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Audit your own
Amazon Advertising
Strategy Like A Pro.

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:
1.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.
2.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.
3.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.
4.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).



Index

Conversion

Images 7
A+ Content 10

Table of
Contents

Advertising

SEO 19
Performance Analysis 20
Campaign Analysis 22
Advertising Checklist 29

Market
Searches 32
: . Benchmarks 33
Market Share 34
g Market Checklist 35

¢! MARKET SEGMENT TRENDS

Demand and category conversion rates are increasing throughout the year.

Free Features

":,%_z All Free Features 37
Get an Audit from Us 39




[ INCREMENTUM
DIGITAL

Section 1;

Assessing the
Brand’s
Conversion
Factors on
AMmazon

This section focuses on evaluating
the factors that influence conversion
rates, including images, A+ content,

your Amazon storefront, and a
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.
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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.
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A+

Content

zzzzz

+ Add new module

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

Competitor

Snapshot

NN

Title of the Item Title of the Item Title of t
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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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s 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

€ Low Res

© off-center

© Sshadows

Q Doesn’t cover the full square
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Roll owver image to zoom in
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Secondary Images

Amazon will index your product more
accurately if they have 9 images and
a video. Ensure that you are checking
this box.



IMAGES

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.
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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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SHOPPABLE
CONTENT

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.
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amazon basics 3

basics + Follow HOME BEDROOM = EITCHEN = LIVING ROOM BATHROOM = DALY LIVING = GARAGE = MORAL - Q Search all Amaron Basics

>

Highly rated
products
at low prices.

kitchen

fitness / /'%’ n \

daily living

electronics

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.
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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.

Home
100% ALPACA BLAMNKETS
VARIEGATED BLANKETS

STRIPED BLAMEKETS

LARGE WOOL BLANKETS

PANAMA HAT
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BLANKETS
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CLOTHING >
IRISH ACCESSORIES >
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Storefront
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HOLIDAY UPDATES

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.

FOLLOW US

If you visit a brand storefront in 2024,
you'll likely see a small "follow us!" note in
the wupper 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.

AMAZON POSTS

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!
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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.

Based on your recent views
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Section 1: Assessing Brand Conversion

O Creative Review Images:

0 Optimize main image resolution and zoom

O Include 9 images + 1 video

0 Highlight benefits over features in images

0 Use Product Opportunity Explorer to identify key benefits

A+ Content:

O Activate Premium A+ Content

o Utilize modules (charts, videos, hotspots, carousels, Q&A,
etc.)

O Implement shoppable content

Storefront:

0 Add lifestyle/branded images

0 Make images shoppable

O Optimize categorization

0 Update for holidays

0 Enable "Follow Us" feature

O Leverage Amazon Posts

o0 Conduct competitor snapshot analysis

CREATIVE CHECKLIST

L INCREMENTUM
DIGITAL
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Section 2:

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.
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Evaluate your organic search
rankings and optimization
compared to competitors.

Campaign Analysis

PPC Spend Attribution

SP
B7.4%

Total Seles [l PPC Spend

2,000,000

Performance

51,000,000

$600,000
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Analyze key performance
metrics like sales trends,
distribution across SKUs, ad
sales ratio, spend attribution,
and month-over-month
fluctuations.

PPC Sales Attribution

Dive deep into campaign structure, targeting strategies, keyword
distribution, budget allocation, creative optimization, competitor

monitoring, and brand defense tactics.

D

5P
88.7



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.
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ACCOUNT PERFORMANCE

W PPCSales [l Oeganic Sales [l Total Sales [l PPC Spend

12 MOS SALES TRENDS 2000000

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

SALES DISTRIBUTION ACROSS SKUS

Total Sales Distribution

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.

AD SALES/TOPLINE SALES RATIO $2.000.000

(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. B

x

PPC Spand PPC Sales Organic Sales

51,500,000

51,000,000
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ACCOUNT PERFORMANCE

MONTH BY MONTH PERFORMANCE

(Ad console reports) How are things
performing month after month? Is your 20230801
brand seasonal? What are the KPIs you're 20230701
targeting in each quarter if so? For el
example, for a brand whose sales favor Q4, ——
Q1-Q2 might be a time to increase top-of- Ty
funnel efforts. The more customers that 20230201
the brand has in the middle funnel stage 23010
by Q3-Q4, the more effective conversion- i
focused advertising will be during the peak
season. S

2023-05-01

2022-11-01

PARENT/CHILD ASIN STRUCTURE

(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.

