywords i
Traehe and fngsgemwat
Newvt foumm G0 &
Mackoating Clusmes
Crvpanvg and Pad m AL Socwoh Engaey Al Sesrch Types Asy Vokame - Ny CPC
&
M EERP Seatures Czopetitve Tz Topi: G
Grograply =
:‘“""“9'“‘.“" Nessy Secovmret! Y'u\fl'q'-'-v'n Joatiion gues e
Acdanod Inbaresas
hv4 Ledenon Loyalry G 69,261 3% 490 379
Orerview Total mmpress witin
wernarde rr—m---- . [N '
Hempword Phyases
Top Crganc Fages G <
: Here’s a snippet
Search Ace | beaity e nu e 4 AP Femane m Coangettive afls shas peet vy Pax '™ Pree M Orgata . . pp
from similarweb
Sttt Ade . N —_— . CONUKIEE W - 100 an Mg et boworad s on corn prred .
| V. ety LU S ' , o Bt o = where an analysis
e ] 1~ 1R iy
ganc Cunpatpors T R — uNO B By  Ninsioiehiihade of the nutrition
—————— - - e e e e I e e e e e ] .
: S oon) : segment again
i ) o reur san [~} =3 - Yr=u a1 o .
' . Wit — st i, ST ) et 5 xR | ! shows Biotin as a
1 | 2 G - 0 9 trending keyword
0 .
(unt haest) prirwm W) (o0 B CSRIR S  Savs BN jvay o o :'”, """"“"" sk dadd Lol vr, and1.00/o traﬁlc
8 " " going to only 1
y 14 4 TN e— 0

competitor: Oziva
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Category Market Analysis

Finding new opportunity areas

Heldo, S4pn b feturro

Malih & Pesone Cem * DIOLID wow Account & Lists & Orders

amazonn

Y Select your address

— Al BestSebars Mobios TodnsDeaik Fashion  Now Releases M flectrongs Cumomer Service  Amaaon Pay  Home & Kitchen  Computers  Books  Tows £ Gamaa Shopping made easy | Downtoad the a¢

Heatth & Personat Care Dextinfary Dhot & Nusttion Mool Seppism Hoalth Cae Mechcal Eguigment Farsons Cee ooty Suppierrerts Stenrg S Mar Samced Semad Welhen

1-24 of €8 rmuits for “Slotin wow* 971 by Pastaomd v

Pantry
arase Natural Healthy

e Glow-On 4= oZIva

Heatth & Persosal Care
Ot & Nusrition

Plant based 8totin, 100%
Natural, Chemical Free P

Avg. Customer Review
2.8 8 2T 1]
NN AUp
& ahe AUp
.‘§ i A Up

Sop OZwa > O e Plare Raeed Ratin O Bresin & Mty
V0000« meg (nidy Sesianl oo, Pt Poaten 2

LA & & SEgALH L2 8 8 SR ]
53900 o £LA49 00 Sy

Brand
wow

Price
Undar 21,000

tMn TMan Go

Dwals

(trending search Sbcribe & Save ESE
trend on AMZ as seen Puay On Oelivery

on slide 10) shows e P Dn Dy ) = g

both Bestsellers in Discomnt sgeruant @
. . 10% Of
the category; Oziva Poengrchiznon JustHer Biotin with Herbs, 10000

and Wow Life Science 15% Off or morm meg, Plant Based Biotin Supplement

T Y T - L e T FSR——

™
-

< Vb £

x .

- .‘ﬂ
\*’/

Sceroored © Yeccanes B

WOW Omega-3 Fish Ol Triple

CZiva Plant Based Biotin 10000+ ealthKart Plant Based Biotin 10000  Strength 1000mg (550mg EFX

meg (with Seshiania Agati Bamboo meg, for Hair, Skin and Nails, ngy-: 350mg DHA; 100mg Other Omega 3
1

R —endlece Pl cccs A%F o
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1
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I
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Category Market Analysis

Keyword based market ana]ysis Look at AMZ Pi in Section-4 for more accurate analysis

Customer search trends

Used for trend analysis of search volumes, product introductions, and identifying long-tail keywords for efficient marketing campaigns

_
3 -

Rosuits 21 sapaceds Dewrload C3v 4,

0Dy Seoveh

Keyvolad 4 Vot [Eaact ¢ 10 Daw Trond Dombant Cosegory - PG BN (Ewact) 4 PG EM Broad) 2 Ease 1o Mans S Relevanty S0a0 3
W Keywords
I iy Tt g * <160 Heaizh & Persomal Care Easy L
Kayword Lists ::’_a::;“m" @ s ' Mauith A Persoral Care - . Esiy T
Listing Bullder "
wramin ¢ tabie (O 2767 Haaizh A Persormal Carn - . Eany 10
Rank Tracker
vitamin c l_:f Jq e T Haeth & Persorml Care [
vitamiec x 4086 1 Maszh A Persoral Cure - - PO——
TrendS ShOW that tremunity teblet @ <150 ! raaith & Mersomal Care
immunity and immunity |
. himalays organic a me 1 Mmuith A Pearsoral Carw ‘ |
boosting search trends earegardta ' [\
|
have diminished in Wtaming ® 6523 ' Heaizh & Parsoral Cave \
. . |
comparison to niche
»

searches like “vitamin c”



Category Market Analysis

Customer feedback based market analysis

Reviews/Ratings Analysis

* Customer feedback/
image uploads play
definitive role in
shaping AMZ rankings
and future product
sales

* Social listening can be
used to identify:

0 Communication
and marketing
collateral for

promoting
products

0 NPD pipeline for
new ranges that
address customer
issues

Nervirkars Carry on
o> '

PR # Ve

Oversi] g
— 31
Ve 46
Mrics ,

e NA
ey >
n “

Mce

[

43

46

“

4.

46

19

Several tools exist for review management for post-purchase mailers, review automation,
product feedback that can be setup (covered later in the category and listing section)

Areencar

o £

nualey

gter Cryas Cabin Lo

22

45

41

45

SELL BITITO
Ooears e arone

NA

41

Category word cloud: Double click on reviews around these topics shows

challenges around “tears easy’, “handlebar issues

n o1t

» P

oor material” etc.

Review analysis of the luggage sector by a
review analytics tool called Bewgle that
indicates top concern areas for customers

around material, design and wheel

The chart captures reviews for 4 products:
Arlo Skye, Away, American Tourister and
Nasher Miles

Attribute

Top purchase
attributes

4.1
4.3
4.5
4.4
4.6
4.1

2
Attribute

Service

Offer

2.25

2.22

-~ Top product

L7 attributes

1.67

1.52

1.44
4.5 15.45
4.35 13.39
4.4 4.22
4.4 3.95
1.5 3.25
4.6 1.75
4.1 0.96


https://bewgle.com/
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Category Market Analysis
Market gaps

Similar platforms like Kalagato perform market analysis of different AMZ categories

White spaces: sales vs. competition 6000 5.0
p p EEgEEpgEguiEggy - 4.0
4000 w30
Review analysis across different platforms 2000 - 29
0 ;5 : : : - 0.0
reveal mark r g P o
may help reveal market gaps across 55 £ 855522828858z
s3 2  EE355:3PE5E2
. .. © vi = 2
0 Competition-based insights Rz Fg< =35 £ - =
Help identify price gaps vis-a-vis the Small luggage bags on FK
iy M Price ™ Avg Rating
competition
P iti insi . 8000 5.0
0 Channel-specific insights Competition insights: 21| | . m ] L = 4.0
Help identifv ch I behavi d Analysis shows limited 6000 3.0
elp identify channel behavior an competition in the large 4000 2.0
consumer purchase patterns luggage bags segment 2000 - 1.0
0 T T T T 00
American Skybags Safari Metronaut
Tourister
Large luggage bags on FK
Channel insights: .
Review and catalogue A Fllpkart
analysis shows FK is the mazon
. B Xsmall (13 Inch - 19 Inch)
dominant channel for
luggage  amazon.in B Xsmall (13 Inch - 19 Inch) ® Small (20 Inch - 24 Inch)
® flipkart.com ¥ Small (20 Inch - 24 Inch) ¥ Medium(25 Inch - 28 Inch)
Further, Small and ® Medium(25 Inch- 28 Inch) Large (29 Inch - 32 Inch)
Medium bags sell most on Large (29 Inch- 32 Inch)
FK but Xsmall sells most

on AMZ
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Amazon Playbook

Category Market Analysis

Inventory Management

X Pre-Boarding Checklist
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Inventory Management

, Fulfilment models on AMZ

firesideventu

*Eligible for Prime Badge prime

Selling on Amazon

!

Seller Central

You sell your products directly to AMZ

}

Vendor Central prime

|
!

Vendor’s like Cloudtail buy and resell

customers your products*
Ownership of product lies with the seller (vendor)
Fulfilled by Merchant Seller Fulfilled Prime Seller Flex (SF)* Fulfilled by Amazon
(FEM/MFN) (SFP)* _prime prime (FBA)* prime
Sellers ship products to Sellers ship products Sellers ship products AMZ handles the
customers/handle returns directly but are prime- directly but use the picking, packing, and
themselves from own WH enabled if they meet advantages of an FBA shipping; also customer
specific criteria through ATS service and returns
Also called Merchant
Fulfilled Network (MFN) Process fOF Se”erﬂex Ownershlp Opr"OdLlCt lies
with the seller (brand)




Inventory Management ProTip: MFN/SF helps keep ASIN alive even if product goes out of stock
MFN / FBM and SFP from the AMZ WH (FBA) with only a change in the delivery time

Merchant Fulfilled Network (MFN) or Fulfilled by
Merchant (FBM) Company Customer
Sellers take ownership of fulfilling orders by signing up with

delivery partners for sending products to customers and

handle returns themselves from own warehouse Own WH

Delivery
—> partner

______________

Unlike FBA/SF, AMZ does not perform any quality checks
since products are not AMZ fulfilled

Recommended for
Seller Fulfilled Prime (SFP)

* Low margin products
MFN can become prime-enabled or Seller-fulfilled prime by «  Low frequency purchases

passing the AMZ test for: * Recently introduced ASINs (new products)

* Maintaining 99% on-time shipment,
* Use AMZ ‘buy shipping’ for 95% orders Cons

* Restricting cancellations to <1%
*  Delivery timelines are higher/ dissuades customers

*  Low trust on service without AMZ-fulfilled

*  Notrecommended for immediate consumption products
*  More difficult to win the Buy Box

*  Challenge to market to AMZ prime customers

Pros

*  Better control over shipping, inventory and promotions
*  No Amazon fulfillment fees >~ o _
*  ASIN stays in-stock/live even if FBA WH runs out of stock *  Labor/time investment for shipping & customer service

firesideventures


https://sellercentral.amazon.in/gp/help/external/G200202220?language=en_IN
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Inventory Management
Seller Flex / APOB: Alternate Place of Business* ProTip: Use SF as an FBA backup unless products are new/slow-moving

*SF is called APOB as it provides an extension to the AMZ WH as an
additional/ alternate place of business; setup cost ~INR 1Lakh

Seller Flex
Company Customer

SellerFlex model allows you to keep your inventory in
your warehouse (WH) while making inventory prime
eligible. It takes advantage of ATS for product delivery
from company warehouses directly to the consumers OownWH < ?gi tearclll/l

> mode
Products under: (a) own or (b) 37 party WH empaneled
under FBA; SF WH is an extension of AMZ FBA WH KPIs to maintain SF status:

* order processing time
* dispatch time

Brands/ sellers must use AMZ-branded packaging . f‘?ﬁ?’ﬁﬁ;‘;‘; i it
material Recommended for for picker before it comes to WH

If >2 times breached, SF is shut down

ATS picks and ships your order on the same day, and .

High margin, heavy and bulk products
delivers the product in 1-2 days .

Slow-moving products that lead to high AMZ WH storage cost
* Recently introduced ASINs (new products)

Pros
Cons
*  Access 10M prime customers (150M global)/ more spends
»  Easier to win buybox + logistics/support AMZ- handled *  Labor/time investment for packaging and WH mgmt
*  Better visibility on inventory and promotions *  AMZ shuts down seller-flex WH registrations during high
*  Customer credibility as products are labeled as FBA velocity events/ festive or sales seasons

»  ASIN stays in-stock/live even if FBA WH runs out of stock Takes 24hrs extra for delivery vs. FBA/AMZ WH model



Inventory Management
FBA

Fulfilled by AMZ (FBA)

FBA model takes advantage of the fulfilment service
wherein the AMZ Transportation Services (ATS)
team takes care of the product delivery from
company warehouses to fulfilment centers (FC) and
subsequently to the consumers.

ATS charges for order handling, pick & pack, weight
handling and inventory management.

With FBA, you can decide when, what, how much qty
and where (which FBA WH) you dispatch your products

Pros

*  Access 10M prime customers (150M global)/ more spends
* Easier to win buy-box

*  Logistics and customer support handled by AMZ

*  Customer credibility as products are labeled as FBA

Company

firesideventures

ProTip: Start with AMZ Launchpad to get auto-selected for FBA

Customer

Recommended for

* High margin and high volume products
* High frequency purchases
* ASINs where the sales velocity is established >1Cr/mo

Cons

« AMZ fulfilment fee

*  Space constraints and storage fee

* PO generation takes time leading to stockouts / demand
estimation issues



firesideventures
Invento ry Management No separate listing fees, payment collection fees and subscription fees

FBA Fee Comp onents FBA fee structure details here and other types of fee/ penalties here

FBA Fee Structure (Engagement Fee)

|
v v v

Referral Fees Closing Fees Fulfilment Fees
* Peritem sold fee for products sold on AMZ * Fixed Fee based on the item price * Depends on the weight, dimensions
» Varies by category, typically ~5-10% (per unit) of product and shipping distance
*ﬂu e g Stem Price incheding Shipping Charges (INR) Al Categories  Select Categories® * Includes pick & pack fee, storage fee
et b 0.250 2 2 (per cubic m) and shipping fee
{ arom s v Aree: i :'.'E"V\V*C’V'I’T F-T":. e 'i'l) p « .
N.:fl.:—:g_'m' —T T ; ‘J:: 501-1000 15 15 PR —— 7T
SOC . Nethcal Egubpmam & Contudt Lums i L34 1000+ $0 % Starage Fees {per ok foat/merm) e
L« Nt~ SN » & haadih bpe i
:-:,- ﬂ-.».l:)(‘d\uq'(lun.i‘f".l-“l")l o Mg urvada 450N e ot link e
Frriard Care Applnces [Groomng and dying) , 8305
Feriondd Care Appilaroed (eed. Grotereng snd styiing 434
Periond Care AppHartees - Ehacvd: Maisagers ] B e et
-:.—U’ Prodacts 0% | |
b : Calculation of total AMZ FBA fees for a Camera Lens I
Ratry Pooem Décoe I Total Fee = Referral Fee + Closing Fee + Fulfilment Fee + Tax :
Qabty Turftus
I
‘ ; : ExamEle: :
00N |
L% |
T :
S Pragust nfe: Mo to calabete Fres For this rodacs |
o1 | Dimersions 11 7x7.7x 77 em Step 1. Roeferrsd fee = 7% " 16900 « £ 1323
[ Unit waighs: 0.25 ky Step 2. Clasing Few <« €30 :
Listing peice on Amaxce: € 18,900 Step3: Prodoct Type Standard
SnapShOt Ofthe Bab-y and Personal Care category : Fulfilimant Feo= Shipping fee {coraidering lodal shipment) + Pk B Pack = 28+10 =¥ I
referral fee : 38 I
: Total Amazon fee (w/o tary= ¥ 1391 Le 7.4% |
I
I
I


https://services.amazon.in/services/fulfilment-by-amazon/pricing.html
https://sellercentral.amazon.in/gp/help/external/G200336920?language=en_IN
https://services.amazon.in/services/fulfilment-by-amazon/pricing.html
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Inventory Management
Vendor Flex

Vendor Flex

Vendors such as Cloudtail, Appario, Primarc work on an Lompany gustomer
upfront purchase or PO-based model.

Brands should target VendorFlex to scale established products Cloudtail

when in-house inventory management is difficult. WH ATS

Challenges:

* (Cloudtail won't accept <6 month shelf life

* Cloudtail won’t buy until you atleast have 60% shelf life
* Cloudtail won’t sell if you have less than 25% shelf life.
Eg. Very difficult to sell products like Yogabar (protein bar
SKU)

Recommended for

* Brands that have difficulty scaling own WH Ops
*  Products that get better margins through 34 party
vendors than FBA/ SF

Pros Cons
* Difficult to sell lower shelf life products

*  Higher margin to sell through vendorflex models
* Higher receivable cycles

* Discovery tools available only on cloudtail

*  Auto purchase order release platform

*  Warehousing and inventory mgmt. taken care of
*  Product listing taken care of



Inventory Management
How to improve AMZ margins and select the right inventory model?

Fixed/ Variable Margin components When to choose VendorFlex model?

e Commission/Referral: fixed % of MRP * For smaller brands that don’t have financial capabilities of handling operations
«  Pick and pack: fixed fee or understanding commissions can take help of 3rd party seller that helps with
* Closing: fixed fee upfront payment

* Logistics: only variable component!
* VendorFlex focuses on a minimum fixed margin required by AMZ + own
commission; typically overall commissions upward of 30%
3rd party sellers include Cloudtail, Primarc, Appario, Pecan Retail, ARIPL, etc

Eg. Mamaearth uses Cloudtail only for the baby business since commission, costs,

How to improve logistics?
and logistics for self-fulfilment/FBA were higher than Cloudtail

e The improvement comes from reducing
shipping costs by converting them from

national shipping to regional to local Getting best margins for sales

e AMZ has 7 clusters; if products are present Margins for MFN, SF, and FBA depend on MRP of the product. Only with
in all 7, then national shipping is ZERO -> VendorFlex model, brands can negotiate with Cloudtail/Appario/other sellers
shipping comes down to regional and local what would those margins be? (like an MT chain negotiation)

« No additional overheads of listing. Upload Let’s say if a brand gets 30% on FBA, then negotiate with Cloudtail to get 28%
GST and get account listed in all clusters or so. Also, selling through own channels (MFN/SF/FBA) helps with better

through FBA or SF/ APOB. details and demographic understanding such as seller address, location etc.




AMZ Programs

Selecting fulfilment program

FBM/ MFN

For better inventory control on
day-1 to understand search
velocity/ inventory mgmt.

Sellers handle packaging, delivery
and customer service for orders

Brands can maintain parity
across other channels

Self-packaging allows personal-
ization like handwritten note

Need a customer support line and
handle returns

Difficult to win buy-box
NA
~30-35%
Self

Recommendation Day-1

SellerFlex
(3" party WH)

Become Prime enabled but
control delivery

Sellers handle packaging, ATS*
handles fulfilment

Brands can maintain parity
across other channels

Self-packaging allows personal-
ization like handwritten note

AMZ handles customer support
and returns

Prime customers prefer FBA/
prime merchants

Access to prime customers

~30-32%

Self

SF used if self-WH capabilities
or as backup for FBA

*ATS = AMZ Transportation Service
*¥can negotiate lower rates for scaled companies >50Cr/mo

FBA CloudTail (CT)

Or Appario, Primarc

After establishing velocity,
move ASIN to FBA for lower fee
and better delivery

Growth-stage for scale once PMF
established at ~2Cr/mo on AMZ

. ATS handles fulfilment once product
*
ATS* handles fulfilment T
Brands can maintain parity
across other channels

Vendor has price control; may not
adhere to minimum advertised price

Less control on product o :
. Vendors limit product experience
packaging
AMZ handles customer support
and returns

AMZ handles customer support and
returns

Prime customers prefer FBA/
prime merchants

Prime customers prefer FBA/ prime
merchants

Access to prime customers Access to prime customers

~28-30% Cloudtail ~40%**

AMZ Launchpad auto-selects

brand for FBA Vendor

CT used where vendor
margins are better

Most preferred mode of
delivery



AMZ Programs

Selecting fulfilment program: Easyship model as a back-up for FBA

EasyShip model or SellerFlex model

* SellerFlex model fees is almost identical to the
FBA fee, however, allows your own WH to be
signed up as FBA-fulfilled for better customer
visibility and delivery

* Delivery timelines for EasyShip have are 48-
hours compares to 1-day delivery by prime
owing the additional logistics of pick-up from
Seller’'s WH

* However, FBA inventory restrictions suggest
brands setup SellerFlex models as backup FBA
for their inventory

* Lastly, this also helps brands maintain FBA
status on listings once the FBA-stock at AMZ
WH is over, however, brands have stock in their
own-WH which is now FBA-empanelled!

Example (for illustrative purposes):

Here is a comparison of Easy Ship and FBA Fees for a feature phone (non-Android mobile Phone)

Product Info: Nokia 105 (2019)

Product size category: Small

Unit weight: 300 gms

Shipping distance: National

Storage fees/unit: ¥ 3 (we charge ¥ 20/cubic foot/ month)
Listing price on Amazonin: ¥ 1000

Fee Type Easy Ship

Your product price on Amazon.in 21000

Standard Sell an Amazon Charges

Referral*{5% for mobile phones) 50
Closing Fee 50
Shipping/Weight Handling Fee 66

FBA Specfic Charges

Transpartation to FC

Storage in FC

Pick & Pack Fee

Removals (if neaded) =
Total Amazon Fee 166

Fee percentage 16.6%

21000

50
126
L1

10
3
210
10
7155
15.5%

‘Sub;xi to condtions & vabicity of offer mentioned helow

firesideventures



AMZ Programs

When does it make sense to use CT over FBA?

