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This comprehensive blueprint serves as a checklist to guide you through auditing
your Amazon strategy. It covers various aspects, starting from conversion factors
and working up to traffic, market analysis, and leveraging free tools. Surprisingly,
many existing Amazon brands fail to utilize these tools effectively, despite their
potential to drive success on the platform. 

Here's a brief summary of the sections included in the comprehensive Amazon audit
blueprint and what they cover:
The blueprint covers four main sections:

Creative Review (Images, A+ Content, Storefront, Competitor Snapshot) This
section focuses on assessing elements that influence conversion rates, such as
product images, A+ content, brand storefront, and competitor analysis.

1.

Advertising Strategy Assessment This extensive section delves into evaluating
and optimizing various aspects of the brand's advertising approach, including
SEO, account performance, campaign analysis, targeting strategies, and creative
optimization.

2.

Market Analysis This section emphasizes understanding the brand's position
within its market landscape, including niche trends, search volume growth, click
share, brand saturation, and market share analysis using tools like Jungle Scout's
COBALT.

3.

Free Tools Activation The final section highlights several free Amazon tools that
brands should leverage to enhance their eCommerce strategy, such as Virtual
Bundles, Brand Story, Brand Referral Bonus, Customer Engagement, B2B Pricing,
and Manage Your Experiments (A/B testing).

4.

Audit your own

Amazon Advertising

Strategy Like A Pro. 
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Assessing the
Brand’s  
Conversion
Factors on
Amazon 

This section focuses on evaluating
the factors that influence conversion
rates, including images, A+ content,
your Amazon storefront, and a
competitor snapshot.

Section 1: 



Images

Storefront

A+ Content

Competitor
Snapshot

This subsection covers
optimizing main product
images for resolution and
zoom, utilizing the maximum
allowed images and videos,
highlighting benefits over
features, and leveraging
Amazon's Product
Opportunity Explorer to
determine the most impactful
benefits.

enhancing the brand
storefront with
lifestyle/branded images,
shoppable images, optimized
categorization, holiday
updates, driving customer
engagement through the
"Follow Us" feature, and
leveraging Amazon Posts for
free traffic.

Premium A+ Content,
utilizing various modules
(comparison charts, videos,
hotspots, carousels, Q&A,
etc.), and implementing
shoppable content to cross-
promote products.

analyzing competitors'
listings, Q&A sections,
reviews, highlighted benefits,
images, A+ content, brand
stories, and storefronts to
identify opportunities for
differentiation.
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Is your main image high

resolution? And does it

take up as much space

in the frame as

possible? Consider

hiring an editor to

slightly skew the

dimensions of your

product so that it still

represents the actual

shape, but takes up

more real estate on the

main image. Also,

ensure that your

resolution is as high as

possible. Grainy main

images can drive a

brand to the graveyard.

MAIN IMAGE

High Res
Takes up most space
Minimal Shadows

Low Res
off-center
Shadows
Doesn’t cover the full square
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9 Images + 1 Video

Secondary Images

Amazon will index your product more
accurately if they have 9 images and
a video. Ensure that you are checking
this box. 
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Many brands believe in their product immensely, and will make the mistake of
assuming that their target audience understands the benefits intuitively as a
result of reading through the product features. This is a fallacy. Make sure that
your images and feature points highlight the benefits of your product and even
your brand in order to ensure higher conversion rates. If you're struggling to
determine which benefits are most important to your customer, head over to
the Product Opportunity Explorer under the Growth tab in Seller Central. This
will provide you with the most data-centric comprehensive overview of the
positive and negative conversion drivers in your niche.

IMAGES

This Not This
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CREATIVE 

A+ Content
Most of our A+ assessment ties into the benefits/features conversation,
however, there are so many brands underutilizing the modules available to
them in their A+ content section. Activating Premium A+ (make sure to review
Amazon's rules for this), using high-resolution images, not text stuffing, and not
repeating the exact same content as your main images are among the most
common mistakes. 

Comparison Charts, Videos, Hotspots, Carousels, Q&A, Technical Specs, Brand
Highlight, Shoppable Content.
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This is also referred to as "A+ Hotspots" but

deserves an additional shoutout. This is

because many brands looking to increase

CLV are overlooking the opportunity to

cross-promote products for free without

disruptive competition in this section.