21
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CAMPAIGN ANALYSIS

Top Parent ASINs - July

Sessions  Total Orders Total Sales

PARENT ASl N TACOS BREAKDOWN 4665{] 45613 175371 9.5'?% 9.53% lJ.I‘ . 29.35%

14431 4323 £127504 29.26% 6.93% 20.99% 6.32%

(Ad Console Reports by ASIN pivoted with 7928 3565 |S124346  4a9m  e75% 0.00%
ASIN level business reports showing 10852 200 |0 M2 65 A0 AN
. 11668 3,258 $104,147 2792% 5.66% 79.34% 10.45%
topline sales) Take a moment to T T
understand which of your ASINs require 14257 3768 | 891720 2643% 498K  7035%  2677%
the most ad spend, have high TACoS, and T D oo
i i i i 13325 3135 77928 2353% 423% 51.99% 232T%
which ASINs might need more allocation in o ra08 | srom2  sssme assk 000%
comparison to the rest of the catalog. e R O . -
2,488 737 $55.482 274N 3.02% 0.00%

3,537 1442 $54.204 41.37% 2.94% 0.00%

SPONSORED PRODUCTS

HEADLINE ADS

MNoLT ted | & gi=lissc] Mot T etad
EXACT/PHRASE/BROAD DISTRIBUTION e 4 wbigin
Mot Targeted Targuetesd Mot Targeted
I asgated Mot T. b Mot T toa
(Ad Console Reports) Most of your top - ’T | “":'“J ) l""""‘:,:d
. Bage e A CpELes ol Targ
keywords should be targeted via Broad, Taraated Mot Targeted Not Targeted
Phrase, and Exact match targeting. This Targated Mot Targeted largeted
analysis requires a bit of excel knowledge, largeted Mot Targeted Mol Targeted
. . . Tam | Taroet L
but pulling each ASIN into its own tab to *aeted R Targeted
. . T e Mot Targeted Mot Targeted
show which keywords are targeted via Mot Targesed ———— Bt Targatad
Wh|Ch matCh typeS Wl“ prOV|de yOU Wlth a Targeted Targeted Mot Targeted
clear picture of where your dollars are Targeted Mot Targeted Mot Targeted
deployed, and where they might need to Mot Targeted Taepetad Mot Tergeted
b t mot Targeted Mot Targated Mot Targetad
e Spen ' Targebsd Targristed Mol Targsted
Targated Targeted angated
Mot Tarpeted Mot Tarpgetad Mot Targeted
Tangebea Pl Targpeten Mol Targeted
Targatbed Mot Targeted mMiot Targetad
Targabod Targpatiod Mot Targeted
Mot Targeted Tarcpe=ted Mot Targeteo
Mot Targeted Mot Targeted Mot Targeted
T g DS Targporbasc Targetesc
Mot Targeted Mot Targetasd Mol Targeted
langanes Mot Targataa Mot Targetad
Mot Targeted Targreted Mot Targeiod
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CAMPAIGN ANALYSIS

PLACEMENT MODIFIER USAGE

(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.

TOP KEYWORDS

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

SPONSORED PRODUCTS IMPRESSION SHARE

Customer Search Term :::’r’:;’:‘:: '"‘!""'h'::‘__i‘"" Impressions Clicks spend Sales Orders

9.3 ST 004 [ K. ] %4005 2%, /03 T 219

95 6w 335189 1,461 $3.702 $18,.295 432 £219

1 BLETN 154 BET 517 £3 390 45 mET I35 a5
9 L TE051T 1,568 LLA5E £10,960 235 2 80
&2 0o 1176148 G5 LL 676 £5,263 an 44 Ba

B 39w 82& 307 L&05 £5.52% 8,597 o) $2.51
L= 1545 SRS LOE] £4.766 4,628 &= 2 £4.45

2 .21 326550 1095 $2.951 S 2080 135 $270
5.09% GalLS5T SR 2 oy oy $5.95% 130 8§27 54

G5 e EJ4ET i 2 LA L4 4TS 130 =0Ty

- 2.31% S0 TS LT 2138 £2.0:002 Futr] i ]
5 5.25% 268,002 LA 1757 52,855 s 541
BT B0 i= A 0 LT L4 L85 iy Lrag

L1505 IFL&LE B 1079 2,25 Ea G4 85

& 2.1M% SOAES Toa $1.758 52,267 B8 5253
g M0, 255 Falei0 R $2.320 £25N T 28
g9.91% 6013 143 $215 $1945 i $l44

9 I69% B8 102 546 $1.068 $1,700 o 109
20 55 U= RA S0 1867 AL Y. L bl

2 3 r ™ T ERET L ©nm &1 G [F3 L=1.13
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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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CAMPAIGN ANALYSIS

ALLOCATION BY TARGETING TYPE

(exact phrase broad

earlier assessment at

to capture as a whole.

| Orders, ACOS,
Spend, CVR) Understanding how much of
the allocation is going towards ea
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
the ASIN level
showing which ASINs are targeting
keywords in each match type, this will
show you how much opportunity there is

NEW TO BRAND ORDERS

ch

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.

SB, SP, SD BREAKDOWN

In most cases we recommend a 70/20/10
breakdown of spend across 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

Products/Sponsored

follow a 70/20/10 split.
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Conversion rate

1 4.840.’{0 AWERAGE

Conwersion rate @

Targeting type: Phrase keywords X [ PR S VYRS
IR

Conversion rate @
15.54% averace

Conversion rate @
Ti : Product and audiences X
CEEEEED ... .