CloudTail/ ARIPL usually charge a certain commission over FBA fulfillment fee and hence are more expensive than typical FBA charges;
however it may make sense to use CT over FBA in certain situations:

Lower ASP products with prices <Rs. 250 Higher Volumetric Weights
For products priced below a Rs. 250, the fees structure looks Volumetric or Dimensional weight is calculated by LxBxH (cm3 or m3)
as follows: divided by 5000 in kgs; and charged at Rs. X/kg
 Referral Fee (say baby category) = 6% In such cases, it is more P e ST
 Closing Fee (Rs. 25 for the price range) = 10% profitable to sell packaged 'cd_u o s
* Logistics (assuming local shipping) = 23.2% chips brands with CT i F ——

This builds up to an overall margin of 39.2%! iyt 34 kg ..ﬂ”’" S

Hence, Mamaearth sells its baby diapers/wipes . Other Factors
v

via CT since the products are priced at Rs. 150 -
and CT only charges about 33-35% margins to - Retail and fulfilment taken care by CT/ PO-based order
< Pricing doesn’t need attention

———— ) If CT has similar inventory, it wins the buybox over sellerflex

—— W7 o

-

/Cr_r
[ ]

the brand!

firesideventures



Amazon Playbook

Journey Plan Pre-Boarding Checklist On-Boarding Measures Brand Take-Off
K e e
AMZ Lingo Category Market Analysis Category & Product Listing Metrics Tracking
AMZ LOBs Inventory Management AMZ Search & Discovery AMZ Pi
AMZ Hierarchy AMZ On-Platform PPC AMZ Agencies
AMZ Programs AMZ Off-Platform DSP
AMZ Ad-inventory Category Activations/ Big Sale Days

Other Marketing Elements

fireside
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Amazon Playbook

Category & Product Listing

AMZ Search and Discovery

AMZ On-Platform PPC

On-Boarding Measures

AMZ Off-Platform DSP

Category Activations/ Big Sale Days

Other Marketing Elements
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if the product is
desirable to the
customer

From the manufacturer
Technical details

Customer questions and answers
Customer reviews

Listing Optimization 9
, Desirability and Discoverability [
Amazon A9 Algorithm determines the order in which listings will be displayed on a search results page when a
customer types a query in the search tab; certain parameters influence results of A9 Algorithm termed as
& ‘discoverability’. Once results appear, further factors determine if the customer is likely to buy the product, termed as
‘desirability’. It's important to optimize for both discoverability and desirability
: L /1 Product Title \
Discoverability .
: 2. Product Rating
Factors which ;
S 3.  Number of ratings
determine if the _
listing appears on 4. Price
g app 5. Stock Availability
search page .
6. Sales velocity
based on A9
7. Purchase pattern
Factors influencing \ /
buyin
i ﬂ Brand Store Page \
Desirability 2 Ir_nages
: 3. Videos
Factors which
: 4. Product features
further determine
5. A+ content
6.
7.
8.
9

ProTip: A9 algorithm also checks for text relevancy across the listing across product title, brand store

page, product features, A+ content. Optimizing for text relevancy by using the right keywords is a must




firesideventures

Listing Optimization 9
Order of priority, review frequency, policy changes =

ProTip: When determining which factors to prioritize while listing products or revamping listings, the following
order can be followed

A+ content (images + videos)
Ratings / Reviews

Brand store page

Product title

ProTip: When listing a new product, try tweaking each factor, to see changes in sales velocity every 3-4 days and

finalize formats for factors which work best wrt. to optimizing sales velocity. A review frequency of 2 weeks is advised
post first level tweaks

ProTip: Apart from the review timelines above, keep checking for major changes in Amazon policy wrt. to listing, this
typically happens once every month or during major events such as Sale Day, festivities, holidays etc.
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Listing Optimization 9

, Product Title - BPC Example [
o

‘ %l ProTip: Templatize your Product Title, when listing new products, specific templates can be used for BPC category

Mamaearth Onion Oil for Hair Growth &  Mamaearth Onion Shampoo for Hair
Format adopted: [Brand Name]

Hair Fall Control with Redensyl 150ml Growth & Hair Fall Control with Onion Qil + [SKU Name] + [Functional
Visit the Mamaearth Store & Plant Keratin 400ml Benefit] + [Key ingredients] +
wrkdkkir v 16,149 ratings Visit the Mamaearth Store [Size]

| 300 answered questions Wk kWi - 1,906 ratings | 8 answered questions

Length: 13 to 25 words

Mamaearth Skin Illuminate Vitamin C Face
Serum For Glowing and Radiant Skin with
High Potency Vitamin C & Turmeric; For

Mamaearth Vitamin C Face Wash with
Vitamin C and Turmeric for Skin

IHlumination - 1T00ml

I Men and Women ]—7’0 q Visit the Mamaearth Store
Visit the Mamaearth Store Wl R &kir v 6,645 ratings
W& &7 v 8,805 ratings | 81 answered questions

| 285 answered questions

Additional keywords picked
from customer Q&As
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9

, Product Title - BPC Example

Additional
keywords used to

highlight
differentiation
from competitors

WOW Organic Raw Apple Cider Vinegar - with strand

of mother -[Not from concentrate]— 750mL
Visit the WOW Store

WA NIT - 24,506 ratings | 434 answered questions

in Apple Cider Vinegar

WOW Skin Science Thai Body Massage Oil

Format adopted: [Brand Name]
+ [SKU Name] + [Functional

Benefit] + [Key ingredients] +
[Size]

WOW Skin Science Brightening Vitamin C Length: 10 to 27 words

Foaming Face Wash[with Built-In Face

for Reviving and Refreshing -Infused with
Blend of 6 Qils with Jasmine Absolute,
Kaffir Lime and Lemongrass Essential, 200

ml
Visit the WOW Store
*drdolks ~ 88 ratings

for "body massage od”

Brush for Deep Cleansing - No Parabens,

Sulphate, Silicones & Color, 150 ml
Visit tha WOW Store

Wwlwdr v 5,147 ratings

| 124 answered questions

WOW Apple Cider Vinegar No Parabens &

Sulphate Shampoo, 300mL
Visit the WOW Stora

kA - 399352 matings

| 1000+ answered questions
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Listing Optimization 9

, Product Title - F&B Example [
o

‘ %l ProTip: Templatize your Product Title, when listing new products, specific templates can be used for F&B

OZiva|Plant Based Biotin 10000+ mcg (with Natural OZiva Protein & Herbs, Women, (Natural Protein Format adopted:
Sesbania Agati Extract, Bamboo Shoot, Amla, Powder with Ayurvedic Herbs like Shatavari, Giloy, [Brand Name] + [SKU
Pomegranate), For Stronger Hair & Healthier Skin, Curcumin & Multivitamins for Better Metabolism, Skin !\Iame] _"‘ + [Key

1259 (Biotin, 125g) & Hair) Chocolate,500g ingredients] +
Visit the OZiva Store Visit the OZiva Store [Functional Benefit]
Fedrdrdr © 5587 ratings | 219 answered guestions dedrdes ©  7,232ratings | 530 answered questions [Flavor] + [Size]

in Vitamin B7 (Biotin)

Amazon's for *oxma protein powdar for women®™

L h: 2 27
OZiva Plant Based Collagen Builder (With Vitamin C,

Biotin, Silica & Bamboo Shoot) for Anti-Aging Beauty,

OZiva Hair Vitamins (With Hair Vitamin Blend, DHT
Blocker & Omega 3) for Better Hair Growth & Hair fall
— Control, 60 Vegetarian Capsules

Visit the OZiva Store Skin Repair & Regeneration, Classic, 250q
Fhk ARz 1,963 ratings | B2 answered questions Visit the OZIva Stare
In Multivitamins *fk A v 5680ratings | 292 answered gquestions
i Collagen

Additional keywords used to highlight
differentiation from competitors
(“Vegetarian”) or key brand value
proposition (“Plant Based”)
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Listing Optimization =
, Product Title - F&B Example -

Slurrp Farm Tasty Mighty Munch, Tangy Slurrp Farrr[ Healthy Whotegrah} Cookies | Format adopted:
Tomato, [Healthy Snack for l(ids] 20g (Pack  Ragiand Chocolate with Zero Transfat | [Brand Name] + [SKU
T of8) Yummy Snack for Kids, 75gm Name] + + [Key
Visit the Slurrp Farm Store ingredients] +
v&yt*d;ezzrnpfan;\‘::tor;e‘ - fAhR L7 - 140ratings | 5 answered questions 8 ]

[Functional Benefit]
[Flavor] + [Size]

Slurrp Farm Instant Breakfast Millet Slurrp Farm Millet Dosa Instant Mix |

Pancake Mix, Banana Choco-Chip And Supergrains And Beetroot | Natural And

Supergrains, [Natural And Healthy Food,] ——  Healthy Food, 150Gm Length: 23 to 27 words
Viait the Slurp Farm Store

150g SdddTy < 55 ratings

Visit the Slunp Farm Stese

Wkt 195 ratings | 11 answered questions o

Additional keywords used to highlight
differentiation from competitors

(“Vegetarian”) or key brand value
proposition (“Plant Based”)
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9

, Product Title - F&B Example

VAHDAM plced Turmeric Tea |

USDA Organic Certified 15 Turmeric Tea
Bags | Blend of Turmeric Powder & Fresh
Spices | Herbal Tea for Weight Loss |

100% Natural Detox

Visit the VAHDAM Store
el d ko - 362ratings | 4 answered questions

VAHDAM, Organic Turmeric + Ginger
Powerful SUPERFOOD Blend (15 Tea Bag)
Herbal Tea | Powerful Wellness & Healing
Properties of Turmeric & Ginger | 100%

USDA Certified

Visit the VAHDAM Store
"W k®ir v 775ratings

VAHDAM -Turmeric + Moringa Tea | 15

Moringa Herbal Tea Bags I[USDA Certiﬁed]—

Organic Moringa Tea | Herbal Tea

Visit the VAHDAM Store
Yok drdrfr v 289 ratings

for "moringa tea”

VAHDAM Organic Turmeric +
Ashwagandha Herbal Tea | 15 Tea Bags of
Immunity Tea | Certified USDA Organic |

Pure Detox Tea

Visit the VAHDAM Store
Fked & - 3,106 ratings | 9 answered questions

Format adopted:
[Brand Name] + [SKU
Name] + [Key

ingredients] or
[Certifications] +

[Functional Benefit]
+ [Size]

Length: 17 to 26 words

Additional keywords used to highlight

differentiation from competitors

(“Vegetarian”) or key brand value
proposition (“Plant Based”)
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Listing Optimization 2
Product Title - Consumer Electronics Example

ProTip: Templatize your Product Title, when listing new products, specific templates can be used for consumer

electronics

boAt Rockerz 400 On- Ear Headphones boAt Rockerz 450 On-Ear Headphones Title Format:

—[ with 8 Hours Battery,]40mm Drivers, with 15 Hours Battery, [40mm Drivers, ] Brand Name + Model
) Number + SKU Name +
Bluetooth V5.0, Foldable Cups and Voice ~ Padded Ear Cushions, Easy Access Battery Hours + Technical
Assistant(Carbon Black) Controls and Voice Assistant(Luscious Details + Accessories + Color
Visit the boAt Store Black)
W Ry -~ 70,943 ratings
) Visit the boAt Store :
| 1000+ answered questions drdedeRss - 35859 ratings Length: 10 to 28 words
| 1000+ answered questions
' boAt Bassheads 152 in Ear Wired for “boat rockerz 450"
E'a.rphones Wt Miclazzy, Sltie) boAt Bassheads 225 in Ear Wired
Visit the boAt Store
kAT v 44,964 ratings Earphones with Mic(Black)
| | 1000+ answered questions Visit the boAt Store

*TRrdrdr < 172,668 ratings

Amazon's for "boat head-phone” | 1000+ answered questions
I

Additional keywords used to
highlight differentiation from

competitors or key brand value
proposition
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Listing Optimization =
, Product Title - Consumer Electronics Example '
boAt Rockerz 400 On- Ear Headphones boAt Rockerz 450 On-Ear Headphones Title Format:
4[ with 8 Hours Battery,]40mm Drivers, with 15 Hours Battery, [40mm Drivers, ]— Brand Name + Model
Number + SKU Name +
Bluetooth V5.0, Foldable Cups and Voice ~ Padded Ear Cushions, Easy Access Battery Hours + Technical
Assistant(Carbon Black) Controls and Voice Assistant(Luscious Details + Accessories + Color
Visit the boAt Store Black)
wikdnr ¥ 70,943 ratings Visit the boAt Store
| 1000+ answered questions drdedeRss - 35859 ratings Length: 10 to 23 words
| 1000+ answered questions
. boAt Bassheads 152 in Ear Wired for "boat rockerz 450"
E'a-rphones with Michazzy Blue) boAt Bassheads 225 in Ear Wired
Visit the boAt Store
AhA A v 44,964 ratings Earphones with Mic(Black)
| | 1000+ answered questions Visit the boAt Store

Ffrdrdrty © 172,668 ratings

Amazon's for "boat head-phone” | 1000+ answered questions
I

Additional keywords used to
highlight differentiation from

competitors or key brand value
proposition
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Listing Optimization 9
Product Title - Combos [\

&

‘ %I ProTip: Different titles for combos, highlight the value proposition for the different products as a whole in the title.

Works best for F&B products, hasn’t worked for BPC

Slurrp Farm[Healthy Breakfast Combc} | Slurrp Farm[ﬁotein Breakfast Combo ]7

Beetroot Dosa, Banana Pancake and Pack of 5 (360g)]150g( Spinach Dosa Mix, Title Format:

Chocolate Puff | Weekly Wholegrain Choco-Chip Pancake Mix Pack )+ 20g(Pack Brand Name + Combo Name +

Breakfast Box for Kids of 3 Ragi Puffs) Individual SKUs with

Vist the Slurrp Farm Store Visit the Slurrp Farm Store grammage

*Ww kR« 9ratings Rk deRis - 124 ratings

VAHDAM, Green Tea Bags for| Weightloss | Vahdam.[Black Tea Combo ] Set of 4

Combo.of Relaxing and Calming Premium Teas - Darjeeling, Assam Tea,

Chamomile Tea along with Sweet Detox Nilgiri Tea, Indian Breakfast Tea,Loose

Tea from the great Himalayas (15 Each, 30 | oaf Tea Direct from Source in India Clear call-out for value

Total) ! proposition for two distinct

Brand: VAHDAM :?:k:: :OmCu;:s °: Each Tea products, best seller product
: t m Teas Storg

mentioned first in the listing

Wik ddr - 483 ratings

Mamaearth Ubtan Natural Face Wash with
Turmeric & Saffron « Ubtan Face Pack
Mask for Faimess, Tanning & Glowing Skin

with Saffron, Turmeric & Apricot Oil -
100ml Each Dry Skin (Combo Pack of 2)
Visit the Marmsesrth Store Visit the Mamaedrth Store
FRARYr - Mdratngs | 13 srewered questions Fdrdfrys < 192ratings | 16 answered questions

Mamaearth Bye Bye Blemishes For
Pigmentation, Sun Damage & Spots
Correction + Ubtan Natural Face Wash for
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Listing Optimization 2
Product Title - Keywords

ProTip: How to make a basic list of keywords?
Step 1.1: Pick keywords with high volume wrt. to relevance to the category and product (USP, differentiators) to meet text relevancy requirements of

the A9 algorithm
Most efficient keyword sources are Amazon Brand Analytics on Seller Central and Amazon Pie. External tools such as Junglescout found to be less effective
than Brand Analytics and Pie

Sabxcategories Time Period ©

Total 5-Hamt Blenters, Food Prooessors, Deep F D2 Monmihiy | Jan'2) - May'2)

What s the performance of your brand on top searches in the selected category/ subcategory? (Data refreshed daily, Refer to download «

Negoly

Keyword performance

Cachon Appliantes
a2 Top Catogocy Keywords Top Branded Keywords Top Campetitor Keywords Top Generic Keywords Movers and Shakers

Keyword data duration ¥
15days | 30 days

~ Awarsness S.No. Keyword # of S=arches Your First Page Your First Page SP Your First Page SP Your First page
Organic Coverage Coverage (%) Search SOV (%) search SP CTR (%)
(%)
16 food processons TOK-50K 15.5% 5.2% 154% 2.5%
~ Comideration 17 hand mixer grinder 10K.-50% 1% 0% 0.1% 0.1%
18 kettie 1.5 litres TOK-50K 21% 0.5% 1.9% 0.7%

19 chopper slectric TOK-50% 10.5% 0% 0% 0.1%
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Listing Optimization 9
Product Title - Keywords ==\

Step 1.2: Keep a track of keywords used by competitors through manual search of product titles

Slurrp Farm Millet oosa| Instant Mixi Slurrp Farm High Protein|Millet Dosa

Supergrains And Beetroot | Natural And Instant Mix, Supergrains and Spinach,

—
‘ %I ProTip: How to make a basic list of keywords?

Healthy Food,|150Gm When Soulfull launched dosa Natural and Healthy Food, 1509 (Pack of
TP Farm Store mix, they added words such 3)
RhAoksr v S5 ratings as ‘instant’ and ‘healthy’ Visit the Slurrp Farm Store
| which were ranked high as o kel
k ds in th t :
Soulfull [Rava fnstant Dosa ]E—neatthy}uo Slelf:;;a :l:l“f(t)llivcviggs‘l’;i'e Soulfull | Healthy Millet Meal - 63% Ragi |
Maida Meal - 500g (Pack of 2) Ragi Dosa Mix - 500g (Pack of
Visit the Soulfull Store 2)

AhkAkRAx - 3ratings Visit the Soulfull Store

wrhrddrds v 2reatings

Each brand highlight their
unique value proposition to

target distinct consumer
groups
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Listing Optimization =
, Product Title - Keywords
L

‘ § I ProTip: How to make a basic list of keywords?
T/ Step 1.2: Keep a track of keywords used by competitors through manual search of product titles
|
Wingreens Farms ggless Pancake

Nestlé CERELAC Baby Cereal with Milk,
Ragi Apple - [-‘rom 8 Months,]3009 BIB

Mix (250g)
Visit the Wingreens Farms Store Pack
A A A&y - 24 ratings Brand: CERELAC

Wikl - 2,132 ratings

| 27 answered questions

Slurrp Farm[lns!ant]breakfast}dillet

Pancake Mix, Banana Choco-Chip, Slurrp Farm Organic No Sugar Baby Cereal When Nestle added
. ‘f h !,
Supergrains and Chocolate, Natural and | Ragi, Rice and Banana with Milk | Instant Sfl?:p?;l;n; d(si od
Healthy Food, 150g (Pack of 2) Healthy Wholesome Food [for Babies, ‘for babies’
Visit the Slurrp Farm Store
ek dkis 643 ratings | 13 answered questions 2009
Visit the Slurrp Farm Store

When Wingreens launched pancake mix, they added S | S

words such as ‘easy’ and ‘healthy’ which were ranked
highon relevance as keywords in the category;

Slurrpfarm followed suite by adding ‘instant’. Also,
added words ‘breakfast’ because Indian consumers
usually don’t identify with pancakes as breakfast
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9

, Product Title - Keywords
f

‘ § I ProTip: How to make a basic list of keywords?
T/ Step 1.2: Keep a track of keywords used by competitors through manual search of product titles

VAHDAM ORGANIC Himalayan Green Tea
Bags (15 TBs) - USDA Certified Organic
Detox Green Tea fo{ Weight Loss (Slim ]
Tea)

Girnar Green Tea, Desi Kahwa, 36 Tea Bags

8rand: Girnar
WA wdr v 19,556 ratings
| 85 answered questions

When the weight loss segment picked up on Amazon,
Vahdam capitalized on this opportunity to clearly

include kewyrods ‘weight loss’ or ‘slim tea’ to
differentiate from mainstream players such as Girnar,

Lipton, Organic India

Lipton Pure & Light Green Tea Bags, 100

Pc

Brand: Lipton
whAAE v 4711 ratings
| 121 answered questions

Organic India Tulsi Green Tea Classic - 25 Tea Bags
Brand: ORGANIC INDIA
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Listing Optimization 9
Product Title - Keywords ==\

Step 1.3: Pick keywords from customer Q&As /feedback / reviews on the platform to meet further gaps

—
‘ %I ProTip: How to make a basic list of keywords?

Question: Can we use after[keratin tteatement ] __ e FELOMON Hal B amipon for Keep tracking customer
Hair Growth & Hair Fall Control, with ——— Q&As to get a sense of
Answer: | think so because it's natural product Onion Oil 8| Plant Keratin IZSOml common questions
By Amazon Customer on 23 May, 2020 Visit the Mamae3rov Store asked by customers, the
RhdAkT - 12856 ratings . cx
| 285 ikl specific usc? case.they
are struggling with and
add relevant keywords
to resolve queries
boAt Rockerz 255 in-Ear Earphone
with 8 Hours Battery, IPXS, O susancanoss
N dedrde i Just Awesome Wireless Headphone under 1000...0
Bluetooth V5.0 and Voice Reviewed In India on 29 October 2018
Ass]snnt(wve Black) Style name: Aockerz 255 Colour: Active Biack  Varified : :
Visit the boAt Store its Awesome... Good sound quautyq[ 8-9 hrs battery life... Jlust waww look.., &2 | brought just 999 Clear call-out on battery life which
wehekRyr - 274,886 ratings ot insamer seems to be a frequently
| 1000+ answered questians Dus Amazors Packageing system s Very bad.- Very poor packaging. Flpearts packaging system ismuch - I WPV I T BERTANIVY A WIS,

SRR for “oluetooth hoadser” users of the product
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Listing Optimization 9
Product Title - Combos [\

&

‘ %I ProTip: Different titles for combos, highlight the value proposition for the different products as a whole in the title.

Works best for F&B products, hasn’t worked for BPC

Slurrp Farm[Healthy Breakfast Combc} | Slurrp Farm[Pmtein Breakfast Combo ]7

Beetroot Dosa, Banana Pancake and Pack of 5 (360g)|150g( Spinach Dosa Mix, Title Format:

Chocolate Puff | Weekly Wholegrain Choco-Chip Pancake Mix Pack )+ 20g(Pack Bra_n‘_i Name + C°“_1b° Name +
Breakfast Box for Kids of 3 Ragi Puffs ) Individual SKUs with

Vist the Slurrp Farm Store Visit the Slurrp Farm Store grammage

*Ww kR« 9ratings Rk deRis - 124 ratings

VAHDAM, Green Tea Bags for| Weightloss | Vahdam.[Black Ted Combo] Set of 4 Slurrpfarm pushes combos

Combo of Relaxing and Calming Presniuri Teas - Darjeeling; Assam Tes; because it helps sell fresh

products in bulk, customers

Chamomile Tea along with Sweet Detox Nilgiri Tea, Indian Breakfast Tea,Loose usually prefer buying

Tea from the great Himalayas (15 Each, 30 | oa¢ Tea Direct from Source in India,
Total) Makes 40 Cups of Each Tea

Brand: VAHDAM
Visit the Vahdam T
Wrikddr - 483 ratings o e

Clear call-out for value
Turmeric & Saffron « Ubtan Face Pack
Mask for Fairness, Tanning & Glowing Skin

with Saffron, Turmeric & Apricot Oil -
100ml Each Dry Skin (Combo Pack of 2)
Visit the Mamsenrth Store Visit the m:memh Store
WRARYr - Mdratings | 13 srswered questions Fdrdfyr < 192ratings | 16 answered questions

products, best seller product
mentioned first in the listing

Pigmentation, Sun Damage & Spots
Correction + Ubtan Natural Face Wash for
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Listing Optimization 9

, Product Title - Keywords =
Y=

‘ § I ProTip: How to make a finalize keywords?
_/ * Make a list of 10-12 keywords for each title. Maximum 20 keywords from sources mentioned above
* Keep all parameters constant, iterate, see changes for 3-4 days, decide on the most relevant keywords

Amazon Brand
Analytics Keep other factors /
components of product
page (features, pricing,
description etc.) constant
& * Pick 2-3 keywords for
Y product title, keep them

amazon Amazon Pie
—

JUHQIESCOUt V —_— ‘ same for 2-3 days
External Tools ‘ 7 g— * Observe changes in sales
» o Bewgle vV — velocity
© g - * Try 2-3 other keywords,
. " : List of 10-12 keep tracking sales
Competitor velocity

i keywords
Analysis yw *  Pick top keywords based

on highest sales velocity
achieved

Google Analytics
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Listing Optimization 0
Product Title — Other Insights [\

ProTip: Target additional customer groups and add relevant keywords to the title to attract them

Other Insights for Title
* Optimization of product

Slurrp Farr’[ Healthy Ragi SnaCksv] 210G Kids and mothers are Slurrpfarm’s key target titles > ~5-10% change in
with Combo Pack of 4 - No Maida audience. The brand used keywords such as “ragi sales velocity

snacks” to attract younger population. Saw 1.1x - It's tough to track changes in
Chocolate Pancake Mix and Pack of 3 Non | 1L o8 Tt R (Te (R h s 8 L i o i) 1 (o [/ ee) o a1

SKU was perceived as a 2 min healthy option like CTR / CVR b_ased on changes
Fried Puffs T in product title, because

changes in CTR or CvR are
linked to other factors such
as pricing, discounts,

Slurrp Farm Rag ombo Pack of

5(360g ) |150g Beetroot Dosa Mix, No Added keywords such as “tiffin” (no major player availability of product etc.
) in category - with bid value INR 20 as compared to «  Optimize for keyword
Maida Chocolate Pancake other high volume keywords with bid value at

relevance as opposed to easy
to read formats which are
formatted grammatically or
otherwise

Visit the Slurrp Farm Store ~INR 300
ks v 86 ratings
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Listing Optimization 0
A+ Content & Brand Store Page - F&B [\

ProTip: Add A+ Content and brand store page to see as high as 2x change in CvR for your newly listed brand; or
optimize A+ Content and brand store page to see a~10% rise in sales velocity for existing brand

Wafc h o U r Story Use A+ Content or Brand Store Page to highlight key values

and philosophy followed by the brand. These could be
differentiators for your brand from mainstream brands; and
@ aid the decision making process of the customer

Vahdam has shared a video which highlights

* Founders story, lineage of 80 yrs. in the tea industry, efforts of
4th generation in the founder’s family towards tea making

* Mission to make better tea available in every corner of the world
by cutting down middlemen

* Highlights that Vahdam is a “home grown” brand which retains
all earnings on the region and helps farmer get a better price

INDIA'S TEA BRAND FOR THE WORLD * Talks about TEAch me initiative which donates 1% revenue

Vahdam Teas have been shipped to 85+ countries across the giobe & s disrupting the 200-year-old towards education of tea workers’ children
supply chain of tea by leveraging technology & cutting out all middlemen. All the teas are procured

directly from hundreds of gardens from Indla within days of production, packaged garden fresh and

shipped directly, Experience tea like never befare.
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Listing Optimization =
, A+ Content & Brand Store Page - F&B

Use A+ Content or Brand Store Page to highlight key values
prn— y |, and philosophy followed by the brand. These could be
f;;Slej,LrP.‘l ‘made by 2 mothers - N T differentiators for your brand from mainstream brands; and

b S y U aid the decision making process of the customer. Especially
effective in categories such as baby foods which are planned
purchases

Slurrpfarm clearly highlights
* Made by two mothers

« Say No to junk in everyday foods

Made by two mothers

who are on a mission to provide healthy, yummy,
and natural food for children and their families.
Made with ancient Indian grains, a bit of creative
genius and recipes from our Grandmothers,

FOR YOUR LITTLE ONE
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9

, A+ Content & Brand Store Page - BPC

mamaearth

From Nature, \With Lt

/ 0\ BLASTIC POSITIVE : WE RECYCLE

MORE PLASTIC THAN WE USE.

Thanks to all our community partners and customers.

Use A+ Content or Brand Store Page to highlight key values
and philosophy followed by the brand. These could be

differentiators for your brand from mainstream brands; and
aid the decision making process of the customer

Mamaearth clearly highlights

From Nature, with Love
Commitment to “Plastic Positive”



4

Listing Optimization 9
, A+ Content & Brand Store Page - F&B =i

zero junk
promise!