SHOPPABLE
CONTENT
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Storefront
Many brands use storefronts in an incredibly basic way, and don't consider it a
major opportunity to increase customer loyalty, conversion, and engagement.
Adding lifestyle images to the storefront can take your brand from generic to
experiential. Additionally, making images shoppable removes yet another seam
in the customer journey from discovery to conversion.

12



Categorization
The chaotic categorization of Amazon storefronts could be its own coffee table
book... you would be shocked at what we've seen after conducting thousands
of these audits ourselves. Your storefront categories should align with your
catalog, without overwhelming your customer. Too many choices will decrease
conversion, and too few will do the same. Find a happy medium that aligns with
your catalog nicely. Additionally, consider making this friendly with your
storefront headline ads strategy. If you plan to feature one group of three
products together in a headline ad, it might make more sense to drive clicks to
a relevant subpage in your storefront as opposed to just driving to the
homepage.

This

Not This
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Many brands will update their storefront
for Q4 with holiday imagery to increase
relevance and conversion. Our only advice
would be to ensure that you have an
updated storefront scheduled to go live as
soon as the holiday season ends, so that
you're not featuring Haunakkuh gift ideas
in March.

HOLIDAY UPDATES

Storefront

1

If you visit a brand storefront in 2024,
you'll likely see a small "follow us!" note in
the upper left-hand corner of the
homepage banner. This isn't technically
against Amazon's rules, and is an excellent
way to drive increased value to your
customers. Once 1000 customers follow
you, you are eligible to promote your
product through Amazon's customer
engagement tools.

FOLLOW US

Say this with us "FREE TRAFFIC TO MY
LISTING"... say it ten more times or until
you understand how valuable this feature
is. Amazon Posts are the single most
underutilized traffic opportunity for
brands today, and are so frequently
overlooked. These will be placed all over
Amazon's listing pages, including your
competitors! It's even more of an
opportunity if you already have product-
centric social media posts that exist on
Instagram & Facebook, that you can
simply copy over to Amazon posts. Don't
sleep on this feature like many brands do!

AMAZON POSTS
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Storefront

Competitor Snapshot
Briefly explore your competitor's listings. What questions are they answering in
their Q&A? What are the reviews saying, and are there opportunities to
differentiate your brand as a direct solution to these grievances? Which
benefits are they highlighting? Look through their images, A+ content, Brand
story, Storefront, and Q&A to understand how they might be appealing to their
segment of the market.
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Section 1: Assessing Brand Conversion 

☐ Creative Review Images: 

☐ Optimize main image resolution and zoom 

☐ Include 9 images + 1 video 

☐ Highlight benefits over features in images 

☐ Use Product Opportunity Explorer to identify key benefits 

A+ Content: 

☐ Activate Premium A+ Content 

☐ Utilize modules (charts, videos, hotspots, carousels, Q&A,

etc.) 

☐ Implement shoppable content 

Storefront: 

☐ Add lifestyle/branded images 

☐ Make images shoppable 

☐ Optimize categorization 

☐ Update for holidays 

☐ Enable "Follow Us" feature 

☐ Leverage Amazon Posts 

☐ Conduct competitor snapshot analysis

CREATIVE CHECKLIST
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Assessing
Your Brand’s
Amazon
Advertising
Strategy 

This is the bread and butter of your Amazon

strategy - driving traffic cost-effectively is integral

to any successful eCommerce brand. This will be

the longest checklist so far, and we will include

the tools (including those on/off Seller Central)

that we use to assess each item in this list.

Section 2: 



SEO

Campaign Analysis

Performance

Evaluate your organic search
rankings and optimization
compared to competitors.

Dive deep into campaign structure, targeting strategies, keyword
distribution, budget allocation, creative optimization, competitor
monitoring, and brand defense tactics.

Analyze key performance
metrics like sales trends,
distribution across SKUs, ad
sales ratio, spend attribution,
and month-over-month
fluctuations.
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This report will provide the most granular

insight into not only your own title strategy, but

that of your top 10 competitors. This report

shows the title, ranking, search volume top

keywords relevant to your title, and whether or

not your title is matching in exact phrase or

broad.

Organic Rank Comparison
via Datadive

SEO
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(business reports, Seller Central) Assess
how this trend has changed over time,
particularly in relation to your advertising
spend over the same period.