Use A+ Content or Brand Store Page in categories such as F&B
which are visual categories, where customers look for

slurrp

farm clarifications on the product usage through visual

B k How to make the experiences
a world's easiest

i ero~maida

Slurrpfarm clearly highlights that bake mixes are easy to make, to
clear apprehensions around the ease of making around a relatively

o chocolate cake new category in the Indian market

-r'.u P

ohod Al
— to 180°C /__
. W

- — e
you can also use
ressure cooker A e
Step? Step 2 Step 3 Step 4
Wath you hands. Mabe sure Al AT A0 d DO water oty Add 3 leved woops (30 gms Sty and feed mimedunely with »

your ulensds e Geaned, Bodl # boud ol Ctres Chean spoon. Consune (repaind
e hing water $or S e 10 staes Fooet within haf an o
ot 1 s dinbobected

firesideventures
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Listing Optimization 0
A+ Content & Brand Store Page - F&B /=

BREW HOT OR ICED SUPERFOOD
LATTE

Our nourishing & calming Turmeric Use A+ Content or Brand Store Page in categories such as F&B
Ashwagandha Latte mix is a hearty mix of 5 which are visual categories, where customers look for

super ingredients like Turmeric, Ashwagandha,
Ginger, Mint, Black Pepper and Stevial You can .
brew it hot or iced with a dairy or nut milk of experiences
your choice. Expect a luscious earthy cup of
subtly spiced and sweet flavours. Add to your
morning oatmeal, smoothies, yoghurt or frays  Vahdam highlights a few easy-to-make recipes for the hot brew and
to make the most of this superfood mix! Our jced hrew and what to expect afterwards

vision here is simple, no compromises on the

flavor and our promise of unmatched quality

clarifications on the product usage through visual
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Listing Optimization 9
, A+ Content & Brand Store Page =

Vahdam Mamaearth Add content around checklists which highlight differentiation
BENEFITS OF TURMERIC W Dermatologically Tested from mainstream competitor brands, and is efficient in
INDIAN SUPERFOOD = building trust and aiding the decision of the customer to make
G R v/ Hypoallergenic the final purchase

V‘( Safe for New Borns

Lewery

Ingrowes

Ogeodon Orsleaterol + pH Balanced
Slurrpfarm
Treats Doabetes . v Impeowes Auime { Cl'uelly Froe . p
NO Junk Why buy Slurrp Farm
Prevents Speods Up Wousd X
\rfl aeranon Hesng ',.-“: \ 'v A = . I ECYCL S | .
Preswure Seremgiiom higpymeni | i | T

#1 #5 -qudness of llilats

IN INDIA IN INDIA GLOBALLY

SIS

firesideventures
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Listing Optimization
, A+ Content & Brand Store Page - Consumer electronics

firesi
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Listing Optimization =
Images - F&B

ProTip: Add no more than 7 images, considering attention span of the customer. Sequence of images should convey a
story which convince the customer to buy your product

See What's Inside ﬁ
¢ 2 & Agﬁr =
B YOUR WORK DESK
; lndoanTurm o et ESSENTIAL
‘ g itletslotte
T ﬂ
First Image: Seconq Image: Key Third Image: Fourth Image:
Front of Pack ingredients, value Connect with Another lifestyle
pI‘OpOSltlon, convince customer with image which
customer to buy the lifestyle image, conveys utility,
product for first time build trust and encourages
repeat behavior
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Images - F&B

firesideventures

9

Few final images: Testimonials
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Listing Optimization D’°
Images - F&B o

Misats Fasoer tosatnila

L e L il
v wiwasy

slurrp

V‘T
fam * Hello!
erea > L0m ew/¥aomy vk oerd Wnb bovy adrye) bty Slurrp Farm Omgame Gran Blend
Sy o ' .y [Ragi, Jowar, Rigs] ), Mk

For UEtho omurs

nnn SRR et Py
ALY e L AT
I N

Btd SO chal Tl s T
L e A

=

At 2 bl mavamnnge
L2 TR I ——

Solids, Ot Flour (12%), Natural

T S e e T Fruit Blend |Bananz, Strawberryl|

o m———

(10%), Oraanic Raw Brown
Sugar, Skimmaocd Milk Pawciat

0y t:-: fa';li AR L AT B
] EIRT o reres et
Vitamins® and Minsrals**

R

gestront Julce Powder

Demewmm basrve gut oo ..--‘ O ——
- b Al

L e L e T
ety Farr ner v erw e
e s R T T L L] ST ]
Crmmbs Frwmi

Fourth Image: .
First Image: Second Image: Back Third Image: Full list of Nutritionalginformation Flftth Irr?ge: f
. . nstructions for
Front of Pack of pack ingredients to convey to build further trust. use

transparency Checklist should be
clearly visible without
having to zoom
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Images - F&B
_ OZiva Ptant Based Biotin — How To Use What Makes It Good

Bacan |

== SRR
& : RO (f‘g | = ; = C e e feeoma it
BIOTIN® ‘ = TEs £
h"‘.ﬂ:w.:—‘"-‘. % : ‘t — =
p B = ||
- —i = m—cl
B‘/
First Image: Second Image: Hard Third Image: Back Fourth Image: How to Fifth Image:
Front of Pack hitting facts of pack use Differentiation,
regarding functional ingredient
benefits information,
fortification
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Images - BPC

firesideventures
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i

I

L

samacarth
ndon Har O

mamaearth

BOOSTS HAIR GROWTH

ADDS STRENGTH & SHING
NOURISHES SCALD

SAFE FOR CHEMICALLY TREATED Hult

gh

First Image:
Front of Pack

Second Image:
Functional benefits

mamaearth

__Onion Hair Oil |

WHO IS IT SUITABLE FOR

@ MEN & WOMEN OF ALL AGES.

| DRY. DAMAGED, COLOURED & CHEMICALLY
TREATRD AR

“ SUITANLE FOR ALL HAIR TYPSS.

Third Image:
Customer target

group

- Onion Hair O3 mamaearth

DIRECTIONS FOR USE

STEM

Apply 2 lew sraps dasct!y on soolp A maviage wih
Fngertics, to ha'p the O pasctrate into roots of yous
(e

5TER2

Loasn & svunighl v Yar Pow Noans
TP 3

Wk oF with Murscerts Oreon Sharrpos

Fourth Image:
Directions for use

Onion Halr Ol mamaearth

OO SEE0 OIL
s (M e maoms v vty 0 b b, b o o g b
e e

BEDENSYL

Tha et bmsetiingh vgradart sgund be bin od Mo haa
R e LAkt b S
daring Pabmess Alrare 1w erg® wnd swmrd baondn

Gh nnnh wd 1wt pre b 0l o e b L Vst e i e
Camaged b

BHMNGRAI OL
Fowds  wined L vrdahan gt at g and e b A dowe by
bt gy i 4 U i @ 6 o 8 | ARl A it Thaabe

Fifth Image:
Ingredients
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Listing Optimization

, Images - Consumer electronics

First Image:
Front of
Product

HAWK
INSPIRED

Second Image:
Design specs

Third Image:
Celebrity image
with easy of use

=
(1R
'—
a4
O:
WL
P
@)
OJ

—

N

EIGHT DESIGH

10 MM
DRIVERS

DELWVERING SUPER EXTRA BASS

QL i@
f

Fourth Image:
Highlights inner
components, technical
details

fireside

iy

.
P
()

INTEGRATED
MULTIFUNCTION
CONTROIL

VOICE
ASBISTANT

‘ "

IN-LINE NIC
HANDS FREE
AT

Fifth Image:
Further easy to
use features
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Listing Optimization =

, Videos - F&B
S

‘ §/I ProTip: Maximum time limit for videos ~ 1 minute; use the videos to convey ease of use and differentiation

First three parts of the video
convey how easy it is to make
the cereal; concluded by key
value proposition on health &
nutrition
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Listing Optimization =S
Videos - Consumer electronics =
, amazonin
amazonin amazon i -
@
- Fits snugly Y f '
° g design ° Hawk msplred "
:}:’;’?:;m?“ Lightweight design \ ( .
. Comfortable 4
#l-day usage
amazon.in
- amazonin
First five parts of the video
1’/ i i
10mm A l/‘ ,% L - < - conyey techplcal .d_etalls,
Dynamic Drives . ket e ]FZ — Y — irs s design details, utility of
°' ) . 4 r ° Vb ol product
16 ohm ‘ ,
Speaker resistance \
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Videos - Consumer electronics
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9

amazonin

/ o Standard brand
/N ° 3 Extra Earbuds warranty
4 -

amazon.n

© Furious Red o Tatly Pink % Yellow

o

-

amazonn

amazon.n

*Far further information on the
product, warranty, payment and
delivery options. and other offers
wisit the product detail page

amazonin

~ Pay online using
Debit or Credit card

Last five parts of the video
convey accessories, brand
warranty, payment options,
designs. Last part directs
customer to product page for
further info.
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, Videos -BPC =

One video with testimonial
from “whats hots”.
Testimonial gives an
introduction of the speaker;
talk about benefits of the
product, tangible difference in
hair growth after using the
product, instructions to use
and ease of use

YOU CAN SEE THE DIFFERENCE I8 YOUR HAIR WITHIN 20-30 DAYS | ' CAN LEAVE T ON OVERNIGHT
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Product Features - F&B
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ProTip: Templatize your Product Features, when listing new products, specific templates can be used

About this item

100% USDA certified organic, no salt, no sugar, no
additives, no preservatives

Ragi has 3x calcium of milk, great for growing bones.
Sprouted for enhanced nutrition, gluten free grain.
Easy to digest for babies and kids.

Use as porridge, halwa, roti, dosa, idli.; Once open,
store in airtight container and consume within 1
month or expiry date, whichever comes earlier

Shelf Life: 365 days; Ingredient Type: Vegetarian; Total
Weight: 150 gm; Package Contents: 1 x 250 gm of
sprouted ragi powder

About this item

No white sugar, mildly sweetened with organic raw
brown sugar

Powered with organic super grain, ragi has 10x the

calcium of wheat and rice, great for growing bones,
fortified with iron, vitamins and minerals,

Made with organic ingredients

e No maida no transfats no preservatives. 100 percent

natural: contains real mango fruit. No artificial colours
or flavours.

Ready in 2 minutes. Just add hot water, great for
travel. Honest and healthy food made by two
mothers,; Once open, store in airtight container and
consume within 1 month or expiry date, whichever
comes earlier

First bullet point: Start with key USP / Differentiation

Second bullet point: Justification for price

Third and (or) fourth bullet point: Fortification

Fifth bullet point: Form factor and Instructions for use

Last point: Expiry, shelf life




&
Listing Optimization

firesideventures

9

, Product Features - BPC

About this item

e BOOSTS HAIR GROWTH : Onion Oil, in combination
with Redensyl, reduces hair fall and promotes growth
of lost hair.

e ADDS STRENGTH & SHINE : Full of nature’s goodness,
a blend of nourishing oils such as Sunflower Qil, Amla
Qil, Hibiscus Oil, etc. makes hair strong from the inside
& shinier on the outside.

e NOURISHES SCALP : Bhringraj Oil is known to nourish
the scalp. Rich in Vitamin D, Almond Oil provides
nutrition to scalp, making hair healthier and stronger.

e SAFE FOR CHEMICALLY TREATED HAIR : Made from all
natural ingredients, the Hair Qil does not do any harm
& is suitable for all hair types. It is safe for coloured or
chemically treated hair.

e NATURAL & TOXIN FREE : The Hair Oil is completely
free of Sulfates, Paraben, SLS, Mineral Oil, Petroleum,
Colors & Synthetic Fragrance.

About this item

e BRIGHTENS SKIN: Vitamin C helps brighten the
complexion while promoting collagen synthesis to
give your skin youthful suppleness.

e PROMOTES EVEN SKIN TONE: The antioxidative
properties of Vitamin C and Turmeric reverse sun
damage and even out skin tone.

e FIGHTS FREE RADICAL DAMAGE: Vitamin C is excellent
at fighting free radical damage keeping your skin
healthy and radiant,

e MADE WITH NATURAL INGREDIENTS:
Dermatologically tested, the face wash is free from
Sulfates, Parabens, SLS, and Mineral Oils,

e SUITABLE FOR ALL SKIN TYPES: This face wash is
dermatologically tested & is suitable for all skin types.

First bullet point: Most
prominent ingredient
and associated functional
benefit

Second bullet point:
Second most prominent
functional benefit, along
with other key
ingredients

Third bullet point: Other
functional benefit and
ingredients

Last point: Safety of use
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9

Customer Q&As
Question: How many spoons should | put for a 1 year old ? Answers 8‘Yen by actual
customers instead of the
Answer: You can decide your portions yourself but the recipe on the box states 3 spoon fulls (spoon is company itself seem more
included in the box). A one year old will probably have about six if they eat alot but | find that one trustworthy to new
serving (3 spoons) is enough if you feed the child every couple of hours. customers browsing through
By Shireen Alam on 2 June, 2020 ..
the product listing
Question: Can this be given to six months old baby?
Answer: Yes you can
By Chandni on 19 June, 2021
Question: Does it cleanse hair properly?
Answer: Ohh yes ... Cleansing is so good. | usually mix it with water and apply .Leaves no residue wash until lather rinses out.Light

and mild fragrance
Question: Can this be used by 60 year old women

Answers written in a casual language /
using slangs, though not perfect
grammatically help sound authentic and
help build trust

Answer: Yes defenetely you can use
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Reviews
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ProTip: Extremely important to manage reviews; usually email requests, AMZ goodies, agencies, packaging and

coupons don’t work. Building reviews is especially challenging for new products.

Email
requests ~1% customers
(from respond to this
Amazon)

Agencies try to
contact customers, Review
which is against the Management Goodies
guidelines set by
Amazon for
managing reviews

Incentive based
Agencies measures don’t
work as much
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Listing Optimization i
Stock Availability

ProTip: Most basic level hygiene. Brands have seen as much as a 3X jump in sales by taking care of this factor. If the
product is out of stock, the A9 algorithm scraps the listing altogether

Slurrp Farm Organic Baby
Cereal, Ragi, Rice and
Strawberry with Milk, Instant

Healthy Wholesome Food
Yisk the SLURRP FARM Stre
ddrdds « 872 otegs
| 38 anowered questions

Froe F300.00 risom ) 10 g

wclunbow of 4l tases

FHEE delivery: Friday, Aug 6 on ordess aver
453,00 shipzad by Awazon Detafs

Fastest dethery: Today
Covier wibin 17 mis Detalls
{5 Suwe Extra with 4 offars

No Cost EMI: Avait No Cosl EMI en
sadmct cardy foe crdens sbowe. . | Detuls

Casbback [2) Shop for 2500 or moes
anc get flae €50 back with A [Sew ALl

« See 2 more

@ 7 a [L

Fapn o Avaren  Ne-Casta
Oethery  Swtaralis Delbwint  Bebawy

Best Setore: 08 Dec 2021



Category and Product Listing

Metrics Tracking

firesideventures

Product
Ranking

Product
Reviews and
Seller Ratings

Traffic / Glance
Views /
Impressions

Conversion
Rate

Cart
Abandonment
Rate

Cost Per
Acquisition

Sales

According to One Click Retail, over 80% of
people never go past the first page search and
64% click one of the top three results.

According to MarketingProfs, 67% of
customers read at least 6 reviews before they
trust a merchant enough to purchase their
product. Sellers need to present a large
amount of positive feedback to earn buyers’
trust and encourage them to purchase.

Number of sessions. Sessions are visits to
product page within a 24-hour period.
Multiple views within 24 hours only count as
one session

Unit session percentage (conversion) rate =
(units ordered) / (number of sessions)

Helps understand specific SKUs for which
conversion rates drop at the cart level

Cost per acquisition of customer

Number of units ordered * Unit Price for each
SKU

Metrics - Part 1

Weekly

Weekly

Weekly

Weekly

Monthly

Bi-monthly

Daily

Seller Performance Report

Amazon Listing

Business Report

Business Report

Outside Amazon

Outside Amazon

Business Report

Relative

The healthy benchmark for seller ratings is
4 stars or above. Ratings that are lower are
considered neutral or poor by Amazon

Relative

The average unit session percentage
(conversion) rate on Amazon is 12.3%

Average cart abandonment rate on Amazon
is 65-70%

Relative

Relative
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Category and Product Listing
Metrics Tracking
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10

11

12

13

14

Product
Affinity &
Relationship

Inventory
Performance
Index

Perfect Order
Percentage

Order Defect
Rate

Pre-fulfilment
Cancel Rate

Late Shipment
Rate

Customer
Relationship
Value

Metrics - Part 11

Help track which products are purchased together and
which products are only viewed alongside the ones
purchased to grow cross-selling tactics and come up
with new cross-promotion strategies

Hygiene score for inventory, ranges from 0 to 1000

Percentage of orders accepted, processed, and fulfilled
perfectly

Mainly depends on negative feedback left by buyers on
the Amazon platform, A-Z claim, and chargeback claim
left by buyers. In case the claims are fraudulent,
Amazon protects the sellers from such fraudulent
chargebacks

Percentage of orders cancelled pre-fulfillment, mostly
occurs because of longer than expected delivery time

Percentage of orders with longer than expected
delivery times

Help track frequency of purchase of repeat customers,
order value per purchase order

Quarterly

Monthly

Weekly

Weekly

Monthly

Weekly

Quarterly

Outside Amazon

Inventory Report

Outside Amazon

Seller Performance
Report

Seller Performance
Report

Seller Performance
Report

Outside Amazon

Metric Description Frequency | Amazon Seller Benchmarks
Central

Relative

A score below 350 indicates that your
account has issues and you need to improve
it. A score above 400 indicates that the
account is performing well

Amazon benchmark for Perfect Order
Percentage is > 98%

Amazon allows the order defect rate under
1%, past this number, seller could face a
warning, and the chances are high for the

seller account to get suspended

Amazon benchmark for pre-fulfillment
cancel rate is < 2.5%

Amazon benchmark for late shipment rate is
< 4%

Relative
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Amazon Playbook

Category & Product Listing

AMZ Search and Discovery

AMZ On-Platform PPC

On-Boarding Measures

AMZ Off-Platform DSP

Category Activations/ Big Sale Days

Other Marketing Elements
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Search & Navigation - Anatomy of the Results Page

Anatomy of SERP - List and Gallery View

Amazon has two formats for their results: a list view for searches in all departments and a gallery view when you search within a specific department or category

The list view contains 15 results per page (sometimes there are 16 results on the first page). The gallery results have 24 results per page.
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Search & Navigation - Anatomy of the Results Page

firesideventures

Anatomy of SERP - Organic Listings and Paid or Sponsored Listings

Amazon shows two types of listings when a user types a search query - organic listing or paid / Sponsored listing

TN o 118 ek e “sapeacien st beps”

Arzazan Prime
) wprine

Celivery Day
|| Gat 1 by Tomermaw

Wgible for Fone Shipping
[ Fums Snippng By Avvason

AN custormers get FREL Yrpping on
arden over $2% \Nppes by Artnion

Sapairee st

Toys & Garees
Fash Puppes
Wasfed Ardralt & Paad Tops
Wt Ardruds & Teody Sesny
Gl Lanch Pagn
Pgnew Pucsin
'm.wnl(i-lul

W&lhm
DvimeTos Oreaney
Thoaw Prlams
Takectivie Figusrea

Kaches & Dnrg
Ehrivmare § Griibwmare

o

Ao

Support artisans

\ocourt & Lists Orders

%mm»‘;cﬂm-uwmmm«f‘m

LA B L

FRCE Sngyang

Hansa Copuchin Monkey Plush

by Maras

LA A A AR

132 pass
SPOUITIE St 8 i sonn 00 Tiernewew, M 20

FREE Shpping by Armatco
Ordy | it i 9000 - pider poom

Ager I yean vl i

Which one is more important?

Organic product listings are those which appear naturally
on the Amazon SERP because Amazon’s A9 algorithm

determined those products were the most relevant to the

customer’s search query

Sponsored product listings are advertisements that

appear above the organic listings on the Amazon SERP

because their sellers were willing to pay to give their

products a boost. Sellers only pay for their ads if they get
clicked (hence, the name “Pay-Per-Click” (PPC)

advertising)

v Organic and paid traffic have to work together to be successful 125
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Search & Navigation - Anatomy of the Results Page

Anatomy of SERP - Types of Sponsored Listings

Amazon shows two types of sponsored listings when a user types a search query - Headline ads and Sponsored Product Ads

NEW K WTERESTING FINGS % AMA DN - LY -

“—— Headline Ads (also called Banner Ads)

* Format: “Sponsored by BRAND NAME” + ad copy

amazon

“pasrvey

* Can send traffic to a custom URL (company landing page,

the best selling product, or a brand page)

Headline

a0 -
Cartified Naturel & !
Qvganic Eabyy Products

----- Sen My hem P b il L

Allow for more customization and control of the ad

Primarily for top-of-the-funnel customers, giving the

Ll L Wt-
L A (A A wes e
R S

product the opportunity to grab a customer’s attention

before they precisely know what they want

Sponsored
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LA L L LIEEH

b

E ' t—u.nuna-u B REEATY PR T
e s vt v | A

Vg bt by
e

* Most seen by customers. Proven to have a high
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conversion rate (~10%) and increase ROI

* Present at almost every step on the customer’s journey
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Search and Navigation

Amazon’s AdWords Engine

Amazon’s AdWords Engine calculates an Ad Rank for each advertisement. Unlike Google which ranks Ads primarily based on Click-Through-Rate, Amazon ranks Ads primarily based on

conversion rates , this is because Google and Amazon have a different purpose for floating ads on their interface. Google favours ads which have a higher incidence of being clicked by the user,

Amazon favours ads which have a higher incidence of conversion of the customer to buy a product on Amazon and contribute to its revenues.

Ad Rank — CPC Bid x Quality Score

The best combined CPC Bid * Quality
Score gets the best position

Quality Score Performance Relevance
Score

Score

Performance Metrics: Relevance Metrics:

* CTR (click-through Product title

rate) history Description

¢ Conversion rate Search terms

Overall sales Seller name

127
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Amazon Playbook

Category & Product Listing
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AMZ On-Platform PPC

On-Boarding Measures
AMZ Off-Platform DSP

Category Activations/ Big Sale Days

Other Marketing Elements
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AMZ PPC
Types of Ad-Elements: Recap

firesideventures
Keyword bidding is the same for AMS inventory (SBA/SPA/SDA)
that is charged per click. Other inventory on the AMZ like Co-op/
Launchpad based category pages maybe impressions-led.

Sponsored Products Ads (SP) / Sponsored Brand Ads (SBA)

* Sponsored Products/ Brand Ads - keyword- and ASIN-targeted
ads similar to Google Adwords, that enable advertisers
to promote individual products within Amazon SERP and
product pages

* SPAs are high CTR and high ROI compared to other AMZ
inventory; SBA assist in introducing new brands / showcasing
product catalogue to customer

« Since AMS inventory is CPC-based, no charges apply for
impressions or views!

Sponsored Display/ Product Display Ads (SDA)

* Used for remarketing on AMZ and external websites to shoppers

who are visiting/visited a product or similar products but haven'’t
purchased in the past 30 days

Eg. On the two images in the right, Slurrp Farm shows SPA/SBA. Upon
clicking Betty Crocker, and later visiting a Slurrp Farm SKU, a Betty
Crocker Sponsored Display Ad comes up!
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4
AMZ PPC

, Types of Ad-Elements: Recap

ProTip: Fireside recommends focus on SP and SBA; For SDA, do not focus on keyword- or ASIN-based, use CPM-based or on-
platform DSP (called contextual); brand Stores may help improve offtake but not a focus area

firesideventures

Amazon Advertising performance advertising

=——=  Sponsored Products Native search ads that drive

T
—mEa Keyword/Product/ . - ;
W e, Y SR r,”f‘._--i-.; CTR:0.4-0.8% ) product visibility within and
o CPC:3 - 5 Rs./click alongside search results
=
— Sponsored Braq@s Banner- based ads that are
= = : Kevword/Product/ CTR:2-3% d t duit
Category [argeted Sl " k used to PIOFIGLS HEQUMG
CPC:5-7 Rs./clic ranges above search results
P Sponsored Dis
= a’g‘..u,;.::nwrp- ?plla’y“_w‘v. CTR:0.3-0.5% Ads that target basis shopper
@ rargeted ! M FAAS interests or products and appear
CPC:4 -6 Rs./click on related product detail pages
x | . =S —_— Metrics available: Your exclusive store on
T Page visits, Sales, etc. Amazon to showcase your

& -

sl fals 1t norts
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AMZ PPC
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Insight: Launchpad & category teams can do campaigns but no targeting-variables

Types of Targeting
TYPE KEYWORD CATECORY VIEWS
Targeting types "o TARGETING IASIN PN IRTING TARCETING REMARKETINC
Sponsored v v v
: Products "
AMZ allows 4-types of targeting: Keyword, ASIN, Category
and Views Remarketing mrod ¥ 7 / .
MATCH KEYWORD AD APPEARS FOR AD DOES NOT APPEAR INCLUDED
TYPE SEARCH TERM FOR SEARCH TERM VARIANYS
. IMATCIENG SEARCH
Keyword Targeting it
FOLLOVANG
. VARATIONRS
There are 3 types of keyword targeting ads:
Broad wallet men wallet men purse men - Upparlowarcase
- wallet nen black wallet wvonen (eg wallet
* Broad: search terms that contain all components of Lo T AR covers MAARE )
your keyword in any order kmyword in wallet black men :
any word men wallet leather -Singulatpiural
orden (eg wallet
* Phrase: search terms that contain all components of Covers juanys) |
. Phrase wallet nen wallet pen purae men _— -
your keyword in the same order e e s T -Soagit s
contains nylon wallet men wallet black R
n wallet leath ho
Exact: search terms that match your keyword word PR e entracate
by word (same word order + same components) ward order} - Slight spefing
errors |eg
Exact vallet men wallet men pucse men wallet Ccovers
(Word-ter- walliet wvonan walllet |
1d match wallet men black
For Sponsored Brands, synonyms are also matched; eg. wallet with ::,,m,. fylon wallet men —Fillar words (o.a
purse, thus add a “+wallet” instead of “wallet” to avoid synonyms keyword and wallet black nen Nellats, covers
searah tarm) nen wallet leather for wallet |




AMZ PPC

Ads: Summary

Is the company display ad ready?

firesideventures

If the name searches for brand rank in the top 10 keywords in the category

Screenshots of a defense campaign
by Wellbeing nutrition on its own
keywords for SPA and cross-sell
campaign through SBA and SDA

Brand Stage

Targeting

Slots

Platform

Meant For

Sponsored Products

Early on AMZ

Individual product ads

Keyword, ASIN, Category

Top row of search results, product
display pages

On AMZ

Rs.5/Click

<50L/mo

Sponsored Brands

- —
—— o o o = e = = - —_ets
’;‘ Doe sbidiqp % Purmdind S Lve Doty 34 & I
N s i vt — 1
' |
i 4§
L oo Y .. AN . MR |
= @@
8 . ——
A A SR S0 S5 A
RS o .. cedam. = 4
Early to Growth on AMZ

Banner ads that display brand logo and a
bouquet of 3 products

Keyword, ASIN, Category

Top of search, left/right rails
and bottom rails

On AMZ

Rs.7-8/Click

>50L/mo

Sponsored Display

Wellinging Mewtion Sein Pl | Meree bl L3
Colagen, LOuniore, Meaboorkc AL, g |«
Maschs Grmen Taa, Mae Vs Goge e T
Seed VL | B e Baemcry

e o0 M B W - 14 Aol

Growth-stage/Mature on AMZ

Individual product ads

ASIN, Category, Remarketing

Category pages, Product display pages

On- and off- AMZ

Minimum spends of 10L/mo

B
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AMZ PPC

Video ads to be launched: Relevant for high involvement

AdS: Summary (M Oblle VleW) purchases like TV /vacuum cleaner opposed to sports shoes
Sponsored Products Sponsored Brands Sponsored Display
847 T - 8:a7 w - - dv
‘é’-’ Q wellbeing nutrition ) @! Q wellbeing nutrition © B S i e ot 170300
S . A ,
T T I @ Osliver to Palak - New Delhl 110008 W i W b -
! Wellbeing Nutrition Daily 1 e o mvied s
1 Greens, Whoiefood 1 — o apaiew L Delpeery v Dot B Nudrition < flram o ’ B Sparch Amazonin [-_E_JJ
1 Multrdtamin with Vitamen C,.., I 1 I ® = Ty e
| e A e 1 B34 1 = ! o nfc
I Y4089 127 27500 5550 Sove I | ’ w". Dermatologst Formutated Biooctive Beauty 1 ' "'"O
! o sN 1 | Nyt Drink 1
| Sove #ctra with Castiback | | 1 ideas
1 .‘pﬂmc FREE Detivery by 1 | 1
| Saturday, Apnd 24 | | |
I I I I t L ®
Lo L _mmem i i : . R
' ' { "R ==
Wellbeing Nutrition Dally ! ! g e i wl I ‘E
Probictic + Prebiotic] Plant ! ! a 8 W = g Wellbeing Wellbeir
Based |36 Billion CFU, 6 Strai... ! ! W Skin..  Matrtion Skin..  Nugritior
drdr e ey 123 1 1 o dd thay dook &
1 1 20 revews dreviews Trevisw
599 ir5s5m0un) #3558 Save ST i
vI51 20! 1 | T759.00 e ?1.555.00 4,495
a0 ax1ra with Casibach 1 1 yoieve poieve
JPEimE TRIT Delhsery by 1 1
Saturday, Aprit 24 1 Shop the Walbiedng Nutrition Stoee on 1
I ADaaon » Sporwred 1
RESULTS
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oy o o e e 1 909 o = Multhatamin with Vitam C,.., o r
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AMZ PPC
PPC Terminology

Targeting

Search terms vs. Targets
(e.g. Keywords)

Keyword Match Types

Negative Targeting

Campaign types

Dynamic Bidding

Adjust Bids by Placement

When you set up your Amazon PPC campaign, you can choose to target your ads based on keywords, product ASINs, categories on Amazon
as well as remarketing on external websites to audiences that viewed certain products on Amazon (targeting options depend on the ad

type).

‘Search terms’ refers to any search query the customer types into the Amazon search field, or - for product page placements - the ASIN the
ad appeared on. ‘Targets’ refer to what you, as the advertiser, bid on in your ad campaigns, e.g. specific keywords, ASINs or categories.
Depending on the match type used, a target (e.g. a keyword) can cover multiple search terms

Keyword Match Types determine the degree of match between the keyword and customer search term in order for an ad to appear on
Amazon. There are 3 match types available (Broad, Phrase, Exact), all with varying degrees of ad targeting precision & management effort
required.

Negative targets are used to help sellers exclude unwanted search terms from their ad campaigns. When utilized effectively, negative
targeting can be a very powerful tool to help you control your Amazon PPC costs. Negative targets can be both negative keywords
(excluding impressions for certain searches) and negative ASINs (excluding impressions on certain product pages).

There are automatic and manual campaigns. The main difference is that a manual campaign will give you more accurate results. In an
automatic campaign, you let Amazon run your ads for you, and your ad will be automatically matched to all the search terms Amazon
deems relevant to your product. In a manual campaign, you choose the targets you wish your ad to be displayed for, giving you greater ad
targeting precision.

Advertisers can choose to set fixed bids or use Amazon’s dynamic bidding options (‘bid down’, bid ‘up and down’), which allows Amazon to
adjust your bids in real time based on the conversion probability.

Advertisers can use this feature to modify bids to target Top of Search and Product Detail Pages. A bid modifier from 0% to 900% can be
applied for targeted placements.



AMZ PPC
PPC Bidding: How?

AMZ Pay Per Click (PPC)

Most of the AMZ ad platform is built around pay per
click model where you pay for the clicks on your
sponsored products/ brand ads.

Typical CPCs

On Amazon.com, the CPCs typically range from $0.02-
$3, but your average CPC can vary greatly depending
on the product category, marketplace, as well as the
ad type.

Typical budget spends are about $30-40 for 1 day
campaign.

How does bidding work?

Second-price auction: AMZ bidding works on a
second-price auction model where the highest bidder
wins but pays as per what the second competitor bid
for the position

firesideventures

ADVERTISER 3

ADVERTISER ) ADVERTISER 2

$4.00
$3.50 $3.10

J

SECOND-MICHEST 81D « $0.00

AT

$3,51

For example: if Seller A bids $3.5 for the keyword “baseball hat” and Seller B
bids $4. 0 for that same keyword, Seller B would win the auction and rank first.
However, they would only have to pay $3.5 every time their ad gets clicked, as
that was the bid from the second place seller.



AMZ PPC
PPC Bidding: Automated vs Manual

Automatic Campaigns Manual Campaigns
Sellers select budgets and AMZ automatically finds Sellers handpick keywords they want to bid on with Manual
keywords that match your product’s category, related Campaigns and choose broad, phrase match, or exact
products, and your product’s descriptions keywords when bidding to fine tune their ad spends
Discovery vs. Allow discovery of long-tail keywords — sellers can go Meant for well-performing 20-40 keywords (not >200)
Performance into discovery mode and find which terms work for them More keywords = limited interest = wasted ad money
Great for PPC/brand beginners because of easy setup to Great for experienced PPC brands, with time to setup
Meant for : : : :
skip hassle of entering keyword bids manual campaigns

* Maximize sales volume and improve ACoS
AMZ collects data to apply for future campaigns; tracks * Bidding keywords manually allows precise targeting
Advantages clicks and spends; 2-4 days to process and 2-4 weeks to * Ability to reduce bids, pause low-performing words
identify well-performing campaigns (AMZ suggests bids against keywords)
* Test new keyword ideas

* Bids on relevant search terms but may not necessarily
be profitable / some irrelevant search terms get bid on

Disadvantages * Offers same bid for high converting, low converting
and no converting keywords

* Risk showing irrelevant terms and affecting brand

Takes manual effort and time-consuming which may go
awry if spends not rightly apportioned

firesideventures
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AMZ PPC More on ad-groups here and more on ad-strateqy here
PPC Bidding: Beginner Best Practices ProTip: Add good performing keywords to backend search/bullets of listing

Step 1: Use automated campaigns (low effort)

* Automated campaigns allow AMZ to auto-select keywords for I-U NG TA"- K E YWU RDS

ad-groups (one or more related ASINs for which campaigns are
run)

HEAD TERMS

Step 2: Harvest top performing keywords

* Discover hero keywords & ASINs and approx. bids on winning
those search terms/ASINs to transfer to manual campaigns

LONG TAIL KEYWORDS

» (Categorize non-converting keywords (impressions but no sales)
into NKW (negative keywords) to expunge them from bid list
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o _ o ' N MORE GENERIC MORE SPECIFIC
Eg. biotin shampoos may bid on biotin which maybe a competitive SEARCH TERMS SEARCH TERMS
bid for gummies too. Use NKW on biotin gummies when using a
phrase match

Head Terms Long-tail Terms

. Switch 1 . hish .
Step 3: Switch to manual campaigns (high precision) 1-2 word phrases that are high Long-tail phrases eg. “Coconut

* Add relevant new keyword terms that automated campaigns search volume but expensive Roser_naEy Seflsmve Skin Or,{%amc
, . e 1 because of competition For Lips” vs. “Coconut Balm
may not configure in the bidding list
Eg. Coconut oil Cheaper than head terms with

* Increase bids on winning keywords (low bids and high sales,

can be tracked by AMZ reports/seller central) smaller/specific audiences


https://sellercentral.amazon.in/gp/help/external/G201528380?language=en_IN
https://sellics.com/blog-amazon-ppc-guide/
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AMZ PPC

PPC Bidding: ‘RPSB’ Process ProTip: Block keywords used in manual campaign from auto-campaigns through NKW

Research/ Discover amazon

Adverising campagns « Campagn Managemsnt

AMZ sellers must periodically (2-4 weeks)
download reports from campaigns to find
conversion rates of the keywords bid on

36,249 13 $0.50 $6.45 $107.66 5.99%
mproceons Cicks ACPC Spend Totet Sales ANCeS
Isolate high conversion keywords for manual
campaigns
Agvartised Products Campalgn Sattings Reports
) | Adg products
Peel and Stick/ Harvest Keywords
0 i Resulis per page: 25 = \
Stick high-converting keywords to exact-match
manual campaign. This allows bidding more for S e Pt e | Ol il adl il e
terms that provide conversion rates of 20% vs. 5alns
those that provide conversions of 2% - l
® Ensbied 3 - 12,671 2 $0.38 075 $0.00
el
BIOCR/ Negatlve Targets & Embiosd 3 l 22 850 g $0.58 S$533 $0r66  455%
Block manual keywords from getting triggered
in the automatic campaign list to avoid ® Enshiod : I 2,723 2 018 N7 300

duplications and higher spends

1-30f3



AMZ PPC
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PPC Bidding: Researching competitor keywords

Use tools like sellerapp reverse ASIN search to
identify keywords and long-tail phrases that
maybe lesser competitive and estimate CPCs

For instance, here the "betty crocker pancake
pack/pouch mix” has lower CPCs and high
search volumes — thus perfect search term to
bid on for other pancake brands like Slurrp
Farm

se ij.',‘opp Factomy = xiog - m=res = Froe Soas » Q@ Evgnhy ¢

Amazon Reverse ASIN Search Tool

Dig your Amazon competitor seller keywords with Amazon Reverse ASIN

o the eanct heywurtls used Ly youlr comnpe Uit
SRR m

Reverse ASIN: BOOL /WEXDS

Result: 00.82k found
KEYWOND AVANEANLE N SEANCH VOLLIVE - RELEVANCE 3000 CONPETITON AN

Detly Oncker poncoie mis e 6400 $022 " & Al
e ™ -  [aw

betty crocker ponioee pock mex a1 004 | 111 * Ao A5

Bty CrOCkES PONCORE mde Dutteml | e 1180 $0.02 mn +

ety CTOCKEr Compiete o nooke mix e 1580 036 nu -

Detty crocker pancoce [ $0 1 & A

Lty poncoks s 0 $0 m +

SellerApp competitor keyword search tool



AMZ PPC
PPC Bidding: Advanced Best Practices

Step 1: Use multiple manual campaigns

* Build 1 auto and 3-4 manual campaigns with ‘broad’, ‘phrase’,
‘exact’ matches for ad-groups

* Use a ‘product attribute targeting’ PAT campaign

Step 2: Identify winning campaigns

* Discover hero campaigns to mix-match results from different
match types and tweak bids on winning those search terms

* Optimize bids basis campaign performance and conversion by
keywords to categorize NKW or add new keywords

Step 3: Reiterate cycle when products hit maturity

* Add relevant new keyword terms till impressions on a product
reach saturation

* Benchmark: Once the product receives 80% organic, 20%
inorganic traffic and is ranked in the top 3 keywords of the
category, it reaches maturity

firesideventures

First steps to setup SPA/SDA/SBA here.
Advanced course on SPA here.
More on PAT here.

Product Attribute Targeting (PAT) is AMZ'’s latest targeting tool for:

* Narrow targeting—basket of ASINs (your own or others’)!
* Broad targeting—particular category with refinement by brand,
price, or reviews

Targeting

You can add muXiple ad Qrouds 1o your Campagn, But you can chosde only 0ne Largeting tyse pet ad group.
Cayward tegeting

Trooce Reyecesix to fwip your prodoce apgaar in thopee: sesrches. Lo mom

Us BhiA sl ritagy when you know the seich
fmrms that custerer wam ba ssrth grecucts
YmMmEsr to yours

Srochict targeting U570 Use TS smiegy 1o help shopgers T yous
Croose specfic products. categories, brands, or othey procuct features 10 tanget your prodect whes rowsing detall gages and
ads. Learn mone COlaQor s O siarchiag peochicls 0N AUnaon
Product targeting
Caceganee
Suggested Seach
4 Sugpestivng Targe all
SRt Lasen A Sarcen JFarming & Licsan Agricalium
i ' Targer Gt
Farmng & UrSan Agricuitere pe :
Matic, Lasen & Garcien /Samieing & Laws Curw
Target  Rwtrw
Gardenng & Lawn Care
¥ LamnA G2 sl T oo
Prct Pozelarts Target Rk
| L nhkd B ]

T Rtw
Pest Cortrol Progucts L

IProTip: Refresh ASINs to those which have high glance views**



https://sellics.com/blog-amazon-ppc-guide/
https://sellics.com/blog-amazon-ppc-campaign-structure-optimization-strategy-ad-groups/
https://www.teikametrics.com/blog/product-attribute-targeting/

AMZ PPC

PPC Bidding: Advanced Best Practices (PAT)

firesideventures

I. ASIN-based targeting

Used for narrow targeting for
defence or attack campaigns

Here are a few strategies:

1. “Products related to this
item” section on the Amazon
product detail page for your
product to get substitute ASINs
to target

Eg. Slurrp Farm bidding on its
own ASIN for defense/cross-sell

2. “Customers who viewed this
item also viewed” section to see
potential complement ASINs to
target

Eg. Betty Crocker products have an
American Garden Pancake Syrup

ASIN targeting strategies

Substitute ASIN (e.g. two different
phones)

Complement ASIN (e.g. phone and
case)

Own ASIN

Cross-pramotion/defense against
competitor ads

Cross-selling/defense against competitor
ads

Sponsored products related to this item

Spomsand §

» O

Miwt Mitet Dot | Dot

BE

A
PETE
X A N

< 2 &t a
o N

Surmrp Farm Milet Dosn
foatamt Mix | Supergraems
and Beetroat | Namural
and Heaith

LA 2 8 8% )
¥145.00

Surrp Foarm Frotein
Brosifast Combo Pack of
S (360g41509| Spinach
Dos Mix, Chaco

L 2 2 2 2V
¥298.00 ,povrm

Surp Farm Miles Dosy
Iretam Mic Supegrain
Spinach and Beetroot,
Naturd and

L 2 2 & atE D)
¥178.00 ,prvrw

% it | M Y e e
b

!

s

Shrrp Famm Migh Protein
Miliet Dosa Iresant Mis,
Supergrains and
Spenach, Natural ..

L2 .2 8 atd ¥
126700 ST

Sure Foarm nstant
Bregktast Miliet Fancabe
M, Chomtate Ang
V0TGNV

L2 2.8 aid3]
¥224.00

Customers who viewed this item also viewed

I‘|

!

e

f

T

.

Competitor ASIN

Taking competitor's traffic

Piggybacking on competitor's
traffic

Poge 10435

OGN OWT o
Pk St ANAYE (s

Shrmp Farm Oassic Milet
Pancake Mix | No Maida,

The Belgian Wattle Co
Orglat Pancake &

Wheat & Refined White Wakthe Premis » 280 gm
Sugar 1Sa. + Multigram Pancak.

L 2. 8.8 atd L s 8.8 2 &
¥224.00 41400

o - - —
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Al | Wralnr wnd

Becty Crocker Pancake
Mix | irezant Breakfas
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M | instant Braakfast
L N R N
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American Pancake Co

Eggiess Pancake Mix for
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AMZ PPC
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PPC Bidding: Advanced Best Practices (PAT)

3. Reports for shopping SmSpen selercns® Y ey W e U v B e ote  sots
behavior and bundling Catslogue Imamory Pty Crden  Adwertiing Stores  Growsh  faports Ferformance  Agps & Serees faraoss |
provided in your brand b d lvti Amazon Search Terms & ri—— =
analytics dashboard in Seller rand and YthS o e ot
and Vendor Central (aka Departmen: Amerende ¥
ARA or Amazon Retail e e Spp——— Q. trae Aswes o« Frosbut
Analytics) . Repersiog Fange Weekiy w8 01703721 - 0109/21
RN T
veshous Hahrsas Vimwing 611,354 s
o — S Smu.::'ml-nn 1 Chcked ASIN S
P Amaaon.de tita hosn reten anmachuene : COMINA Hks Haog Betten Erwes
Schonbebont Frmad Roprte e , e
Arrazin e YN ALEn 3 KHW Ursaes Jugend Snow Fea Scb
[P—— - ‘ Sery Paystation 5
Arvazuade ——— . | Leiendiuripans® Tosaniiphiner 3

II. Category Targeting

Category targeting involves
larger campaigns with
higher budgets and is chiefly
used for two reasons:

* New Products/Inventions and products that are bought by customers who browse through
categories, like fashion, gifts, etc.

* Brand Awareness
As this targeting method tends to generate many impressions in a quick and easy way.

Category targeting is not advisable for early-stage brands <1Cr/mo on AMZ
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AMZ PPC

Campaign Tracking

Tracking campaign performance

* Bestindicator of campaign performance is improvement in product’s best seller rank (BSR) and product’s organic rankings
* Track performance of each campaign by keyword performance to take actions at ad group level, and add NKWs for poor keywords

vl Jan 7, 2021, 1200:00 AM POT @

ec 22 2000 - jar 04, 202 4
Al Comoaspgns Al Portfodos
Cost per Chek Caocrversion Rate & Cost Click Through Rate & dnpressions c
¥56.6k ¥1.06 27.08% 27.95% F15.3k 4.0k 14.5k 0.33% 4.4M
. . S58% 4 0. TP ’ 4 *3 & 00 .
PoC Reuanue cBe ACD% cvR FPRC soemn Orers k mpreasionns
" ‘ /\ I\‘-" './/‘\
\/ \ - T T ol
3 ! & € B - ‘ N /
J|
. FF r n | El o [ R @ 2

Screenshot from SellerApp Tool (brands can use alternatives/ SellerCentral)
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, Metrics to track

KPI

Advertising
Cost of Sale
(ACoS)

Return on
Ad Spend
(ROAS)

Cost per
click (CPC)

Click-
through-rate
(CTR)

Conversion
Rate (CVR)

ProTip: ACoS benchmarked at 30% for profit-making campaigns, but should

not be tracked for brand awareness campaigns/improving best-seller rank

HOW IS IT CALCULATED?

ACOS = ad spend + ad revenue
x 100

ROAS = ad revenue = ad
spend

CPC is determined in a
second-price auction (see
above)

Click-through-rate = number
of clicks = number of
impressions x 100

Conversion rate = number of
orders + number of clicks x 100

WHY IS IT IMPORTANT?

Allows you to see if your ads are profitable; also allows you to see how
efficient your ads are compared with competitors

ROAS is the inverse of ACoS. ROAS allows you to see if your ads are
profitable; also allows you to see how efficient your ads are compared
with competitors

CPC determines your ad costs and is a general indicator of competition
intensity in a category

Click-through-rate is an indicator of how appealing your ads are to
potential customers

Conversion rate is an indication of how persuasive your ads and
products are; also as CVR goes up, so does profitability

ProTip: Track attributed sales per
campaign to find hero campaigns




AMZ PPC

Metrics to track

firesideventures

*Charts reflect global category benchmarks

Benchmarks

Track benchmarks across categories to determine
product performance; several tools like Sellics provide
category-level metrics per ad-type (SPA/SBA)

Clothing seller using SBA with CTR is 0.40% implies
above category benchmark

But electronics seller using SBA with CTR is 0.40%,
implies below the category benchmark

Similarly, Health & Household has the highest
conversion rates for both SP (14.6%) and SBA
(10.1%)

Further, Health & Household items has a significant
difference in the conversion rate between ad
formats. SPA outperform SBA in this category by
30.8%!

Campare your KPIs against your competitors in the
Electronics category:

ACOS CPC
23% $0.96

Click-Through-Rate Across Ad Types and Top Categorles

CTR CvR
0.38% 6.91%

Conversion Rate Across Ad Types and Top Categorles
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AMZ PPC

Metrics to track

Cost Per Click (CPC) Across Ad Type and Top Categories Advertising Cost of Sales (ACoS) Across Ad Type and Top
Categories

A category’s cost per click generally indicates the level of
competition ACoS for ad campaigns depends on what brands can

afford to pay (profit margin) and what they are willing
to pay (depending on your advertising goals).