12 MOS SALES TRENDS

ACCOUNT PERFORMANCE

How does your sales distribution look
across the catalog? Most brands see sales
fall into a "pareto" distribution, where 20%
of products are driving 80% of sales. The
more sales the smaller portion of SKUs
drive relative to the rest of the catalog, the
higher the risk. For example, if a catalog
with 20 products is generating $3M
annually thanks to 1-2 of the products,
there is a high risk to consider if something
gets flagged or suspended for any reason.

SALES DISTRIBUTION ACROSS SKUS

(Pull these numbers from Ad Console &
Business reports) This will be the result of
dividing Advertising sales / total sales. A
higher ratio often appears in newer
brands/listings naturally. 

AD SALES/TOPLINE SALES RATIO
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(Ad console reports) How are things
performing month after month? Is your
brand seasonal? What are the KPIs you're
targeting in each quarter if so? For
example, for a brand whose sales favor Q4,
Q1-Q2 might be a time to increase top-of-
funnel efforts. The more customers that
the brand has in the middle funnel stage
by Q3-Q4, the more effective conversion-
focused advertising will be during the peak
season.

MONTH BY MONTH PERFORMANCE

(Seller Central Catalog) Many brands -
including extremely well-known brands -
have TERRIBLE Parent/Child ASIN
structures. Many times, brands will parent
"similar" children under a single SKU,
exceeding 10+ child ASINs in order to keep
everything in one place, but this ultimately
confuses the customer, and they leave the
listing to convert on a simpler competitor
page. There may be opportunities to split
your listings into multiple parents while
preserving reviews, and taking up more
space on the search results page. Consider
this approach if you have two SKUs that
might not necessarily need to be parented
together.

PARENT/CHILD ASIN STRUCTURE

ACCOUNT PERFORMANCE
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(Ad Console Reports by ASIN pivoted with
ASIN level business reports showing
topline sales) Take a moment to
understand which of your ASINs require
the most ad spend, have high TACoS, and
which ASINs might need more allocation in
comparison to the rest of the catalog.

PARENT ASIN TACOS BREAKDOWN

CAMPAIGN ANALYSIS 

(Ad Console Reports) Most of your top
keywords should be targeted via Broad,
Phrase, and Exact match targeting. This
analysis requires a bit of excel knowledge,
but pulling each ASIN into its own tab to
show which keywords are targeted via
which match types will provide you with a
clear picture of where your dollars are
deployed, and where they might need to
be spent.

EXACT/PHRASE/BROAD DISTRIBUTION 
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(Ad Console Reports) Often times we see brands targeting the top of search
on terms where they already rank #1 organically, own 80%+ impression share in
the sponsored brand space, and have several branded listings throughout the
rest of the search page. This is redundant, wasteful, and inefficient. There is no
need to target terms with top of search bids if the listing already ranks #1
organically. Consider using that space to promote another product in your
catalog, or just pull back all together. There are a few cases where dominating
this area makes sense, but in many cases this is just a waste of ad dollars.

PLACEMENT MODIFIER USAGE

CAMPAIGN ANALYSIS 

(ad console reports) Understand where your allocation is going keyword-wise,
and which keywords are responsible for most of your advertising returns.

TOP KEYWORDS 
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CAMPAIGN ANALYSIS

Non-converting spend

(ad console reports) The next few analyses will require some excel skill, but are
absolutely integral to this audit. These may be the most important components
of improving your ad strategy. Log in to ad console, and pull a keyword report.
Now sort the keywords by non-converting, High ACoS/low conversion, High
ACoS/high conversion, and low ACoS/high conversion. Eliminate spend
towards all non-converting and low conversion keywords, to be reallocated
towards those with high conversions.
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(exact phrase broad | Orders, ACoS,
Spend, CVR) Understanding how much of
the allocation is going towards each
targeting type is essential. This will tell you
how much long-tail opportunity is being
captured with your existing ad strategy. If
compared with the results from your
earlier assessment at the ASIN level
showing which ASINs are targeting
keywords in each match type, this will
show you how much opportunity there is
to capture as a whole.

ALLOCATION BY TARGETING TYPE

CAMPAIGN ANALYSIS 

If your goal is to grow the brand, we
assume that new to brand customers are
gold in your mind. Assess how many new
to brand customers are coming through
your campaigns at an ASIN, keyword,
campaign and ad level.