Across all AMZ categories, CPC SBA < CPC SPA
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AMZ PPC

Goal Setting: Break-even or Target ACoS

CAMPAIGN GOAL WHEN? HOW TO CALCULATE YOUR TARGET VALUE
Maximise E.g. product launches, brand Calculate your break-even ACoS (profit margin
sales/impressions awareness campaigns before ad spend)

Achieve target profit Calculate your target ACoS (break-even ACoS -

GCeneral campaigns (long-term focus)

margin target profit margin)
STRUCTURE Benchmark your individual keyword ACoS against your
N break-even ACoS
. RO "’A\'atlﬂ 2
shippéng / Othar T s . Q .\j?:! ® '.d L::} 739 ¢ or & i T:) -] Ichs ©
Break-even AcoS M85
Amazon Fees e 9 garkc press 147 & ' 4 b Q37 1223 233 <
ot e BREAK EVEN  TARGET TARGET | @2 & samkesssteel garkic press 874 & 034 2885 10} 29
o ACOS PROFIT MARGIN ACOS

®: ©  dainiess garic press 8426 ap €32 030 ices] 08 <22
1% )
Profit Margin B/ 255 ___n,--

1 Brands can identify break-even or target ACoS by calculating the profit-margin pre-

marketing spends vs. target EBITDA to identify the amount they can spend without
making a loss/ with booking a specific profit margin

ACoS <25% ~—> PROFITABLE
ACoS <15% ~—3>» TARGET MARGIN ACHIEVED
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Amazon Playbook

AMZ PPC

Ad-Elements and Targeting

PPC Bidding and Best Practices

Metrics and Goal Setting

X On-Boarding Measures

Summary



AMZ PPC

In Summary: Sponsored Products

firesideventures

ProTip: Keywords from auto-campaign can be used for SBA/SDA

To get started with sponsored products,

Step 1: Setting up a campaign strategy

1 automatic campaign (with 1 automatic ad group)
Name campaign, define budget and CPC bid suggested by AMZ

1 manual campaign (with 1 ad group for broad match keywords
and 1 ad group for ASIN targets)

Add an initial choice of ~20 keywords basis market/competitor
research to the ‘broad’ group

Also add an ASIN-group of near ~20 ASINs (PAT campaign)
through ‘Brand Analytics’ or “Products related to this item”
section or “Customers who viewed this item also viewed”

Add NKW to automatic campaign to remove all “broad”
keywords in the manual campaign

Sponsored Products
Getting Started Strategy

Automatic Campaign

Manual Campaign

Broad ASIN
Ad Group Ad Group
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AMZ PPC

In Summary: Sponsored Products

Alsc.), we_ setup_ neg_atwe targets to SETTINGS AUTOMATIC EANUg;l‘)BSROAD MANUAL (ASIN)
avoid mis-attribution and make EYW )
sure impressions are generated
Only in the ad groups Where we eUdget %15 per product $25 per product
want them
Campaign SP|'FIEIn ASIN' | Auto SP|FINIn ASIN' | Manuai
name
Ad group , : SP | 'Fillin ASIN' | Manual | SP | 'Fill in ASIN' | Manual |
S |
Rl SP |'Fill in ASIN' | Auto KW Broad ASIN
W Product or product set with simitar zroﬁuclor ;?ro(c;uct ::.jet with Smf:uc:( or prczluctnzet with
roducts keywords and margins SIar ReYWoras-an similar keywords
margins margins
Initial None Around 20 broad keywords Around 20 ASINs
Targets
Initial Initial targets from ‘Broad’ ad group (as
Negative negative phrase] and from "ASIN' ad None None
Targets group
Ad group
bid

Suggested bid by Amazon

Target bid



AMZ PPC

In Summary: Sponsored Products

__ firesideventures
How to optimize CPC here

ProTip: Keywords from auto-campaign can be used for SBA/SDA

Step 2: Optimizing SPA campaign periodically

Harvested Keywords

Transfer well-performing keywords from auto-campaigns to
manual campaigns

Add negative exact/phrase-match to the auto-campaign for the
same keywords to avoid duplication

Negative Keywords

Keywords from auto-campaign /broad matches that result in
clicks but no sales or are unprofitable/irrelevant need to be
filtered out using negative keywords

Optimizing CPC

Identify CPC targets basis target/breakeven calculations; if
ACoS < Target = Increase bids or vice versa

For keywords/ASINs, with no conversions, pause bids

ProTip: Collect 2-4 weeks of data on impressions, clicks,
conversions to ensure accuracy of bid optimization

Broad



https://sellics.com/blog-amazon-ppc-campaign-structure-optimization-strategy-ad-groups/

AMZ PPC

In Summary: Sponsored Brands

firesideventures

Step 1: Goal Setting

* Goal I: Brand Awareness
Focus on impressions

For increasing category recognition, focus
on generic, non-branded keywords

For brand defense campaigns, focus on
branded keywords

* Goal II: Sales
CPCs and conversions (also ‘top of search’
placement will be more expensive than left
rail/bottom placement of SBA)

* Goal III: Acquire new customers
Track AMZ’s new-to-brand metrics to
discover if purchase was made by a new
customer

7:04 - T -
& Q azani @)

@ Deliver to Palok - Mew Delhi 110008
prine Delvery +  Sports Fitmess.. v Br
Azani Nutsition - Be A Part of Headthy Lifestve

ey

AZANI"
ACTVE HUTRITION

[~ L

Azl Actroe Nutntian Az
Rebyrivation Llectrolyte Prerg...  Beoor

PN

Shap Azart Acewe
Pus=tizn

RESULTS

Arani Origned Seres
Compressgon Performance
Underwoar - Black

Ty

G0 w50 saw 1200%)

Carmertty not exbwwrabde

Azani Mony's Tri-Passalied
Traking Shorts

LR -

A a \&

Poor SBA:

Misses opportunity to communicate

through a creative

7:04 - T -
& Q sdurp farm @)
@ Deliver to Polok - Mew Delhi 110008

Al Delvery * Grocgry&Gour.. v B

Non Fried, Healthry & Tasty Anytime Snack for
Kids

Shap Sunpbarm Shve Farrn Tasry Mighy S

Murvch. Tangy Tomase, Heaks Moy

RESULTS

Slurrp Farm Instam Breakfs
Mt Pacaks Mo, Barans
Choco-Chip, Supergralns and .,
e R 441

r298 [rus51/300 ¢

woe ey with Contbun b

TR U T8l

nrln’v-".-- Dty by
Setumday. Agnil 24

X 8 & =
Poor SBA:

Misses opportunity to communicate

through a creative

7:04 - T -
&  Q wellbeing nutrition 1)

@ Deliver to Palek - Mew Delhi 110008

prite Delivery « Diet & Sutrition * Bram

. W » Dormatoiogest Fermulated Bloactme Baauty
2 Drnk

RESULTS
Weleing Nutrncon Daly
=} Gresms, Wholefood
e = Mutthitamm with Vitaein ...
—
(& 8 & =
Great SBA:

Uses creatives in the SBA and
follows SPA for product listings


https://advertising.amazon.com/en-ca/blog/introducing-new-to-brand-metrics

AMZ PPC 1AMZ does not distinguish between the left-hand rail and bottom of search placements
In Summary: Sponsored Brands as well as the product page placements - all fall under ‘Other Placements’.

Step 2: Optimizing SBA campaign
Campaign type Sponsored Products

* Harvested Keywords ®  Sponsored Brands
Transfer well-performing keywords from SPA auto-campaigns

to SBA campaigns Sponsored Brands video

Sponsored Display © L34

Report type K d
* Analyzing performance c2
Use keyword and campaign placement reports to analyze Ti g Keyword placement
. . ime unit S
campaign performance at a granular level : Ny
Campaign
Campaign placement
Report period PP
Search term
* Automated vs custom bidding Product targeting and bids
Automated bidding is default for SBA campaigns; however; if
CTR and sales for a particular campaign are low, use custom bid V.

adjustment functionality to lower your bid percentage for that R
placement Category Alrw Arvrar to satamticsly sptrense by Sor placerwres ¢ by hary top of sewrch

S21 & CulRoon 0 St vent

Dvorease by v 0 % o pbacemenee cther Tian tog of seanch

firesideventures



AMZ PPC
Use Case (MOFU): Sponsored Brands

Get shoppers interested in your brand extensions and line extensions

Use Sponsored Brands Ads to display and spread awareness of a ra ge of products from your category extensions

/line extensions and take shoppers to a customized landing page or Store featuring your products

amazon

firesidevent
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AMZ PPC

In Summary: Sponsored Display ProTip: >5Cr/mo brands may engage in category targeted SDAs

Step 1: Setting up SDA strategy Azani Acthve Nutrition Calcum

& Vitamin D Bone Support
Gumenies for Aduizs & Kids
|Healthy diet supplement for
strang bones (Mango &
Staerry Faveur) - 30 vegan
qummies

* Goal I: Attack strategy
Develop SDA campaign using ASIN-targeted ads (from ‘Products
similar/related to this item’ or ‘Brand analytics’ page ) to market to
high intent audiences purchasing competitor products,

Speroored prodect relited to Svs Rore S

 Goal II: Complement strategy ' ' ‘l ﬁ
SDA campaign for ‘Customers also purchased’ to build complementary T == 2=
product offerings, eg. case cover for boAt earphones; or breakfast bars .
to whey protein consumers L —

For Calcium & Vit-D SKU: Attack strategy for Azani WOULD BE to develop an

*  GoallII: Views remarketing or brand awareness SDA on the “Better” supplements if they have high glance/category share

Focus on remarketing to audiences off the AMZ platform selecting the
views remarketing feature for audiences who visited product page in

the past 30 days i 4G Soivaget G000 AP i e
. :un:.a'- | h.’:,u’_c M9 Qe Careva |
' '. ‘e ) -
Advantages of SDA g A = = = = mm s s R
. - .
* Applies to both on and off-AMZ marketing inventory 1

selling through remarketing to interested audiences | em mae s 2

* “Retail aware” ads that show only in-inventory products to audiences .

who haven'’t purchased the product yet

! |

I s r ? - I

I l AR 1

* Improves conversions through MOFU/ BOFU targeting and cross- | SR SR e !
g |

|

I

Complement strategy for boAt WOULD BE to target mobile phone purchasers
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AMZ PPC

In Summary; Sponsored Display ProTip: >5Cr/mo brands may engage in category targeted SDAs
Step 2: Customizing SDA for mobile ’.J.ﬁ - aﬂmﬁ T -
| | | | B Q. seorch Amazan @ B Q seorch Amszoo ®

Display ads can be customized for phone-slots with a creative. el bl | Sl
Visit the Happilo Store wRARd 562 asm
* Creative development (limited to product shots) oo 400 *‘:w‘r;cl Premium Califarnian Atmonds More ide
. - . \alue Pack Pouch, S00 p g
Develop quick-creatives with readable text and a product Pt e seior G Alm:n de oo

shot for quick consumer association

Eg. Open Secrets display ad with a deal of the day offering on
Happilo Almonds (#1 Best Seller in Category)

Amazon Brand - NUTICIOUS Al Amazon

Vedaka... Natural... Solimo.,

e Offer strategy 8 2 3 ot S8 8 &% 'S & 8 )
. . . . 2888 reviews A8 reviews 14639 re

Reflect offers on creatives dynamically in sync with product 501.00 Jerime
listings and deals 2439.00 prime 2259.0
_______________________ | F558:00 (20% off) #6500 (

Setu ad creative below is NOT a Sponsored Display buta |
DSP ad on a Man Matters listing for hair and skin gummies |

Save 8%
Open Secret Orange Coco... >
¥299.00 vprime
Spormoeed
“Add to Cart

Have a question?

® 8 &

>
1
@
i




AMZ PPC

New Elements: Sponsored Video Ads

Sponsored Video Ads

Clubbed as an extension of Sponsored Brands, Video Ads act as Up to =) /C Up to 60 /o
MOFU property to help drive conversions in education/content-

dri : video viewability* video completion ratet
riven purchase categorles

*Viewability defined as at least 2sec viewed

Benchmarks: tCompletion based on 6-sec videos

RoAS ~5x (varies by brand stage), CTR: 3%, CR: 10%

Homepage ATF Homepage BT}

firesideventures



AMZ PPC

New Elements: Sponsored Video Ads

firesideventures

ProTip: Use Sponsored Video for non-impulse /education categories

T DT R WY AN e ———y T v ————

and Healthy Food, 150g (Pack of 2)
iRy - 708

T rw————

kAT - 616

s mm T T e

Slurrp Farm Cereal Videos
1270 (#135/100 g) 2566 Save T30
{10%)

Save 5% more with Suhscribe & Save
Jprime FREE Delivery by Saturday,
August 7

T2235 (274500100 g) 2398 Save
74,50 (25%)

Since cereal happen to be a

content-driven purchase but O T
] JPpeime FREE Dellvery by Saturday,

NOT IMPULSE category, video Mgty

ads allow product pack,

finished meal and comparison

points for improved consumer

Slurrp Farm Cereal

brands are using them such as
innerwear

-
|
|

. |

education | -

Further, video ads occupy : et Bagar * ¥a refined Sugar

greater real estate on SERP I * Cholesterol o Y :""""""' “
: Glucase syrup o glucase syrup

Video ads also perform well in I « Chemicol ot e e

nascent categories where few I m‘mé
|
[

Mict Pocdi

=

-

" ':ﬁ{(lzlow to bid for Sponsored Video ads?

AMZ doesn’t show recommended bids for
video. Start with 3rs/4rs. Or 4K-5K
spends per day

slirrp

Ca¥urrp

Pancator A VsiTR P s & Wt e

el S~

o ——— -

oo dede s - 526

F240 (256,100 g} 305 Save 260 (20%)
Save 5% more with Subscrive & Seve

sprime FREE Detwery by Sunday, August
8

. aa ——

299 (2149.50/100 g}

Sove SO with coupon

Save 5% more with Subncribe & Save
spome FREE Delivery by Saturday,
August 7

Spocsnat O

Slurrp Farm Organic Baby Cereal,
Ragi, Rice and Strawberry with
Milk, Instant Healthy Wholesom..,
b 8 & & sl )

*200 (21507100 g)

Save 5% more with Subscribe & Save
Jprame FREE Delivery by Ssturday,
August 7
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Amazon Playbook

Category & Product Listing

AMZ Search and Discovery

AMZ On-Platform PPC

X On-Boarding Measures

Category Activations/ Big Sale Days

Other Marketing Elements



AMZ DSP

What is DSP? Demand-side platform for targeting and re-targeting! For more on DSE refer here

AMZ DSP helps programmatically reach verified audiences both on and off AMZ using 1st party* deterministic data across marketing objectives

Audiences can be defined by browse/purchase behavior on AMZ to drive reach, engagement, brand consideration and conversions on AMZ

On-platform DSP Off-platform DSP

(home page, product page, thank you page) (3™ party apps/websites)

firesideventures


../../../../Box/Playbooks/Amazon/AMZ%20PPC%20+%20DSP/Amazon%20DSP%20Overview.pdf

firesidevent

AMZ DSP

DSP targeting and performance reporting

Sources
Available sources How to use them
1. AMZ Audience
Based on browse/purchase behavior - pixel
seen on Amazon

2. Advertiser Audiences d ertises udies
Import your databases for Retargeting, audlence
Lookalike use-cases o

Advertiser Audience Amazon audience

Targeting Types

1. Lifestyle
audiences regularly demonstrating shopping behaviors reflective of broad
interest groups e.g. Fashionistas, New or expectant parents)

2. In-market
audiences that have recently considered products in a given category e.g.
those who have visited product details pages of shoes in the last 30 days L 3

2D hic & G hical Full-funnel reporting Efficiency + performance
. Demograpnic e.ograp ica detail page views, add to cart rate, total Optimization strategies: campaign performed
Age-range, gender, pin-code level purchases, product units sold, Amazon product ~ well based on placement, creative, channel,

metrics, ad-attributed sales data and more segment and product level insights
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 awzpse
, DSP or Display Ads
Display ads
Placements-Desktop
{ Home { Deals ' Details
Page ATF page page
300 x 250 980 x 55 244 x 250
{Home { Search leftl " f{ Thank
page 160 x 600 you,
Billboard page,
970 x 250 640x100

amazon.
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AMZ DSP
DSP or Display Ads

firesideventures

4

Display ads

Placements-Mobile

Homepage ATF
1242 x 450

Homepage BTF
600 X 500

Deals page
640 x 100

e
WHITEN

WO STYLES.

ONE COLON,

Details page
600 x 500

Thank you page
1242 x 375

am_az°n<' ivertising
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AMZ DSP
Use Case (TOFU): Display Ads

Behavioral/Geo-targeting through Display Ads

« Use Behavioral targeting to create custom segments. For instance, you can promote organic
products to “health-conscious” people who are browsing/buying fitness gear/wearables

DISCOVER NEW BABY DOVE
Dove %
With additional 2.5 '° Off

@ ONLY FOR YOU
-~

™

+ Use geo-targeting which can be tailored to your brand’s market expansion strategy. For instance,
you can target ‘Northern India region’ if your brand presence is weak there and if you see business
potential’
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AMZ DSP
Use Case (Retargetting): Display Ads

Creative remarketing through Display Ads

amalen

By 1655 UMD Andeuil 1V
gt (A2 TV e

amagon prime

* Use creative remarketing as one of the targeting tactics in display campaigns. Essentially, it means we canre-target users who
are exposed to a certain ad creative (users to whom an ad impression was served)

* Use it during launch campaigns by segmenting users who have been exposed to the first set of communication —and then
follow up with BAU communication

* KPI: This will drive GVs, new customers and increase in repeat rates

amazonaclvertising
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AMZ DSP
Use Case: Display Ads

Case study: RB achieves 30% increase in customer
acquisition through Amazon Display ads

= n@ l

Key objective was to increase the
customer base for Veet hair removal
creams to fuel growth for the brand

Display ads were used to target users with
affinity to buy hair removal creams
Historic purchasers and browsers of Veet
cream were excluded, making every sale as an
incremental one A “Buy 2 Get 1 offer” was
included to increase conversions

+30% +14%

increase in new customer acquisition increase in Sales Vs
vs previous months run rate the baseline
amazonacivertising
T
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AMZ DSP ProTip: SDA launched only 1 month ago and brands have seen limited ROI; but CPCs
Differences between SDA and DSP reduced from Rs.4-5 to Rs.1/Click!
. S —_— . L ) i Vs S

Sponsored Display Ad (SDA) . wiines Azan) Active Boldht F Demand Side Platform (DSP) Wallboing weilbeing Welibsin

Crganic .- Nutrition... Omega.. Nutrition Da Nutrition Da... Nutritiar
CPC-based trs:*{"' 1 2 8.8 £ #ﬁ:',! CPM-based 19;;1% ;;‘;ﬁ' RAeRA

A reaews 319 revieas A1 review 1552 revews HO reviews 254 reviey
Creatives 2269,00 sprime 2549.00 priewe 2399.0n Creatives m 21,170.00 21,590
Only product shots with a tagline Custom creatives developed by e ; |
offered _ AMZ team L

r-r——=-=-=-=-=-=-=-="= 1
Inventory : Pure Tree fish oll omega § capsule 1000mg - : Inventory
Limited inventory available | e ezl Some like Home Page ATF only on
| 1T | DSP
Management | fosaeid |
Self-managed by advertisers | | | Management
______________ DSP handled by AMZ team
Promotions Poor SDA with no tagline or Rich creative with discount offer
Discount callout options not product logo used on Setu PDP Promotions DSP used on Well-being PDP
available Discount callouts are possible
Redirected to? Redirected to?
Only to PDPs Landing PDP, brand Store or Range Advertising (Custom Pages)
Types of SDA Types of DSP audiences
*  Contextual SDA that are ASIN-targeted for RoAS basis attack, «  Geographic + demographic targeting available on DSP
defend, upsell strategies «  DSP allows modularity to segment audiences by choice - eg.

*  Audience targeting for in-market + lifestyle + retargeting target Rs. 300-500 range customers of “Wellbeing Nutrition”
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In Summary: Full Funnel Solutions for AMZ PPC + DSP

ar
€nesg Buyjj ding Audien ce

E .
urty ring d Ucatjop, /

CIOSng the Sale

wn
-
S=
Purchase =
B
Q
<

(Top of Funnel)

o0
=
e
=
o3
-
=

(Mid- Funnel)

Retargetting

| TR MOFU BOFU___ || Reselling

e GOl Behavior-based (MOFU

. . Keywords searched + interactions) + Product . . Lapsers & repeating
Targeting Variables R — visited (Self/ interactions) + Page sers
s abandoned (Own)
Competition)
Ad-T SB + SP (Keyword + SP (Keyword + PAT) +SB  SP (Defense campaign) + SP (Cross-sell) + SDA +
ype PAT') + SDA + DSP + deals DSP + coupons! DSP + emails
Creative Product Feature/ Benefit Benefit + Offer Benefit + Offer e

Repeaters: Cross-sell

ITargeting unavailable, ?PAT on product listing not search



4

y

In Summary: Marketing Mix
How to apportion marketing spends on AMZ?

X

Brand Spends Split for ARR <50Cr

CPC =80-90% (SP ~70%, SB ~30%, SD ~0%)
CPM =10-20%

Sponsored Products (SP) ~70%

* Focus mostly on top-of-product page

* Use bottom-of-search page for crowded categories
like Jaggery/Ghee, where the user maybe scrolling
down for something different

Sponsored Brands (SB) ~25-30%

* Static banner with no text and Sponsored video ads
work best

* For showing brand extension, use 3 images + brand
store or just 3 product images

When to use CPM? Or DSP?
* CPM campaigns work best for price competitive
products during discount events

SR

AT Biand - Weua Byoy
Jarrp Fare Natard agpery Powcer, Ao, Thiy 2
e -
58 Jom 2133 "85 . .
N
“tdoe ‘
At 4
~_m -~ O AN Mt
— ——
-z -
.
S e 3
e 'ﬂ m
fi.. EEE il e

......

firesideventures

Given that Jaggery is an expensive
purchase, item at Rs.125 for 300gms
in comparison to Rs. 165 for 1kg; use
bottom of page sponsored products

Poor SBA by Nestle bidding on “Slurrp
Farm” that uses only 2 images instead
of possible brand store + 3 product
categories

CPMs are used for acquiring new
customers who maybe price sensitive,
so best used in sale events or price
competitive categories. In this case, SF
uses CPMs during festive sales against
price competitive Betty Crocker
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In Summary: Marketing Mix

, How to apportion marketing spends on AMZ? For types of CPM inventory, refer back to AMZ DSP
*; Brand Spends Split for ARR >50Cr NGZON* 2 e
Ete
CPC = 50'60% (SP ~80%, SB ~20%, SD NO%) "\Aﬂf'!) Oxyppen concentraton Top picks tor yoar heme shog on the Amazos App
CPM=40-50% iada g | =
. ENSSNG s e SN

|
:

Why CPMs make sense for bigger brands? N

l _I : XENIRA
. - -
e -
[ =—=1 | 7

1. Targeting/Re-targeting inventory e —— _
= s g
e CPM campaigns help recruit new customers for brands '
that can be targeted to specific audience types o
* Typical spends ~INR 4-5L
«  Specify impressions, frequency and reach to define the Eg. ATF banner retargeting for Jawliner searched!

reach of unique audiences
Similarly, Mamaearth employs this for its baby diapers/
eg. 3% SOV on BTF banner (of 100 impressions on BTE 3 will shampoo category which is often priced at competitive par
be yours; and if targeted with a frequency of 3, 33% unique
crowd impressions will be serviced!)

it?
2. CPCs rise during sale events What are some good benchmarks to hit?

. . ) . o Good RoAS > 3.5x
* Companies like ME may witness higher competition Good CTR = 1.2%
from up-and-comer brands and thus shifting spends to Good conversion rate (branded cohort = 30%, unbranded

CPMs help control marketing spends cohort = 3% which depends via CPC or CPM target)
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Amazon Playbook

Category & Product Listing

AMZ Search and Discovery

AMZ On-Platform PPC

AMZ Off-Platform DSP

Category Activations/ Big Sale Days

Other Marketing Elements

On-Boarding Measures
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Amazon Playbook

Category Activations/ Big Sale Days

Best Practices

Marketing Elements

Preparation Calendar K 5 On'Boarding Measures




y
Big Sale Days

, Best Practices

Great Indian Festival

Prime Day

Freedom Sale

Super Value Day

firesideventures

AMZ GIF is the biggest sale event at AMZ that happens during Diwali

AMZ Prime Days are once a year, 48-h events exclusive for AMZ Prime Customers

Freedom Sale and Great Republic Day sale are 3-5 day long annual events

UP 10 50~ OFF

around Independence and Republic days =

Super Value Days are organized for consumables category, typically in the first week of every month
* Basket-building events that offer opportunities for F&B brands
* Brands could list on pantry (via ARIPL or Cloudtail) to avail benefits of brand recognition/ sales

* (Category Activation during big sale days should be restricted to mega-brands /category creator brands while smaller brands can engage in
more efficient spends with different PPC campaigns and other types of marketing inventory on AMZ

* During most sale events, electronics > apparel > appliances > few gift-oriented FMCG products witness spikes in sale

* Best Practices for Smaller brands
0 Cluster in stock for all clusters of sale at AMZ
0 Sharp-targeted ad-spends focusing on deal of the day and lightning deals
0 New product launches/packaging that speaks festival language (eg. Diwali gift pack)
0 >50L/mo should engage in Display Ads for high-glance SKUs
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Big Sale Days

Marketing Elements*

*Can be used over non big sale day events too!

Deal of the Day Lightning Deals
The most critical inventory for brands to target during sale events is Second-most critical inventory for brands are lightning
the DOTD program to offer discounts on products for one day only deals or promotional discounts that are only available for a

limited amount of time
DOTD inventory gets home page

recognition for both desktop and 25 o - v
mobile views

LDs work better that DOTDs for categories like watches
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https://www.ecomdash.com/how-amazon-lightning-deals-can-help-increase-your-sales/

Big Sale Days
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Marketing Elements ProTip: Use coupons over discounts for also guising offers as both TOFU (badge) and BOFU (discount)

Amazon Coupons

Coupons are another excellent option for your products that
already have good visibility

While usually a BOFU property, coupons add an additional badge
to the listing and hence also guise as traffic-driving property

L Accaent & Lics

Wpeirg made exdy | Downlos

St Fashews v

Ve wed )

Nistribesars Calcum » Vitamin D Natractia Strawberry & Mango Azanl Active Nutrition Calciem &
Gummies for Kids - For Stranger farecur, Vepetarian Caloum & Vitamin D Bane Support Gummies
Bones and Teeth in Childeen that Vitamin O Gumemies for stronger for Adues & Kdy Mealthy St

Dilive Mk [30 Count) bones, teeth B immunity booster - pplement for strong banes.
fdmdd 2N L2 2 2 = 20| LE & B 114

319 rrensjicun) 3555 Sewn 36 400 (2400 mern) 2598 Swve €100 7369 (212 10500t 3450 Swve 2R
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Sove axtrd sith Cashiberk Lt extre with Cnbisack | SN wit cospon

Caes $ i S 5
pATE TREE Dolwwry by Sezardey, DT TIET Dedwery bry Sumdey, | Sew W% more i Sutaorite & Swve

I T PN F Nl b Cahedes

Herotator Slots/ Banners

Herotator slots are the most eye-catching inventory but help more in traffic-
driving (TOFU) over conversions

Expensive slots that should typically be reserved for bigger brands/ for new
product introductions in successful brands

RZON

New Delhi V10004
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Big Sale Days

Preparation Calendar for Prime Day/ any other Big Sale Day

firesideventures

y

Four months before prime day

* Supplier: lead time verification for inventory planning and
demand forecasts for prime day sales

* FBA cutoffs: consider whether to ship directly to FBA or plan a
SellerFlex model to Amazon before the cutoff date. This can
affect lead times.

Three months before prime day

* Resources:

employee strength whether there is a need to hire some
part-time workers?
packaging supplies for managing extra fulfilment

. Marketlng budget:

Deals and discounts are you going to run?

Which products are you going to feature the most?

Plan marketing creatives, ad-spends, RoAS and marketing
metrics based on previous ecommerce sales data

Two months before prime day

This period is crucial for preparing your marketing and
advertising, including premade content for your social media and
blog. It typically lands in May if Amazon goes with their usual July
dates

Optimize:

* Landing pages

* Social media schedule

* Banner ads/graphics

* Product image and video updates

* Amazon PPC bid updates

* Blog posts announcing Prime Day deals

* SEO updates for product pages

* Ad copy changes

* Email marketing campaigns — Including when the campaigns
should run, what the content should be, and how many emails
to send

* Google Ads or paid social media ads


https://www.ecomdash.com/essential-reasons-keep-ecommerce-data/

4
Big Sale Days

Preparation Calendar for Prime Day/ any other Big Sale Day

firesideventures

One month before prime day

Email campaigns: Schedule and roll out your marketing and email
campaigns through Constant Contact, Hootsuite, Mailchimp, etc

Two weeks before prime day

Optimize listings: with for most popular searches for top spots in
the Amazon search results.

One week before prime day

Verification stage: inventory audits and team KTs so they know
what you expect of them. Enable top-selling products as Prime
eligible.

On Prime Day

Monitor performance: track sales velocity and marketing
performance of self and competitor products

Prime Day Doubles Time,
Llck 1 fomd

sl Arrazon INiene Day v

Amazon Reaps the Rewards

) LT Y | PR I waly

B Sales i tifion U5 dollars . Howes

o

A2
! . .
018 2099

= -
2018 6 2007
BEE

amazon

statista %

Prime Day Sales Lift On Amazon, By Discount
Sales Wt is relative [o owerage daky salvs on Armazon, corm ower July $-24, 2018

2,208%
I L‘u,‘

T6™™
453%
12% 226%
1%-10% 11%-20% 1% 30% UR0% A1%-50% S1%-60%

BUSINESS
NSIDER
TA P Duy SR Doxl sphdem Bad I8 Rass sxvibuly tw k1.
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Other Campaigns
AMZ Other Marketing Initiatives

Social Media Campaigns (Co-op)
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Brand Journey: Engage with AMZ on social media campaigns like Friday
Product reviews, etc.

Part of Co-op. Few social media assets. 3 IG posts/month.

an
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89
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firesideventures

AMZ Social is not fully monetized and in its Beta stages.
AMZ also has a sampling program in its Beta stages.

AMZ Influencer Program

am rHuoncers Simady 2 AAses S oot Mg e | ——
magon

ntroducing Amazc

nfluencer Program

Recommend products. Get rewarded,
Join Be Amasas elusncer Progoam with 3 guolifying vauTube, ntageam, Twitter, or Facsboak Xcoaset.

Creale your slercfrost Share prodects et rewarded

(0 (s e g W Anare W o b Lhe yos pundom B senlly e (s e s

LI gt e 13 1 o s o Pl s . w8 s 00 wr— | - vou maw wnry w pail ey poabane e —

ot et o) ' aran

Felxla l_:'o"'

“It's fun to be able to compile and share the things | love on my

Amazon page. They make it so easy to share with followers

The Amazon Influencer Program allows influencers to an exclusive
vanity URL to showcase the products for followers.

Consumer Journey: Promote URL > Followers shop your
recommendations > Earn money on qualifying purchases
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Other Campaigns
AMZ Other Marketing Initiatives
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Search for Mamaearth throws up a SERP with
articles linking to Wow and Himalaya

Like Sponsored Videos, these are high visibility/
real estate inventory provided by Co-op that can

help drive purchases

Since nascent on AMZ, the ROI needs to be studied
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Amazon Playbook

Journey Plan Pre-Boarding Checklist On-Boarding Measures Brand Take-Off
K e e
AMZ Lingo Category Market Analysis Category & Product Listing Metrics Tracking
AMZ LOBs Inventory Management AMZ Search & Discovery AMZ Pi
AMZ Hierarchy AMZ On-Platform PPC AMZ Agencies
AMZ Programs AMZ Off-Platform DSP
AMZ Ad-inventory Category Activations/ Big Sale Days

Other Marketing Elements

fireside
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Metrics Tracking

AMZ Pi

AMZ Agencies _* Bl‘and TﬂkE' Off
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Comparative Benchmarking

Quarterly Information Sheet (QIS) for benchmarking by category

Business Metrics
Capturing sales and split via marketplace and 3¢ party
resellers

PPC Metrics
Ad-performance tracking through standard click-based,
ROI, and conversion metrics

Traffic Metrics
Traffic mix, cohort and conversions to develop brand
offtake with organic searches

Unit Economics
Profitability tracing to understand CAC, AOV and LTV
tracking of new and repeat customers

Funnel Metrics
Customer transaction/conversion journey the platform

Inventory/Logistics Metrics
Inventory replication and delivery performance
reporting to optimize CSAT

Product Rank and Review
Ratings improvement and review growth m-o-m

firesideventures

Amazon Quarterly Metrics

Business Metrics

Sales

Sales Velodty (revenue fweek for top 3 SKUs)

Channels
SeSales Marketplace

%3rd Party Sales [CT, ARIPL) - B2BZC

PPC Metrics

Sponsored Products
Ad Spends

CTR

ROAS

Slonversion

Traffic Metrics

Orpanic Traflic
Pald Traffic

New visitors (% of total)
Conversion rate

M3 repeats
Mifi repeats
M12 repeats

Unit Economics

Repeat Customers
AOVs

CACs

AOV/CAC ratlo

Mar-21
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AMZ Pi: Analytics

Data dashboard for analytical insights on brand performance For deep-dive on AMZ Pi, refer here

Pi is AMZ'’s platform that provides
data-insights for advertising,
product strategy, pricing and new
product launches

*ProTip: Pi provides a analytics around “Who am I losing to?” for brands to discover what

alternate products are customers buying?

Further, it helps in competitive " ‘ Bie wts S oin. 9
benchmarking to analyze peer
performance, category SOV, and
customer profile

S

Search Performance

aowss® L teewiee B

Pi Reports Cover:
1. Product Search Ranking

2. Search Performance

3. Alternate Purchase*

4. Product View (Glance View)
5. Customer Profile

6. Sales by Geography
7

8

9.

1

Srand recell and catogary spit of warches

ot View ¥

Price Distribution

Market Basket

Customer Reviews and Ratings
0. New and Repeat Customers

(ST
4
|
|
|

To qualify for Pi:
AMZ spends - INR 3L to 4L



../../../../Box/Playbooks/Amazon/Amazon%20Pi/Amazon%20Pi%20working%20deck.pdf
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AMZ Pi: Analytics
Search Performance Report: Brand Recall and Keyword Performance For deep-dive on AMZ Pj, refer here
- ¥ -.e n:’&
. & : - Brand Recall
Search Performance
#branded searches for your brand vs. competitor
"""""" e average in the category
el TR “eend
R >
R . S
i B TR (g o e R o e T S T 7
[ ] 0 Y Fum Vel Page T P Py A Vit Futl Py o0 Puw ol hage e oy PRI - s Vot g - -
Keyword performance

Provides the top searched branded,
competition and generic keywords —
ASINs that were most seen/clicked both
organically and through ads (sponsored
products) for each of these keywords



../../../../Box/Playbooks/Amazon/Amazon%20Pi/Amazon%20Pi%20working%20deck.pdf

firesideventures

AMZ Pi: Analytics

Search Performance Report: SOV
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Brand & anly Adwertiing SOV Across Fust Page Of Search Adver Uaing Prodadct Spossoned Modt
Mol Aprlt My
Neyword Segment res Organk  Adv cm o Carm Mot Cryanit : TR e Comw ACoS Omganic  Adv cm e Comw ACeS
SOV SO SOV oy Sov SOV
Pr— — — — — — — — — — — — — — — — — —
l Your Brandwd 201 oL as AN AN oA S8d% 2.15 J M ES% ] :7‘ y S AU e L M) 137 el L o 8 L LN Sal 139%
T Comeestar | A133%  LI8%  397% 120% TIRom 139%  SE7a% . 5 149 " 1o g i a0
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All Keyworo 1 0 3 44 119 A0 § s ( LRL A"
#ad-impressions for brand SOV = Of total impressions, how many were for your brand

Ad SOV =

Low Branded Ad SOV (5.46% here) implies poor protection on branded keywords

#ad-impressions for all in category
Highest conversions happen on own keywords but haven’t bid adequately on it
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AMZ Pi: Analytics

Product Glance View Report

Product View (Glance View) Report ' Glanced views
Glance views comparative
Sebcategerms W Teee Perme
Tetas & ot Mhmaden, e bonsassia, fmg V| patey sz o to the category and what
e IR P BTN S S %age driven by organic vs.
______ - advertising
Total Indesod glance views
e it O e L @ 2

Popular products viewed by
) customers basis conversion

Kok | Buent 25400

i Rt 7 e 117,90 metrics
. H ® Rask 1 e 11108
é Carvpetter Avage® W1IN]
- | 3 Bl 4% 10
i s arazy
; AR e
]
W\ gt Mage of your eerall profuet delsd page Ve e oo i
Advertaing driven glance views* -
—_——_————————— —

ProTip: Promote the ASINs which are Above Average
Conversion and lower than average indexed GV

ProTip: Target the other brand’s popular viewed products
and place your brand'’s Top viewed product on their ASIN T
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AMZ Pi: Analytics
Customer Profile and Sales by Geography Reports

?flfi E’.Y ,Gf° :_;,ra'phy s Sales by Geography:
il S ey i vk 1. Identify geographic sales trends and figure out

synergies with offline sales
B Ardernar A heche larcs B Acstra Sacsar B Ansric b Fracseh D fasan B 2rer B Cnexdgen @ Datagen @ Usmae L.Lll‘ s 2' Identify Cltles Where revenue and grOWth Of revenue

- are unsatisfactory and take corrective action in terms
of changing the marketing mix

b wai bt Lot Bttt e

I .I-I_ .I-l.
l :

Identify your TG:

Brt ot o sver oy perd se e phatbren

1. Identify high-affinity brands and -
categories that you can target with
your ad campaigns to acquire new
customers

2. Correlate city-wise offline and online P q
shopping trends



AMZ Pi: Analytics
New/ Repeat Customer Insights and LTV Report

Cohort understanding A —
New / Repeat Customer Insights & Lifetime Value
Develop understanding of '
brand growth — new vs. =" R e e
repeat customers and s
focus on under-trending = O O M- -~ SO
base (new or repeat) |
| _l Tatal indecced custamens & % new cuntomer trend
. Sewat belvmne Dats 1 O Yo | Moy B
New User &) Corgmtiny Arerops a— i tiemens O Casdiiac e

Customer who hasn’t
purchased any product

from your brand in the i e—p— 3
. 8 Tompemior Aveanpe - Total noww Oatpners 280 .
selected sub/category in 3 * Corvputiot Auweage X P Custoraets 21008
. . é Porr Sraned ot Badeod Oitcsees: W0
the time period selected : bous Brand N oo v, 8558 . D o i

under New to brand
configuration filter (i.e. no
purchase in last 6, 12, 18
or 24 months).

. ' Wandh A% be anea T Wy e R WS-y Wecd Mk

firesideventures
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AMZ Pi: Analytics
New/ Repeat Customer Insights and LTV Report

Ad-contribution to new vs repeat

Schott Aefererce Dats S Cuntaoner Typo ©
¢ Commattor Avwtagn Catagary Averwge Rath ¥ Seaed M= . Repeat
Measure the % of advertising drive new/
repeat customer in the selected category D Ciriguthir Averags (B Vs oand
or sub-category, vis-a-vis competitor
brand average, category average or
against the Rank-1 brand in the category s
; Tiee 10-Acg
£ Competing Marage 75 84%
3 Your Brand G0
|
|
Lifetime Value (LTV) Sk
% N . ASIN L pur
Amount that a new-to-brand customer
. . Acguirition date Range Your brand's LTV
spends on your brand over a period time. P ] o 1 Sear 8- 1900 S ™S PSS Aoohy Ser
LTV can be calculated at an ASIN level or SR—
at overall brand level in the selected
Category 2 Vahee LTV Lifetime Value (LTV)
& Month 12 Months 10 Months 74 Monthe
Identify seasonality, frequency, and high Dualty | 19t Sar 19 - 1500 Sap 19 00 00 £ 00 £

LTV products



AMZ Pi: Analytics

Market Basket and Price Distribution

B = 2 »
Market Basket - -ﬂ

Market Basket
Helps identify basket purchases (in 15

day of your purchase) to build affinity
category understanding

S e e L g raere AL

——

e

Price Distribution

Helps identify units sold basis price
points on the platform

.

firesideventures
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AMZ Pi: Analytics

Alternate Sales: “Who am I losing to?” analysis

AMZ Pi Alternate Sales helps loss
analysis on an SKU basis.

Alternate purchases are defined as
products purchased after customers
visited/added to cart the target SKU.

In the image on the right, 17% of the SF
organic baby cereal strawberry sales
were lost to the “mango” SKU of the
same brand

Real loss happened for 2.45% of the
audiences who purchased a Nestle
Cerelac Stage-4.

5, Sturrp Fa

g eTva
Helps analyze competitive SKUs and top 6. Nestle Corelac {ntant €
loss reasons for the brand.
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Amazon Agencies 9

Brands’ Feedback

Py
o

ProTip: Can work with agencies to get started and put basic hygiene parameters into place; further scaling up requires
an in-house team of experts

Brands’ Feedback on agencies:

* Inability to commit to performance numbers:

No clear answers or commitment to end
goals such as “What will be the change in
CTR or conversion rate post 2 month
engagement?”

* Data security issues: Agencies likely to have
worked with / working with / will work in
the future with a competitor; internal
resource less likely to switch to work with
competitor

* Lack of customization: Standard set of
principles / thumb rules applied to every
component across different categories

* Lack of know-how: Most agencies work
outside of AMZ'’s org. and are unable to keep
up with frequent guidelines changes with
Amazon

When can you still avail help of agencies?

If you are setting up shop and don’t know
where to start

If you've figured out warehouse / logistics
component and want to save bandwidth wrt. to
mundane tasks such as checking stock, moving
ASIN between sellers, buybox winning, sending
stuff to FBA, PO creation etc.

Content creation for videos and images

Brands still struggle with reviews and would
prefer working with agencies on this front;
however haven’t been able to find agencies
which are useful

Amazon recommended agencies are as good as
Amazon non recommended agencies
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Amazon Agencies 0
Holistic Platform Solutions [

S

‘ %I ProTip: Can be availed when completely new to Amazon and constrained in terms of in-house resources

Services - - - -
offered

Agencies can either share login details for brands to be
able to see real time changes on daily basis with
dashboards or offer completely outsourced solutions
without visibility beyond monthly reports
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Amazon Agencies
Holistic Platform Solutions (Bigger agencies)
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9

y

ProTip: Can be availed when completely new to Amazon and constrained in terms of in-house resources;
recommended to take these activities in-house once the brand scales on the platform

Sellerapp
2 Junglescout
3 Amazon
Scout
4 Yourseller
5 Proseller

Plug-in solution with dashboards
9 of the Top 100 Amazon sellers (200 Million +
Revenue) use the solution

Plug-in solution with dashboards
Best suited for large brands which want to outsource
dirty work

Plug-in solution with dashboards
Best suited for large brands which want to outsource
dirty work

Works well for brands with monthly sales of 5-10 L,
40-60L, 10-20 cr. per month

Best suited for 5-10L which wants to achieve 2-3 cr. in
monthly sales

Best suited for automation, once scaled

- eegq zuhne

Not listed

Dlengy CASIO '

‘i belkin SN\ v@ic

Nordake

Not listed

~15-30% of AMZ sales
numbers

Basic - $349 / yr
Suite - $589 / yr
Professional - $999 / yr

Light - $197.99 / yr
Full - $349.99 / yr
Lifetime - $1499.99 yr

~1L per month

500-5000 per month
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Amazon Agencies =
Holistic Platform Solutions (Smaller agencies)

ProTip: Can be availed when completely new to Amazon and constrained in terms of in-house resources;
recommended to take these activities in-house once the brand scales on the platform

Bridge2Business ¢ Founder has worked as an in-stock manager with Less prominent D2C brands  8-10k per month
AMZ for a few years - contacts at category in India standard, changes at 4-5
management level, marketplace side, none on cr. per month
Cloudtail

* Best suited for brands looking to outsource
complete operations

2 esearchlogix * Amazon certified agency Worked with larger brands 50-60k per month for
* Best suited for brands which do 4-5L / month globally, not so much in smaller brands
* Limited connect with category and marketing India. Focus on smaller
teams to trouble shoot problems such as stock-outs  brands in India
3 Upreports * Clients experienced 500%+ growth, handled SKUs No new age brands in India  25-30k per month for
between 20-440 SKUs brands upto 20 SKUs
4 Hikecommerce * Majorly focus on US, Canada, UK; now focusing on No new age brands in India  30-40k per month

India for AMZ first customers
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Metrics Tracking

Additional metrics to evaluate

1. Selection metrics
1. Inventory (00S/in-stock)
2. Cluster in-stock (speed: how close are you to the customer; 7 clusters in AMZ/ which ones you listed across)
3. Absolute selection vs. comparison
4. Rate of sale (how much inventory to bring in pre-/post-event): Weekly, monthly cadence

2. Quality/CX (imp. for 5-10L/mo)
1. Avg. Ratings
1. Avg. #reviews/ASIN (depends on sub-cat) - softlines get 1-word reviews which aren’t additive (comparable trajectory benchmarking)
2. ASINs without a review
%selection <4-star
Glance-view weighted rating (spends on top ads)
Returns (relative to category — some cats. Will be high return/0Q0S): Seller controllable (brands have access to)
Catalogue quality (completeness of product display page): Accessible thru seller central page

bW

3. Discovery/ brand (relative/benchmark; becomes more important for >50L/mo)
1. Glance view/ASIN - Glance view efficiency (some ASINs always getting glance views / are you distributing traffic efficiently)
2. ABA metrics - repeat purchase rate, alternate purchase
3. Conversion

4. Reviews
1. Buyer-seller messaging: 15t email about brand and journey; 24 email about feedback
2. Hand-written notes/ encourage notes: No cash incentives
3. Sampling product TBL (Rishi)



FAQs
Q&A with FS Brands

What are some best practices / optimization techniques across different components of the listing: 1) Product title 2) Brand store link 3)
Images 4) Product features 5) Product description A+ content and brand content 6) From the manufacturer 7) Technical details 8) Customer
questions and answers 9) Videos (embedded and sponsored) 10) Tagging

Product Title

100-150 words basis relevance; Eg. Giloy product has “Fresh leaves” so use that; further use keywords in AMZ Pi to update PDP for the month.
Title should be mobile optimized - which means you have two variants of a product (500gm or 150gm) and the consumer may not be able to see it.
Because this is the discovery to consideration phase.

Keywords built for relevance not SEO since some may change by time

Product Images
Specific resolution for zoomable images* important for reading nutritional value, ingredients, etc

Brand Store

Maintain and revamped in Sep-Oct (image uplift). Not all launched products are moved to brand store

Herbal teas is a new category that needs to have a brand store update. In a section of newly launched products

Miniscule sale from brand store. <10% sales. Makes sense for a tech product like boat for features etc to talk about - FMCG products simpler.
Decision-making complexity is less. Fewer factors to consider - reviews, feedback, A+

Product Features
More infographics
Video - could have algorithmic benefit // not 274 slot but a new 6% /7% slot video for influencers/testimonial - very specific guidelines around it



firesideventures

FAQs

Q&A with FS Brands

Product Description

No superlative claims / develop relationship with AMZ to get Feedback on content before uploaded
Product out of listing and affects future sales due to SERP (sales velocity)

Image-claims might get through the cracks/ but possible audits

A+ Content
Oziva/Rage Coffee speaking more brand than product? Not sure
“From the manufacturer” - maybe a category option

Customer QnA
Customer support answers - category mgr requests friends and family to build FAQs
Eg. Plastic bottled ACV vs glass bottled ACV - brands to learn top product questions

Tagging/ Nodes
Relevance + Visibility
A and B listed in category herbal formulations & bunch of other nodes (recommended count of nodes is 2). Shouldn’t be more as clutter + AMZ doesn’t
allow.
Competitor entered the market with a different product category say Juices for a Herbal formulation product
Compromised on relevance but strong marketing — sales jumped
AMZ has primary and secondary nodes basis customer purchases. For competitor, Juices became primary node and started getting prominence
“A” now listed on Juices -> Competitor sales reduced. AMZ recognized and products switched back to herbal forms. as primary node.
Depends which market do you want to compete in eg. ACV Jelly listed in weight loss - node gives you product rank (basis hourly sales)



FAQs
Q&A with FS Brands

How frequently do you review these components of the page and modify the same? Frequency of A/B testing depending on the
scale of the brand / product rating / market share in category?
Hero SKUs can be reviewed as frequent as daily

Would you recommend optimizing a few parameters over others when launching new products / or scaling smaller brands?
Prioritization of Components: Helium 10 - shows score out of 10 and reasons to improve content ranking

Is there a particular slab of shipping costs that you stick to?
SellerCentral > AMZ shipping costs

How do you take care of stock availability, are there internal systems that have been synced with these? At what stage did you look
into these integrations?
Inventory management > on FBA model and send inventory to AMZ +/- basis customer orders and minimum stock requirements

How do you optimize for product rating? Are there specific factors that affect the ratings the most in a particular order of
importance such as sales velocity, pricing, inventory, reviews? Is there a specific benchmark that can be used depending on scale
of brand, category and product ranking?

Consumer purchase: North of 4 + Reviews (especially in healthcare)

Any specific sub-ratings that are important to categories? Such as packaging for F&B, look and feel for personal care?
Not very established in relation to sales. Might have drop-offs if poor packaging say.

How do you increase number of reviews? What has been you experience with request a review page, email requests for reviews
and free products for requesting reviews

Distance from review seeding. Merge new product launch with other products and parent ASIN -> till it doesn’t build its own reviews. 30-40
reviews before de-linking. Request a review for customers who transact.



FAQs
Q&A with FS Brands

How do you optimize keywords, any specific tool or agency used so far?
Work with agency/ Output driven. Campaign management agency. Helium 10 used.

Are any category benchmarks followed for CTR, impressions, conversion rates (including paid versus non paid, branded search
and non-branded search)?

Sales velocity: Index market share* (helps specify how mkt is moving); available for SBS brands

Reviews: More of a % of sales

CTR: AMZ acct. mgr. (AMS)

CR: AMZ acct. mgr.

Category, sub-category factor. Niche category. India CR for branded searches: 35%.

How do you arrive at pricing? Any specific tools availed for this?
Brand discovery exercise. Reduced discounts with low sales impact.
Eg. low discounts with low stocks/ Slim shake winding down - so some discount

Hit and trials, combos etc. Seldom do combos, which doesn’t work well on AMZ. Mostly been done in-house and not any agency.

Is there a specific format the team follows for listing new products on the platform? Is this quite different from older listings?
Templatized

Do you track CTR for iterations across product titles? Can you share a few examples of product titles which have historically high
CTRs in case they are tracked?