NEW TO BRAND ORDERS

In most cases we recommend a 70/20/10
breakdown of spend across Sponsored
Products/Sponsored Brands/Sponsored
Display. In some cases this distribution
might look different, for example in the
case of a demo-friendly product that does
very well in sponsored brand videos, but
most of the time this distribution should
follow a 70/20/10 split.

SB, SP, SD BREAKDOWN
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You might be surprised to hear that most
brands are not activating their Sponsored
Brand Video ads. That's right - MOST
BRANDS. It's crazy. This ad type is only
effective if the video creative follows best
practices. Consider using Amazon's new video
builder tool in ad console to guide this
process. Most successful videos in our
experience mention the benefits of the
product via text (most viewers don't use
sound) in the first 3-5 seconds. This must be
easy to read while scrolling down the search
page. Consider testing the following creative
variations: mentioning different benefits via
text in the first 3 seconds, lifestyle footage
first as opposed to product footage, and static
image slideshows

SBV ACTIVATION & CONTENT OPTIMIZATION

CAMPAIGN ANALYSIS 

Many brands are not leveraging Sponsored
Display ads at all, or they're only
leveraging them halfway. Check your
activations to ensure your brand is testing
targeting competitors, categories, ASIN
lists, interests and otherwise. This data can
easily be translated into Amazon DSP
campaigns when your brand is ready to
activate more aggressively on the
programmatic side.

SD TARGETING TYPE
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(pull a search term report and aggregate by match type) While you assess the
distribution of your match types, take a look at what conversion rates look like
at the phrase and broad match level. If high conversion rates exist, this is
indicative of opportunities to harvest terms and move them "down" a match
type. From broad to phrase, then phrase to exact for example.

SEARCH TERM HARVESTING

CAMPAIGN ANALYSIS 

SB custom image, SD (check each campaign in ad console) Many sponsored
brand ads we audit are using 1-2 custom images across several sponsored
brand ads, despite the image being completely irrelevant to the search they're
targeting. Consider adding custom images to each sponsored brand campaign
that are highly relevant to the search being targeted. Same thing for the
Sponsored Display ads.

CUSTOM CREATIVE USAGE

(view your listing pages in incognito
mode) If your competitors are targeting
your product pages and you have a low
TACoS, it's very likely that there's room in
your budget to protect your brand from
siphoning market share to competitors.
Note: in the next chapter, we'll show you
how to measure your market share over
time.

COMPETITOR AD TARGETING
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Sometimes it might not make sense to defend your branded

terms as aggressively, but this is the minority of cases.

Defending your branded real estate (brand search terms, and

branded product search terms) is like setting up a moat

around your market share. It's essential to ensure that your

competitors don't take the share you've worked so hard to

earn. It also allows you to control the customer experience

strategically. This is similar to curating an end cap promoting

your brand at a grocery store - not in the sense that end caps

are an awareness play necessarily, but more in the sense that

you can introduce new products to your customer while they

search for your more popular listings.

Amazon search: your
branded terms

CAMPAIGN ANALYSIS

28



Section 2: 

Assessing Advertising Strategy

☐ Evaluate SEO and organic rank 

☐ Analyze account performance metrics 

☐ Optimize Parent/Child ASIN structure 

☐ Assess TACoS breakdown by ASIN 

☐ Analyze keyword match type distribution 

☐ Optimize placement modifier usage 

☐ Identify top keywords and non-converting spend 

☐ Assess allocation by targeting type 

☐ Track new to brand orders 

☐ Balance SB, SP, SD spend 

☐ Activate and optimize SBV 

☐ Leverage SD targeting types 

☐ Harvest search terms 

☐ Customize SB and SD creative 

☐ Monitor competitor ad targeting 

☐ Defend branded terms

ADVERTISING CHECKLIST
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Assessing
the Market

Many times a brand will approach us saying their sales

have been continuously falling in the recent 3-9

months, despite increased ad spend and improved

content. This immediately signals to our team that the

market may be the culprit. Understanding how much of

the market your brand owns, as well as how much

demand is available to capture in the market, is

essential to understanding which levers to pull.

Section 3: 



Niche

Benchmarks

Searches

Market Share

Evaluate niche trends like
search volume, growth rate,
conversion rates, and
average price points to
understand your positioning.
(product opportunity
explorer)

Benchmark your
performance metrics like
conversion rates and new-to-
brand customer volume
against key competitors in
your niche. (product
opportunity explorer)

Analyze search volume
growth over time to identify
emerging trends, determine
your niche's click share and
brand saturation levels, and
track branded search volume.