CTR for title*: better to A/B test on website. Unless too low like 0.1%, not immediately relevant.

firesideventures
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AMZ Programs

Co-op: How should you plan co-op investment?

E@ Co-op investment varies basis marketing objectives

amazon

Y e e sevmmas

* New Launch in Existing Product Category

FunZone

New games & exciting rewards every day

Aim for Share of Voice (SOV) vs Return on Investment (ROI).
The period of creating top-of-mind recall will not be high

ROL. T

Assets to target: homepage herotator slots, gamification > Oppa  Answer & win Araver 8 v
slots, etc.
amazonin
* Launch of New Product Category oo
© -7
. g . . Quick start guide
Leverage affinities via category-level events. For instance, , W < Carrying pouch
e e

a launch of vegetable cleaners will best run in events like SO— =

Super Value Day and Everyday Essentials Sale

MEANESY CAMERA EVER

Za gt L4 (ad Comwre W) Savy SOLAT

Drive education with assets like A+ Premium and Product
Summary Videos
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AMZ Programs

Co-op: How should you plan co-op investment?

@ Co-op investment varies basis marketing objectives

amneLan

* Market Leader Brands
Objective revolves around retaining shares.

Assets to target: High presence during events to ensure
MOFU recall |

B Narts parly bow Mrimee maosbets
AT e

\ 4

“TNDIA'S
*  Flexibility to choose type of Co-op e =

Event based, season based and full-year contracts for co-op
available L of s Dot e T

* Co-op Fee
Investment ranges from 5% to 10% of the brand GMS2.
Full-year JBP with category team! will also offer economies of scale vs rack rates.

For pure new launches, category team works on (further discount on discounted rate)rack-rate based structure/fixed fee
model vs %-based structures

ProTip: Scaled brands should take fixed-fee based Co-op model. 70% brands on AMZ platform work on fixed-fee model

1Execution with SBS/ Launchpad; ?Brands negotiate for 6-8% basis the scale of the brand
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'For a deep-dive on coupons, refer here
2For more category assets/digital, refer here

, Co-op: Benefits

Co-op

Seller & Co-op

Avenues to
Partner

AMS

Automation and
Personalization

External Co-op

Marketing Co-op Services

Marketing

Basis browse
mm and purchase
history

Sampling/

g ATL (TV/Print) Product trials

Gateway Assets

Category

Assets? mm Basis Wishlist

Digital? A+ Premium

Basis broader
customer
trends

Affiliates Event Assets Gamification?

Product
Summary
Videos

Content
Marketing

Amazon
Programs

Supplier-
powered
coupons'

Subscribe and

Save

mm Amazon Family

e Amazon Pantry

Deals and
Promotions

Inclusion in
cashback

g Lightning deals

s Deal of the day

AMZ Marketing
Services (AMS)

Sponsored
Brands

Sponsored

Products

Display Ads
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, Co-op: Marketing

Hair Remaval Products from Veet

2 h.

d.._ ,-v
Wullwq Strigs Mair Mn—owl Crommn

In-Showes Cream Vert for Men

Gateway Assets

Events

Category Pages

Health essentials sale

UP TO 50™ OFF
Health & nutrition supplements

A e p—

UP TO 50™ OFF

Men's grooming fest
Foweared by

=Xroim | PHaes

ey CLERN S LT

WINTER
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A .

PS5 U
.

o BB A

nnno



firesideventures
AMZ Programs
. g 'For a deep-dive on gamification, refer here

CO'Op: Services 2For a deep-dive on sampling, refer here

Gamification? Product Trials?

FunmnZone
Noew games & exciting rewards every day

MOAAMMNVITA Quir

Oppoa Answer Bowin Answer £ win
Axets TI0,000 TI10,000
A+ Content Summary Videos
ORI (e ) [ e ) amazonin

o BL E258T Headphones
Charging cable
MEANESY CAMERA EVER = Warranty card

Lo v ety 08 Qasd Comwra W Savy SOLA

s

= Safety shewt
Quick start guide

S Carnrying pouch
T Warning car o



../../../../Box/Playbooks/Amazon/Backup%20Data/Co-op%20Elements%20-%20Coupons,%20Gamification,%20LockScreen/Gamification%20-%20Copy.pptx
../../../../Box/Playbooks/Amazon/Backup%20Data/Co-op%20Elements%20-%20Coupons,%20Gamification,%20LockScreen/Amazon_Product_Trials_Seller_Pitch.pptx

AMZ Programs

Co-op: Automation & Personalization

firesideventures

Gateway Pages Category Pages

Recommended for you

E

Newest Armivals

= | s

" ey

. LR DR L) ) STl 2 2 22 B theew! saht
259 205 ‘539 L '590 N b T 200 P B A vtz
- APt e i W TPT— Lo JPrene P
ALt B e T P e MRTA PN Dol Sk Yl LIl Tad= LT Lt Bt Nmaa b Lid -~ Hest sellors
N e e ol Vs A T P g el b Car ghots bow wws S 1 46V L
LA LL 2 L SRRz ' anaac SANs LA L1l

Recommendations, New Products, Recently Viewed
Best Sellers

24mv
Ve e re b m————
- TR -

Detail Pages

fruqucullv DUUQ'II together Customers who viewed this item also viewed

& Tatal pees !9‘7?00 R Ml ml’
B e ' \/
{ﬂ :

_— - -

i1

_‘!f

E

LOwe Pen 54 Portet L0 Pty 5o Por e L O Pyrn Paroct Ste
« This item: Urtanotancs 99% Pore Mpe Verd Shin/Har Gel {Paraben Feeel 2099 723300 20+ Faudas Fown, 503 “ Tanid Faam, 525 30+ Cap Gicenn
- ) E o = i E & SeRl) ﬂ’:rs‘«.".'- ARG O W
& LirhianSonamies™ Pure & Natuss Moke Watee/ Sk Toner - 2000 - Savam Detdled - Gulals 1 - Organie. . 3 24900 rRIDI P IIEDR TMO0 .2 A AN . P AR

& UihanBotanics™ Pure Cold Presuad Seeet Abmand G ‘or Hatr and Skin, 200m) i0dociess] 35900
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AMZ Programs
Co-op: Output

E@ Output

Sample reporting analytics from Co-op
* Impressions
* Attributed OPS (on-platform sales)

Next-level understanding

- co-op attribution

- Recommended is not a co-op
inventory

Impressions

SURF EXCEL AUTOMATIC

ol
Jod w jul Aug Aug Aug

Fa m U4 07

firesideventures

For more details on Co-op, click here.

) ; Glance Views
(Jan’19 - Dec’19) Sales (GV)
Co-op 14.97% 15.93%
Organic (AMS + Search) 71.50% 70.32%
Paid Marketing 11.54% 11.97%
Automation and Personalization 1.98% 1.76%
Attributed OPS
-1
|
l
U’ul jul Jut ALg Aug Aug

£ 20 29 o 04 Q7
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Category & Product Listing - Introduction to Amazon’s A9 Al based Search Algorithm

How to make sure your product appears in search results on Amazon?

The top 3 search results on retailer websites receive 70% of clicks and 30% of conversions.
Amazon A9 Algorithm determines the order in which listings will be displayed on a search results page when a customer types a query in the search tab

Factors Influencing A9’s Search Rankings

Desirability
Indicators that assess the way a product is displayed
How well a user converts once he/she is on the product page

v v

* Buyers cannot

Discoverability
Indicators that assess the probability of purchase of
product for Amazon

v v v
Sales Velocity Stock Availability

* Higher the

interact with the

sales higher the e “Out of stock”

) chances of can become a .

e Iftext unflel_‘ product physically, Big price better rankings ¢ etk oam Algorithm also
l()tligcégct listing image }113 truly difference wrt. e Amazon looks push the listing et 1
descri’p tion E‘I{?rﬁ (l:?ega F and to competitors at balance of down the former search
fontures. o % i can push a amount per search page patterns and
custome,r reviews _gt : ;cy listing down transaction and [f the product adapts to

ictures of a .
matches the pro duct with Amazon looks no. of runs out of display
search terms or E\ N » at balance transactions stock, important
keywords fer;tiizneihizirzs between how that has customers are results to each
. well the listing occurred disappointed specific
searched by the the conversion rate e : e
has been uring a given and this is customer
users, results Images that are h somethine that
how in to cuall i represented mont g based on
S0 p Ylsua y appeaiing and the price *  Advertising and Amazon is not :
listings skl el promotions can going to like SCarCHISIOTY
Al el help drive sales either

listing

velocity
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Category & Product Listing - Desirability

How to optimize your brand’s desirability on Amazon?

When a customer types a query in search tab, Amazon A9 algorithm generates a

valuation score for the information shared by several sellers while listing their 1 boAtRockerz 550 Over-Ear
products on Amazon, based on goodness and relevancy of the information, and then Wireless Headphone with
lists the top picks for the customer based on the valuation score Ergonomic Aesthetics, Plush

Padded Earcups, Immersive
Audio, Bluetooth v5.0 &
Upto 20H Playback(Black
Symphony)

Visit the Boat Store
3 RARRT v 4490 atng: 4
| 573 answered guestions

Product Listing Page (Upper Half)
r @ r :
"8 Product Title 72)Brand Store Link ¥ Product Rating 5
'OF "ot reckars ..
r r r MRE: £455660

Roll ovef image 1o 200m n You Seve ¥ 3,000 00 (60%)
Inchusive of sl tazes
FHEE defivery: Thursday, March 25
Detalhy

Fastest delivery: Tomerrow
Order within 2 hrs and 30 murs Detaily

(gi Save Extra with 4 offers

Cashback {4): 5% back with
Amazon Pay IOCI Sank C... [ Sec All

No Cost EME: Avald No Cost EMIon
select carcs for orders a... | Detaks

- See 2 more

219
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Category & Product Listing - Discoverability

How to optimize your brand’s desirability on Amazon?

M.R.P.: 3480500

Price- ¥ 1,999.00 EXIIEX * 7
You Save: ¥ 3,000.00 (604%)
Inclusive of all taxes

FREE delivery: Thursday, March 25
8 Details

Fastest delivery: Tomorrow
Order within 2 hrs and 30 mins Details

When a customer types a query in search tab, Amazon A9 algorithm tries to
understand how profitable it would be to sell various sellers’ products

fg} Save Extra with 4 offers

Product Listing Page (Upper Half)
I r r
M ¥ Shipping Cost M Stock Availability

Cashback (4): 5% back with
Amazon Pay ICICI Bank C.... |See All

No Cost EMI: Avail No Cest EMI on
select cards for orders a._. | Details

~ Soe 2 more

Roll over image to zoom in

O ;l_‘ Y Y 7

o —d -l
Pay on 7 Days Amazon ! Year
Delivery Replacementelnvered Warranty
Instock. 9

Sold by Appario Retall Private Ltd and
Fulfilled by Amazon,

Colour: Black Symphony

220
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Category & Product Listing - Desirability

How to optimize your brand’s desirability on Amazon?

o 1 year warranty from the date of
purchase, you can activate your
warranty by giving a missed call on
9223032222, Alteratively you can
claim your warranty at
support.boat-lifestyle.com ar reach
outtous at
912249461882/ Info@imaginemar
ketingindia com.

* Tap into instant wireless
conmectivity with the latest
Bluetooth V5.0

o [ts 50mm dynamic drivers belp
pump out immersive audio all day
long

* The mighty 500mAh battery
capacity offers a superior playback
time of up to 20 Hours

¢ |t has been ergonomically designed
and structured as an over-ear
headphone to provide the best user
experience

¢ It comes with physical Noise
Isolation feature for pure audio
bliss

¢ One can connect to boAt Rockerz
550 via not one but two modes,
Bluetooth as well as AUX

» See more product details

Product Listing Page (Upper Half)

10 Product Features

itoll over Image to zoom in

J Report incorrect product
information

221
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Category & Product Listing - Desirability

How to optimize your brand’s desirability on Amazon?

When a customer types a query in search tab, Amazon A9 algorithm tries to understand how profitable it would be to sell various sellers’ products

Product description

Product Listing Page (Middle Part) S
boat Rockerz S50 % an over-car wirghess headset that has beon ergoeomically desgned to meet the needs of musc lovers The headphones come equipped

with Wtest Buetcoth v5.0 for instant wireless connectivity. 25 powerful SCOmMAN batzery provides 3 piaytime of up 10 20 hours for an extended audio bliss
Its SOmum dyrnamic drivers help supply iImmersve musical espersence to the user with immersive sound. The user can utiize the heodset via dual connectiviy
In the form of Suetooth and AUX

Product Description (A+ Content or

Enhanced Brand Content)

12 From the Manufacturer

From the manufacturer

HYTHM OF

NIRVANA

. » - - » -
LR R B N
» . » - » .
L R N N
» » . . » »
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Category & Product Listing - Desirability

How to optimize your brand’s desirability on Amazon?

When a customer types a query in search tab, Amazon A9 algorithm tries to understand how profitable it would be to sell various sellers’ products

boAt Rockerz 550 Over-Ear Wireless Headphone Information

Product Listing Page (Middle Part) Colour:Black Symphony

Technical Details Additional Information
B Technical Details Brand Boan s etk

Marxilacturer Kenagine Marketing Pyt Lt Customer Reviews ARRRT 4,430 ratings

T G@ g e Ak oG ek, 40 outof 5stars

o Best Seflers Rank 2541 in Electronics (See Top
Modwi Rockerz 550 10C in Bectronics}

23 in Over-£ar Hoadphones
Model Name Rockerz 550
Date Frst fovalladble 25 Decermber 2020

Product Duswisicos 162 x86 2 19.) om; 245

Grawma Packer Imagine Marketing Pyt Ltd
Batteres 1 Lithien lon batteries Importer Imagins Marketing Pvt Ltd

requined. finctided) Item Dimensions LW 16.2 x8.6 x15.1 Centimeters
1term model rurnber Rockerz 550 Net Quantity 1 Plece
Spocisd Features Android Phone Cantred, 105

R

Phane Control, M Generic Name ockerz 550

Faature
Mountiog rardwarn Usar Manual, Warranty Cand, Feedback

Changing Cabla, Rockerz 550, Wonkid you lik 1o tell us about » lower price? -

Aux Cable
Numbsr OF isems 5
Headghonis Form Factor Ower Ear
Batterses Incluced Yo
Batieries fiwguind Yes
Battory Call Compasition Lithiem Son
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Category & Product Listing - Desirability

How to optimize your brand’s desirability on Amazon?

When a customer types a query in search tab, Amazon A9 algorithm tries to understand how profitable it would be to sell various sellers’ products

Customer questions & answers

Product Listing Page (Lower Part) | @ Have a question? Search for answes

A Question: Which is best boat 510 or 5507

6
14 mer ions and answer Answer; $50
Customer questions and answers votes By Aman Gondane on 30 October, 2020

v

A Question: Will it be big for 12 year kid

> Answer: it depends upon the size of your ears and head... If your ears are big it would fit perfectly. still it is
yaes an over ear headphone meant to cover your whole ear... so it is bulky but after a while you'll get

b f used it and would be comfortable

By Satyarth p. on 7 November, 2020

Question: will it pair with led tv

Answer: if it has bluetooth it can pair
By Udhay) on 29 October, 2020

Answer; On full sound, i think others hear a little
By Gokul Subash on 19 October, 2020

A
3
votes
v
A Question: Does its sound leak and be audible to other people while in use?
2
votes
v
~ See mare answers {1)

See more answered guestions (509)
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Category & Product Listing - Desirability

How to optimize your brand’s desirability on Amazon?

firesideventures

When a customer types a query in search tab, Amazon A9 algorithm tries to understand how profitable it would be to sell various sellers’ products

Product Listing Page (Lower Part)
s

Customer reviews
wdkhd 4outofs
4,450 global rmings

S sar ﬁ 8%,
4 st ' 26%:
ssar B 10%
J S g o
18187 10%

v How sre ratings caiculated?

By feature

Blustooth connectivity sdddlr 40
Sourvd quality fdddlr 40
Novse cancellation i 2 2 g ta ¥
Review this product

Share your thoughts with other customers

Write » product trview

V

Customer images

Seo all customer images

Read reviews that mention
sound qualty noise cancakation Bluetosth connectivity battary life
vkt far movery price range dux calbrls battory backup

quality s good who good noowe elation Good sownd TUDS

Tep swaeas v
Top reviews from India
@ rm

WA Crystal claar beachmark for price/parfarmance ratic
Forviewnd In Indix on 9 August 2020
Coloer: Black  Varttod Purchas

| boughe these headphones (i fact 2 of them, Red as well as Black) as part of the prime din's sale, which
Furthar reduced the price by T500 to 71499, 1 menst say, 9o for it without 4 shadow of 3 doubt,

SOAUND: It's been 3 days since my purchass. Bean testing it extensivaly. Sound quality & excellant. Bass is

super powietul. | previously awned Somy XB55049 which | bought fer sdmaost 2700, This Rockerz 550 is
Batter in wwry dimsrsion!
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Category & Product Listing - Desirability — Product Title

How to optimize your brand’s desirability on Amazon?

Good Practices for Product Title

Product titles are the first feature that can be used to draw the attention of the user. An optimized product title
MIRA Stalniess Steel Vacuum Insulated Water Bottle |

Leak-Proof Double Walled Cola Shape Battle | Keeps
Drindes Cold for 24 Hours & Hot for 12 Hours (ins, 12

is one of the most crucial ranking factors for Amazon

v' Start of Title: According to Amazon’s guidelines, title should start with the brand name. Initial 5-6

words of the title should be clear, concise and reader-friendly :zBSOmL 1
Banr MRA Bones
v" Must-haves: Brand, Product, Material, Quality and Color are the 5 must haves for every product title R e
v" Length of Title: A product title in the Amazon search is limited to 100 characters - doesn’t mean that
0
you should overstuff it with multiple keywords. A product listing that contains between 50 and 80+ e
characters generally top their place amongst 1,000 products. Extremely short titles add to less area and
& yrop P & P y Contraband Black Label 3025 3inch Double Ring
therefore often have lower CTRs. Key is to keep it appealing, clear, and yet optimized. Pro Ankle Cuff - Perfect Ankle Strap for Glute
Kickbacks on Cable Machines - Adjustable Heavy
v' Use of Keywords: Right set of keyword research or keyword optimization can help increase CTRs Duty Nylon Strap & Metal D-Rings - For Men &
Women (SINGLE)
- Keep the title in a way that it not only describes the product clearly but also has the right keywords L s | Wireunianttinn

naturally inserted

Provides the customer with valuable information that

- Make sure to use 2-3 keywords that not only have a high search volume but also explain the product in : - :
helps in the decision-making process

more detail

- Look at the top 4-5 best selling products in your category with highest ratings and the best reviews. unique_product Earphone in-Ear Extra bass with 3.5 mm Jack
Headphones, Calling mic (White Color)
Analyze them and extract their keywords 'zt_j"'%fff;"j"m" -

- Few free tools such as Seller App Free Amazon Keyword Research or Jungle Scout’s Keyword Scout
pp Y Jung 4 Provides the customer with valuable information that

tool help to identify keywords with highest search volumes. With the keyword list, you can measure the helps in the decision-making process

corresponding traffic potential. Write effective content revolving around those keywords. By

226

incorporating keywords, you can connect instantly with potential customers and address their needs
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Category & Product Listing - Desirability - Images

How to optimize your brand’s desirability on Amazon?

Good Practices for Images

Product images are key sales drivers. «

v Number of Images: d
- Optimal number of Images to be added is 6 i L AR
- 62% of the top listings tend to have at least 5 or 8 images. According to a few E:

-
Ay
.

agencies such as Sellerapp which have done quite some work on this, the sweet

spot for number of images is 6, though Amazon allows you to upload 9 images Eitstimage captures 1009 of product,secondimage
v Image Quality captures 50% of product

- Images shouldn’t be blurred, HD (High Definition) and better resolution images
should be used. Images that are at least 1000 pixels in width or height should be
used to enable its “zoom” function. Something between 1000 x 1000 pixels / 1500 x
1500 pixel is ideal

v" Product Placement

- Each image should be taken on white background with clear light, the product * Included products on white background as well as lifestyle

should be well lit and properly focused imagery

* Helped user visualise the usage of the device through an

- Images should ideally be taken in different angles
app

- Close-up, clear shots are usually desired, the product must be easily recognizable
* Include a senior or teenager adjusting the temperature to

- 0 .
The product should occupy 80% of the space provided show how easy it s to use
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Category & Product Listing - Desirability - Images

How to optimize your brand’s desirability on Amazon?

Good Practices for Images

Included peoples faces in the lifestyle
pictures showing up the product works in
action, could have also added a lifestyle
background like a home gym or fitness
centre

Could have include copy on an image that
there is a 2-year warranty so users can

trust the product. Cleaning
power

Included an infographic that explained
everything you need to know about the
product’s features

Showed the real-time barking alert app

you can get on your phone. Images are bright, colorful and all reflect the Tide brand very well.

Showed how the app works on your Compares power of detergents’ cleaning ingredients against others

phone and how easy it is to use : :
Shows examples of how your clothes will look after using the
Include a human interacting with the

product and their pet. There was no real detergent

life example type photo Include the different scents that Tide pods come in
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Category & Product Listing - Desirability - Images

How to optimize your brand’s desirability on Amazon?

Good Practices for Images

Included multiple dimensions,
so customers can know how
small it is.

Showed how quiet the fan is. Not
even a baby would wake up from
the sound.

Showed how versatile the fan is.
You can plug it into your laptop
or adaptor or take it on the go
with your power bank.

Show a comparison chart
between the OPOLAR USB Fan
and other USB fans.

Included testimonials from recognized online publications Add a lifestyle photo of the fan in
Showed an illustration of what the speaker is made of a home or office environment.

Could have created a competitor comparison chart to show all the Create an image that highlights

features the Sonos has compared to it's competitors the promotional discounts
Could have showed someone using the hands-free Alexa skills in better.

action with speech bubbles
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Category & Product Listing - Desirability — Product Features
How to optimize your brand’s desirability on Amazon?

Good Practices for Product Features

If a customer has made it to the product description, he / she has already
About this item

o STABLE NECK & CHIN SUPPORT - Constructed out of high-response
memory foam dlassic u-shaped Airplane Neck Pilow is designed for
premium neck and shoulder support. Features an adjustable toggle
for a perfect fit to your body. No more sore muscles, no more bad
naps!

» COMFORT IS THE TOP PRORITY - Our streamlined memcey foam
nedk pillow i designed with comfort in mind to provide the easiest
way to find comfoet on any sitting journey, tested and perfected for
long airplane/train/bus/self-driving journey. Make sure that you can
relax and sleep faster even sitting on the seat.

» MAXIMIZE PORTABILITY FOR YOUR TRAVEL - Premium drawstring
bag and bult-in elastic strap make our travel neck pillow the perfect
travel companion, Easy to attach to your carry-on or perfect to stow

e Inside your bags. Compact and ready to rol!
. . Ho¥ over image to saom i e FRESH YOUR EVERY JOURNEY - Every ZAMAT Plane Pillow Features s
- How your product can make your customers lives easier and better | ot fa i - R A A R AP e R PR
! 0 s Et“ . i h__:_‘ machine washable so that it's quaranteed to stay soft, fresh, and
comfy no matter bow many adventures you tackle. Be prepared, be

. . . . ipiy s ready, stay comfortablet
- Functionality and features. Demonstrate using real life examples if it is “ 10:.1 R:“Am“ & COMFORY - Providing satisfied shopping

made it half-way through the buying process

v" Length of Title: Minimum of 250 words

v' Format: Use bullets, start with a heading and elaborate your point. Use
capital letter for at least first letter after every bullet. You can add up to five
bullets, with up to 100 characters for each line. Five bullet points are
recommended. Avoid punctuations . Use semicolons as separators

v' Content: Keep the features precise, clear, and short. Contents should

include key benefits first, features later:

- Why is it important to buy it from you rather than your competitors

experience for every customer, we promise to make up for youwr
disappointment if the airplane neck pillow doesn't meet your
expactations. Arry problemns? Please feel free to contact us. We are
always available.

feasible
- Product quality and warranty if you offer any

- Include information only that is related to your product

- Do not use quotes or testimonials here

- Ensure that your description matches the images

- Do notinclude company information or link to website
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How to optimize your brand’s desirability on Amazon?
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Nl cwwr stiage Bz oM

In stock,
Delhnery bry: Yo, Mar 17 Dytaits

D Select dcdivery location

Visit the Yun ey Stom
YunJey Round Neck Triple Color Block Stripe T-
Shirt

Wl el - 30271 ratogs | 153 answered guestions
Price: $9.99 - $16.99

it True to size. Order usual size

Size

Salect v Saw Chant

Color Back

topsoaBa0

PNl On closare “
Line Dey

Classic summer stnped shirt with shoet sieeves

Smple, dhwe and delightful top for summernyou can pair it with jeses or leggings

This tee is breathatile and great to wear all day

Recommended With Cold Wates / Do Not Beach / Mang Or Line Dry

Pleass sttention the size chart i the picture s the actual length of clothes, Select the
size secoeding . Amazon Size Chart is not ours, DO NOT USE (T

Good Practices for Product Features

ol ower Inage 02 oom

Whitmar

Whitmor Over-The-Door Shoe Rack
White 36-Pair

WEWEEL ¢ X7 cumareer wvinan
| 150 3rpwend Guestion

m 1 Ay Footwesr & Acococr ey

Moe $23 .99 prime

Oet 370 off imulardly: Pag $0.00 uzon eporavel fur the Ananm
Prime Graverdh Ve Cand

Lo 35 MR
24-PNR 1G-PAR Roat Sand
bl o e
— Eanad
+ Bary have the abdiny o Tokd wp oresing move space 50 talle
shoes o beots
o Whitreer's OT0 show rack & made of duratie white resie and
Pan ron-dip door peeh

¢ taenly dd oode doset Siaage with Whitnacs 56 Py 0TD
shoe rck

o Asserrbied dheveraionm FAX JLESX M5 scven

« Thivamy no ssols mouired thos rack ioaks grast & ackis
Harxcthen 10 aimost 30y spece

o Exty ocage 100 0 % 36 pavs of hees with this Manging
Swir-the-goor shoe sk

+ Whitreees OTD shom rack s perfact urell spame wlution for
Acernmets and dorms

» Service & Quanertos Whntimoe stands by owr peoducts IF you

Sewe bry profybern, costact ul far help

Sold by Usigue_det (40 cut of S sears - 30 ratiage).

o Thade oarphenes ane popular today for thalr compact desgn
* long Listng non tangling wires for way handing

s White colows 231
+ See more product details
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Category & Product Listing - Desirability — Product Description (A+ Content or Enhanced Bra

firesideventures
nd

A+ Content provides you with different modules so you can completely customize the look and

feel of your Amazon product descriptions — keeping your potential customers engaged.

Why should you work on A+ content:

Increase conversion rates: According to a study conducted by Amazon, the average
conversion rate increase when utilizing an A+ Content description is 5.6%. Higher
conversion = More sales = Increased ranking (with the same amount of traffic)

Fewer returns and negative reviews: By providing specific features, benefits, and specs of
product, sellers can help customers make more informed purchasing decisions, which
hopefully will lead to fewer returns and negative reviews

Increase brand awareness: specialized content gives the seller an opportunity to not only
sell the customer on the product but on the brand as well. Grow brand awareness by
educating customers on the products, brand’s story, and why the customer should buy from
seller and not competitors.

Increase brand loyalty: Coming across as a real brand that people can trust can help the
seller build a loyal customer base to encourage repeat business.

Improved customer experience: By creating Amazon product descriptions using A+
content, the seller can help consumers digest listing details with its easy-to-read format
and images, keeping them from scrolling too quickly through the information the seller is

using to convince them to buy.

Significance of A+ Content

-
FrmaAl! COCTFIe
Sty Wt 0007 LT SRS G B N T LN Lt (A | W BIVEG I 1 B TNETE M { DRy VRTRE £ S 1 AT S R DS S YD e Ll

e T L N T L T T i e e e T TR o
SO 55 R0y 18 DTN 8 g SBe w1 B N TRREE £ et e L et A O Ay T LB R B O A AR, W SR PRy DD e S e e 4 B
L L T e S T
B e e et iy W] B W Khd e R 5 e By el e e 0 0 R o s by W e . e S ol 1 4 ey L BLER e s e Ty 14 P
s e o e W (P g g e |6 e S S ey | AR SR G e S S e S W Sy |00 P e g S——

Highkey J
OO

% -
COONIES
POR ON-THE-GO!

."‘ ovan s. . "

Hightey

Instead of going for a large bulky product descriotion,
sellers can go for a more structured description enhanced
with images or videos
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Category & Product Listing - Desirability - Product Description (A+ Content or Enhanced Bran
Content)

How to create A+ Content Page

Step &

In seller central, hover over Advertising > A+ Content Manager. cionsatu

Click 'Start creating A+ content”.
Catalog Ivertory  Pricng  Ocders  Advertaing  Stores Reports  Performance  Apps & Services D28
e e——

PP A=+ Content Manager .. a I ml
n'ad the l’tes' (ov‘n']g r’la‘eo annou T A4 COOSEN M AGEY W 0D N (I I T ORRT D008 T AN et gt D0 B G0N LTSN MOt I ROCT Nt

Lhr T A g 210N 00 Ot SaAZ N OF 200 N At CONERRT T PRty s yees e by S ———— e e

o Step 4:
Add content name and language. elick * Module'.

v - o e - | A s X
Content detads e
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Category & Product Listing - Desirability — Product Description (A+ Content or Enhanced Bran
Content)

. = ) [ 1 ?

How to create A+ Content Page

Step 5:
Choose your modules, Rep &

Review and submit for approval.
You are allowed to add up to seven modules for your As content. Here is my preferred layout.
Bafore you start writing your content, refer to Amazon's A+ Content Guidelines to ensure you do
* Module I Logo not viclate any of their terms. If you include information that Is not allowed, it will delay the

* Module 2 Image Header With Text - Large 970 x 600 pixel image that talks about the brand, approval process, which can take up to seven days.

product ete. You can also add in text below the image to talk more about beand story

* Module 3. Standard Image & Dark Text Overfay - Create a 970 x 200 pixel banner graphic * Do not Include any spacial characters such as trademark or copyright symbols
that stands= cut (text box is optional) * Do net include any language such as Quarantee, best-selling product, atc,

* Module 4: Standard Single Image & Specs Detail - Add one 200 x 300 pixel image and * Proofread before submitting and make sure there are no spelling errors
important product infofspecs * Do net mention your competitors or another brand name

* Module 5 Standard Single Left Image - Talk about main festure or benefit. You can add ore * Do not repeat a word too many times
300 x 300 pixel image and text * Maka sure image resolution is clear

* Module & Standard Single Left Image - Talk about the second main fealure or benefit. You * Do not include any links or references to your own wabsite

can add one 300 x 300 pixel image and text
* Module 7: Standard Three Images & Text - This i a great spot to talk about other features or
berefits of your praduct
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Category & Product Listing - Desirability — Product Description (A+ Content or Enhanced Bran
Content)

How to create A+ Content Page

Image size requirements to keep in mind:

* Logo: €00 x 180 Pixels

* Banner: 970 x 300 Pixels

« Comparison Chart 150 x 300 Pixels

* 4-image & Text Module; 220 x 220 Pixels
* 4-Image Quadrant: 135 x 135 Pixels

* All others: 300 x 300

Make sure to check each module before you create any images.

After you create your content, the next step is to apply ASINs. After you choose which ASIN|(s) this
A+ page is going to be applied to, you will need to submit it for approval.

Again, this process can take up to seven days and if something is incorrect, you will have to fix the
error and resubmit your listing for approval.
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How to fully optimize A+ content?

v' Provide unique and relevant product information

- By providing as much information as possible, the seller can limit the number of returns and negative feedback. Including the brand’s key USP to help differentiate products from the
competition is extremely useful. Might require the brand to keep a few customer personas handy while wording the exact descriptions

v' Make the content easy to consume

- Stay away from large paragraphs, confusing language, unknown abbreviations, etc. Keep it informative but short and to the point. Include the most important information in your images
so shoppers can quickly scan through the listing to find what is important to them

v' Answer common questions posted on your listing/reviews/feedback or competitors listings

- Find out what customers are asking about regarding the specific type of product. If people are asking questions, it means that info is hard to find or not included in your competitors’
listings. Make sure to address those questions and/or concerns with the content

v’ Alt-image keywords

- Amazon now requires the brand to add keywords to each image in the A+ content. The image keywords are also used for screen reader applications for visually impaired customers

v' Benchmark with competition

- Identify competitors whose A+ content looks good. Use this as a benchmark and make better content than them. Show potential customers why your brand is superior over your

competitor
v' Creating great images & infographics
- Great images sell products. Combining text within your images that include specific product info, specs, or features, can be very beneficial to converting visitors into buyers. This is a

great opportunity to provide amazing visuals so your customers can picture what the product will look like in real life.
v' Provide real value
- Do not fill A+ content with fluff and random information no one cares about. Provide value to customers about the products and brand.

For example, address the frequently-asked questions shoppers have about the product in the product description and/or with infographic -
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Good and Bad Examples

B L

nmummmoqwm

workd really b ‘out be get’ cofes. ‘.e Dogs Meod r::»’.u’
113 Bhx pasct sarth hut § sondatsy sgmmet your bears. Whethes -
e R reaatan OF a6, Mot Matere Wil net be uppy untd Sanret Pavst Shduen
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Improvements: .xs .s . ‘ ‘XL .XXL

* Add alogo module at the top
* Other graphics that go into more detail about the
purpose and benefits of the canister

0)' l)'vl)&

:‘wn'c Sute

What works out?

* Great graphics on functional benefits, SKU variants, how
to use the product?
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’ ! 2
Other Good Examples
Fram the manufacturer
I —
i
Guilt-froe fried food
' None bverw's 4 fast and wasy way to
" o i’.‘.‘"‘ Rveritn masds sect
A wraths Woth the Neve A iy in
S9N Uhch yeu o oy crtigy \ : traditional frying methods®
AlR FRYER wt—wnl:uxnv . . e Cosk seth St to no oil
. “Testad 33051 Saep-frisd.
[ : randii French fries sith ATL
o e Ao Testing Labanatoey,
) Deep Sved sarples SSE/1R v
frind camabes 7715/ 05
Ninja Air Fryer Features
/ Y
.
.
-
Extra-large capacity One-touch contral panel Easy Cleanup Air Fry Rabest
4-guart ceramic-coated basket fits 2 |bs. of Choose between 4 programmable cocking Accessories are all dishwasher safe Tt e rirs gotdton bt wees yous Wadte yeer bemor e v eics, rented Febut and spvtve ety phere, fees Dewiy revww Futee o
MQS. mncﬂons.a\d "V controt & time and rwve with o ol the fat and ol MEPER e e Mo aven reguined ::::'r:mtmmmm ma:::l::::ﬁ“
temperatune.
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Content)

Other Good Examples

Linenspa

Take a Peek Inside
8 Inch Memory 8 = Mamory Foam
Foam and :
Innerspring Hybrid

Comlort Fosm ———

InPenpnogs -~

Camfiort You Deterve

Posh Hybrid
Design

NG, we re peonably ot talkng 4bout yors
Cat The esponsive suppert of 3pnngs phus
the contounng comiort of mamary foam
squals an unbestetie Mytod design that
provides woft comfort and ample support

Medium-Firm Feel Comfort-in-a-Box

An &nch profile and u medium-firm feel make A Lywr of saft memary fosm ceadbes your body Deon't ankward carry this o the
54y bed parfect for your kid's rooes, a coliege while you deep and religves pressure ponts for stairx vt grab a little hedper and the two of
darm room, o a guast room, tog-noteh comfort youll find hard to believe, you can have this bed dsep-mady in =o timn
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Other Good Examples

From the manufacturer «
————

> )
PO

Mouse Pad
with Wrist Support

Care your wrist with heant

4 Comfortable Slow 0 Rg;
Rebound Gel-Filled Cushion

Nan-slip PU 8ase Provents Sliding Toxtured Surface for Smoath Tracking Non-toic, No chemical odor
Al Deslgn tg Minimize d pressure This mowse pad can keep firmly b place on Mads fram high-quatey. derabie sextured Strict odar ol treatment, & you 1o
PN ‘iimize Han 3 maont surfaces eeen during ntenee use, The fabri, this mouse pad’s serfoce con improve longer sutter from bad smel disturted. Az the
nateral rubiber base prevenss shding 1o offer your moee’'s tracking movemenss. The pad same time your heatth & aito can be ensered
you stable operation. dlomng you to freely Flows the curser 50 meve arownd quckdy The material i cortcaed =0 that this wrist
MOV YOUT Mause withous iIntesruption without Ingrodkecing sstessve friction. You can rest mosse pad is safe to use
browse, mork, ond play games with pinpaimt
precsion ang high efhciency
——
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How to test results of optimisation?

Test Method 1

Keep track of your ‘Unit Session Percentage’ and sessions in your reports

The ‘Unit Session Percentage’ (also known as your conversion rate) is determined by dividing the number of people who visited your listing during a certain time frame (ie. sessions) into
the number of units sold during that same period:

Units sold / # of sessions = Unit session percentage

It's important to keep track of these numbers for at least 2-4 weeks to measure your progress. [t is not a magical fix and most likely won’t see drastic results overnight. Be patient!

Here’s how to find that in Seller Central:

Reports > Business Reports > Detail Page Sales and Traffic by Child Item > Find the product you want to measure.
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How to test results of optimisation?

Test Method 2
A/B test different layouts/text/images
A/B testing is a crucial part of selling a product on Amazon. What works for another product may not work for you.

If you don’t see any improvement within a month or so, start testing different layouts or images.

Test Method 3

Use the ‘Manage Your Experiments’ beta tool by Amazon

If you have this available to you then it will be very easy to A/B test your A+ content pages! But, right now, this feature is in beta and is only available to a select number of sellers.
These are the requirements for A/B testing eligibility:

* Own abrand

* Have very high-traffic ASINs

* Have published A+ content on those ASIN
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How to optimize your brand’s desirability on Amazon?

Customer Reviews and Ratings

Product reviews can make or break a new Amazon FBA seller. According to a 2017 study performed by G2 and Heinz marketing, 92% of customers are more likely to purchase a product after

reading a positive review. 52% of sellers believe getting reviews is a challenge on Amazon.

Two types of initiatives to avail good reviews on Amazon - 1) Amazon Custom-Built Initiatives 2) Seller Initiatives

Amazon Custom - Built Initiatives

v" Trust Amazon’s automated follow-up system

- Amazon has its own system in place for following up with shoppers who purchase products. These automatic emails encourage shoppers to leave a review and report any issues they
had with a product.

- Typically, Amazon only sends one product review request email. However, seller can send a second request through the Amazon “Request a Review” functionality This method requires
no effort from the seller as it is automatic.

v' Use Amazon's ‘Request a Review’ button

- Amazon’s ‘Request a Review’ button is a feature within Seller Central’s Order Reports which allows the seller to send an automatic follow-up email to the shoppers within 4 to 30 days
of purchase.

- Amazon only allows seller to send one review request. But, when coupled with the first email Amazon sends post-purchase, it increases seller’s chances of scoring a review

- The average review increase was 3.6 before the button was introduced. After introduction, for 94.7% of sellers who used ‘Request a Review’, the average increase jumped to 25.9.

—— e
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Category & Product Listing - Desirability — Customer Ratings and Reviews
How to optimize your brand’s desirability on Amazon?

Customer Reviews and Ratings

Seller Initiatives

v' Use third-party automated email responders

- Inaddition to Amazon’s internal automated responder, many sellers use third-party responders to send messages through Amazon’s seller messaging system.

- However, Amazon limited the quantity and types of messages that can be sent via its Seller Messaging System. From Amazon:

“You may send proactive Permitted Messages for the following reasons: resolving an issue with order fulfillment, requesting additional information required to complete the order, asking
areturn-related question, sending an invoice, requesting product review or seller feedback or both, scheduling the delivery of a heavy or bulky item, scheduling a Home Services
appointment, verifying a custom design, or any other reason where the contact is required for the buyer to receive their purchase.”

Permitted Messages do not include any of the following message types (in many cases we are already emailing customers with this information on your behalf):

Order or shipping confirmations

Messages that say only “Thank you” or that you are here to help if buyers have any problems

Marketing or promotional messaging, including coupons

Language that either incentivizes or persuades the buyer to submit positive product reviews or seller feedback, including by offering compensation, money, gift cards, free or discounted
products, refunds, rebates or reimbursements, or future benefits

Language that requests removal or an update of an existing product review

Language that requests a product review only if they have had a positive experience with the product

A repeat request (per order) for a product review or seller feedback”

Basically, you can only send permitted messages to request for a review/feedback or where contact is required. You can no longer send shipment updates, thanks for ordering, etc.
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, Keyword Search: Amazon SEO —

Direct and indirect factors influencing Search Engine Results Page (SERP)

Why is Keyword Search

TEXT MATCH RELEVAN (/ important?

ITles, Seotures, Preduct Descopbion)
* 70 percent of Amazon customers
AVAILAB".ITY

ooy never click past the first page of
search results

* 35 percent of Amazon shoppers

firesideventures

Factors That Influence

AMAZON'S ORGANIC
RANK ALGORITHM

\\—r/j

W

SALES VELOCITY

D Indirect Factors
FPULERAMENT

METHOO ,& [3
ltvnw.‘ . g l'{}l

click on the first product featured
on a search page

The first three items displayed in
search results account for 64
percent of clicks

81 percent of clicks are on brands
on the first page of search results
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Keyword Search: Amazon SEO —
. *Important factors
Amazon Search Algorithm (aka Amazon A9)
(7 is used by Amazon to assure that the “best-selling products” with the best margins by the most customer-centric sellers are placed in

front of searching consumers

» Sales Velocity*
Measure of the conversion and one of the pivotal factors of Amazon A9. Number and dollar amount of seller’s transactions per
month. Comparison of velocity with other sellers for same search keywords determines ranking.

Velocity Limits: Amazon monitors sales velocity regularly in order to protect its customers, implementing velocity limits that vary
by seller at registration. On exceeding velocity limit, Amazon will analyze account & increase velocity limit basis recent (weighted)
vs lifetime sales velocity. More here.

* Keyword Relevance*
Maps the relevance and the “degree of text match” of the search keyword with the listing.

Degree of text match is compared against:
Listing title

Bullet (feature-rich)

Product Description

Backend Search Terms
SERP Preference: Title > Bullets > Product Description > Backend Keywords

ProTip: Titles carry higher weight and hence the long titles often seen on products (while look consumer unfriendly) perform better

AN

in overall sales compared to others



https://feedvisor.com/resources/marketplace-fees-policies/amazon-sales-velocity-limits/
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Discovery i
Keyword Search: Amazon SEO

*Important fact
Amazon Search Algorithm (aka Amazon A9) mportant factors
'l

e Pricing
While Amazon searches for the most relevant and frequently purchased (best priced) product, it also searches for ones that offer
AMZ high margins. Brands must remain cautious of striking a balance between the two.

ProTip: Use real-time pricing algorithms to understand market dynamics and adjust pricing on the fly

*  Product Availability
If FBA, AMZ keeps stock of inventory. Monitor and maintain inventory to not run OOS. Also, important to track product
performance for timely delisting of NPAs and new product introductions.

ProTip: Benchmark for best fill rates at 85-95%

* Customer purchase behavior
The algorithm identifies relevance factors based on the shopper’s past traffic activity and tells Amazon’s website how to tailor
(pull, score and order) search results based on the interests of that customer.
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Keyword Search: Amazon SEO has evolved to accommodate misspellings/ search for near-same words

Results for “MamaEarth Shampoo” Results for “MamaEarth” also shows products that have bid on the KeyWord

amazon
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e e
- I In summary, A9 Algorithm displays similar search results with near-same/ misspelled keywords hence:
—= = Populate as many relevant terms as possible for your listing to show up despite variations and misspellings to
oty A increase your visibility, sales and overall rank in the search results
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Product Optimization Strategies 9
How to use Keywords to Optimize Listing Title?*

As part of the Amazon Best Practices, the Title must have:

L UL S e W w—— o
e Brand e
el L WINETY DOU W P et
* Productline : St g o s

Farene Saars | L0y
¥ e Povvanars v Pl

¢ Material or key feature Sevlaida , —r : =y
*  Product type S E B e

- ——— «
e Col prade -
olor - {E-:v:vw:u—_o-j th_!lll'l\}—‘
L] Boves -
[ SlZe b Brate’ 5o it e Fo00 I0e0w U WROTEe B I S W el
- r——— rogr Speet Dncrz e mar Vegematia Mt Miner Prasmes Sn0 -
fwea be emen ey .

- T—— %

o PaCkaging/Quantity . HAB™ Bk ATEEE ) ‘

e n ___ 3N
Yo A W — L -
The secret is however - 1) Order of these elements . i vt At eyt
2) Additional target keywords b2 e iy i

I Optimizing Amazon Product Titles: Action Steps
Numb_er Of character In dlfferent avenues. Pi— Use Magnez to research the most popular twe or three keywords for your product
O_rganl_c res_ultS: 1 15_144 CharaCterS dependlng on the prOdUCt/Category — 2 Adationally. use Keyword inspector 1o do an ‘Extendive Reverse ASIN' search on your
TltleS n I'all adS: 30'33 CharaCterS o comopatitor {Or, usa our frea ASIN Lookun Tool!)
MObile titles: 55'63 characters L Try to pick a competitor m the fop three spots with the most raviews. This is genarally

an indication they've been selling longer, which will provide more data,
Recorpmpndatmn _ {. Once you have these 3-4 sets of data, combine them and remove any search tarms
1) LISt lmportant keywords and Strateglcally place them before eaCh that are weelevant to your praduct. Then, use a waoed and two-word please frequency
character breakpoint in the title counter and start writing aut your titk based an ths fraquency

2) Lead titles with brand names

3) Make use of special characters, like the ones below, to add some style and _
naturally break up phrases: uln g Tools: Helium 10 - Magnet and Keyword Inspector can be used to study

competitor listings and determine the best words and placement

*part of your listing that will have the greatest impact (both positive and negative) on product performance in search
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< - - Brand Qs. Keyword stuffing -
Product Optimization Strategies Multplo usage of same woed i titles, desc, ullet- =
How to use Keywords to Optimize Bullets and Descriptions?* doesn't help =

Bullets influence two important factors in SERP:

« Conversion rate 1) Use all the keywords compiled from the master-list of top keywords in
e Product relevance category which are not used in product titles

2) A/B test the order of the bullet points - different copies may result in

Eg. For example, if you're selling a phone case you may point | 4 aisdcane i

out several brands and models it's compatible with.
“Samsung phone case” or “Galaxy S7 phone case”

Backend Search Terms
Used for keyword stuffing that impacts product visibility but are not
directly visible to consumers.

For example, if you sell a sleeping bag and couldn’t stylishly insert the
terms “...for camping that fits 2 big-boned people,” the backend search
terms are perfect for that.

Recommendations
1) May not repeat keywords once used in titles, description etc.
2) Stuff backend search terms to avoid cluttering product listing pages

For more on bullets, refer here - link to Shweta’s analysis

HOW TO USE BACKEND SEARCH TERMS

Backend search terms are also a great place to drop some Spanish terms, misspellings and
words commonly used in your niche,

Far example. if | sold dog accessories, | may Include the top 50 or 100 dog breads since
mast owners will search “dog collar for Labrador.”

As for misspellings, Amazon says they account for them but our experience shows
otherwise, so we include them,

For more on backend search terms, refer here - link to Shweta’s analysis

*carry lesser weight than title in SERP listing - less impact on rank but more on visibility



" Performance Optimization Strategies
How to improve discovery through influencing Sales Velocity?

Improving Sales Velocity through Traffic

Internal Traffic External Traffic
(via AMZ PPC) (via outside ads like FB, Google Adwords etc)

Tools for Driving External Traffic

1) AMZ Profit Pro clients will use one of the following strategies for their external traffic:
¢ Ad to Amazon Listing.
* Ad to Pre-Sell Page to Amazon Listing.
* Adto Squeeze Page to Opt-In for Single Use Discount Code delivered by email.
e Ad to Product Sales Funnel.

2) Use Launch Service such as "Viral Launch” which up your SERP rank without violating AMZ TOS.
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Performance Optimization Strategies =
How to improve discovery through influencing Sales Velocity?*

. . *Most important factor to increase sales
* Advertising*

There are three types of Search Ads on AMZ:

v" Headline Search Ads: Top of the funnel traffic
v" Sponsored Products: MOFU/ BOFU traffic

v Product Display Ads: BOFU traffic

1- sponsored pdt ads (more keywords, more views - 90% impressions happen in landing page); brands HSA and display G+FB
(volumes limited -> later more important)

« Ratings and Reviews affect conversion
For more reviews:
a) Proactive reachout to customers via Amazon platform (2% response rate)
b) Sign-up for AMZ Vine program for reviews thru AMZ empaneled judges

For negative reviews:
a) Understand nature of review: Unrelated may be removed by AMZ
b) Respond to customer thru the review response channel to allay concerns/queries

* FBA

Amazon Warehouse Stocking enables “Featured Merchant Status” and reach to Prime Members. Further improves chances to be a part
of AMZ BuyBox > Improves conversions and sales velocity.

* Images
Not only do quality photos that zoom influence conversions, which certainly impacts rank in search, it appears that more photos is
positively correlated with rank in the search results.
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