Leverage tools like Jungle
Scout's COBALT to measure
your brand's revenue and
overall market share within
the niche over time.
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MARKET ANALYSIS

Seller Central >
Growth > Product
Opportunity Explorer

Find your niche in the

market (the example

here is "grain free wet

cat food") - you would

be surprised to see how

many niches &

subcategories Amazon

has included - and

assess the following

metrics: Search volume,

Search volume growth,

search conversion rate,

and average price point.

Assess where your

brand's metrics fall in

comparison to the

market.
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MARKET ANALYSIS

Search Volume Growth

If the search volume is growing over time, it's likely that the market is growing
over time, or that there could be an emerging trend. Evaluate hashtags on social
media (TikTok, Instagram, YouTube, Facebook, Snapchat) to assess where this
trend might be coming from.
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NICHE CLICK SHARE

Determine whether the niche you're
operating in is high, medium, or
minimally oligopolistic. In other
words, use Amazon's Product
Opportunity Explorer to understand
whether or not major brands are
already capturing a majority of the
new to brand and existing traffic.

MARKET ANALYSIS

NUMBER OF BRANDS/SATURATION

Use Product Opportunity Explorer to
find out how many brands are in the
niche, new to the niche, and have left
the niche over the past 360 days.

BENCHMARKS

The Product Opportunity Explorer
will also show you how your average
competitor's conversion rate and new
to brand customer volume stacks up
compared to yours.

BRANDED SEARCH VOLUME OVER TIME

Product Opportunity Explorer will
show you how much branded search
volume there is in the niche. If high
BSV is observed, this may mean that
you will spend allocation attacking
your competitor terms.
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Section 3: 

Assessing the Market 

☐ Market Analysis 

☐ Evaluate niche trends

☐ Analyze search volume growth 

☐ Determine niche click share 

☐ Assess number of brands/saturation 

☐ Benchmark against competitors 

☐ Track branded search volume 

☐ Measure revenue and market share

MARKET ANALYSIS
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Free Tools to
Boost Brand
Growth

The following list of free tools may seem arbitrary

to many brands. If you’re already active in every

single one of these, it may surprise you to hear

that you’re in the minority of Amazon sellers.

Many sellers don’t see the immense value that

these FREE tools can add to their eCommerce

strategy, not just on Amazon but across the

internet. 

Section 4: 



Virtual
Bundles

Brand Story

Brand
Referral
BonusAmazon virtual product

bundles allow grouping 2-5
existing products to sell
together on one listing page,
growing cart size and loyalty
without extra advertising.

The Brand Story feature is a
scrolling carousel to help
brands stand out, highlight
messaging, and showcase
their catalog.

The BRB program gives 10%
referral fee credit when
customers find products
through non-Amazon ads
and purchase within 2 weeks.
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Customer
Engagement

Experiments

B2B Pricing

The MYCE tool enables email
marketing to existing and
lookalike customers for
increased engagement,
loyalty and retention.

Manage Your Experiments in
Seller Central allows A/B
testing of titles, images,
descriptions, bullets, and A+
content by showing different
versions to customer groups.

B2B pricing lets merchants
purchase from each other
with custom prices based on
volume, relationships, and
helps boost A9 ranking
considerations.
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By following this comprehensive audit blueprint, you'll gain valuable insights
into your Amazon strategy, identifying areas for optimization and growth
opportunities. However, conducting a successful audit and implementing the
necessary changes requires expertise and a data-driven approach.

Don't miss out on the opportunity to take your Amazon business to new
heights. Sign up for a free comprehensive audit from Incrementum Digital's
expert auditing team today. Our team will meticulously evaluate your Amazon
strategy, providing data-driven recommendations to help you maximize sales,
outperform competitors, and achieve long-term success on the platform.

Request your free audit now by clicking the button below. Unlock the full
potential of your Amazon brand with Incrementum Digital's proven expertise.

Conclusion

GET A FREE AUDIT

39

https://incrementumdigital.com/free-audit/


Thanks For
Reading
Our Guide! 

Incrementumdigital.com

https://www.linkedin.com/company/incrementumdigital-com/?viewAsMember=true
https://www.instagram.com/incrementumteam/
https://www.facebook.com/Incrementumdigital
http://incrementumdigital.com/