Targeting type: Exact keywords X

NTRorders > @ Orders >
L 58,664

@ % of orders New-to-brand (NTB) $5%

o Orderi 12315

Total $211713 $379.317
sP £134943 £336,472
SB $16,677 $26.152
sD $10,093 $16,693



CAMPAIGN ANALYSIS

SBV ACTIVATION & CONTENT OPTIMIZATION
Type: Spondored Brands X Rerridr

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 [k [ ol
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 lﬂ:]
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 o
first as opposed to product footage, and static
image slideshows

A  Active

Type: Sponsored Display X Remove all

3 Find a campaign Filter by Lk actior

SD TARGETING TYPE

Many brands are not leveraging Sponsored

Display ads at all, or they're only a
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.

Campaigns

S0 Past Vieaner

S0 PaEst Viewer

S0 Past Viewner

SD: Past Viewer

SD: Past Viewer

50: Past Viewer

SO: Past Viewer

S0: Parst Viewer

S0 Pt Viewer

6 8 68 8 8 B B U B B §

S0 Past Viewoer
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CAMPAIGN ANALYSIS

SEARCH TERM HARVESTING

(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.

NO. of Search Terms not being NO. of Search Terms
targeted in Sponsored Products not being targeted

Last 30 Days
NO. Exact Phrase Headline Ad Exact

Search terms with Orders>=3 494 310 411 459

ASINs with Orders>= 3

(=}
(=
o
wd

CUSTOM CREATIVE USAGE

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.

M About this item

= Crafted with durable stainbess-steel blades, this grinder accommodates a
variety of grinding necds from ceffes beans to nuts, grains, spices, and herbs.

o Achieve your desired coarseness or fineness by simply pressing the lid for

COMPETITOR AD TARGETING

grinding a breeze
& The coffee grinder aperates with whisper-quict grinding, emitting only a Low
63 dB noise level

(view vyour listing pages in incognito o i ekttt s oy Wl el o s el i
mode) If your competitors are targeting
your product pages and you have a low T
TACOS, it's very likely that there's room in (5] Reportan ssue with hi produt r sele
your budget to protect your brand from i
siphoning market share to competitors. b B I e he i e
Note: in the next chapter, we'll show you e
how to measure your market share over |
time.

A

X | Teltuisine CoMes Eean Grinder, 200ml Small Colfee Grinder
I Electric Espresso Grinder with 304 Stalniess Steel Blades f...
30 32099 £25.05 prime
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CAMPAIGN ANALYSIS

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.

Home & Kitchen = pendleton

endlet
eping
Amagon
 eligible orders
‘nducts
Hericlly
QISU Alpaca Wl Blanket Theow | Large, QIS0 Alpaca Weol Blarket Theow | Lacge, QIS0 Alpaca Weeol Blanket Theow | Laege,
) Beautiful, Waem, Varkegared | 55 x 65 inches |...  Beautiful, Wasm, Varegated | 85 x 65 inches |- Beautiful, Warm, Variegated | B5 x 65 inchex |._.
ducts
+ Ceilieny Fans
pelies
& Ar Quality
& Floor Care PENINETON ~
Grganization SRR L
ing Soppliet - T
|
|
| | .
+§ coloruatterss 3 celery/utin P — Pendleton (i. 'Y
5
— P ——— l‘a::ecrn-lesllrz%;llsusnnlenlS:e;LG PendiEton
Pendleton Pendleton Pendleton Hot/Cold Tumbler Set (Blue & Gray) iy camp Wool Theow Blanket,
Grand Carryon Kuddler Pet Bed Large  Grand Canyon Comfort Pet Cushion Mineral Umber Kuddler Pet Bed Stainless Seel Green Heather Mix, One Size
Opsion: § s Small Large -2 Geametric

Amazon search: your
branded terms
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Section 2:
Assessing Advertising Strategy

O Evaluate SEO and organic rank

0 Analyze account performance metrics

0 Optimize Parent/Child ASIN structure

0 Assess TACoS breakdown by ASIN

O Analyze keyword match type distribution
0 Optimize placement modifier usage

O Identify top keywords and non-converting spend
O Assess allocation by targeting type

O Track new to brand orders

o Balance SB, SP, SD spend

O Activate and optimize SBV

O Leverage SD targeting types

O Harvest search terms

0 Customize SB and SD creative

O Monitor competitor ad targeting

0 Defend branded terms

ADVERTISING CHECKLIST

’ INCREMENTUM
DIGITAL
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Section 3:

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.




»dcts  Saonch Torms  Insighs  Trends  Customer Revicw Insighes

feaari® Veeng Gorsih faargh
L e Past W lsd
10
anih Cosrseraien Babi
16%
1%
%
1% 1 1%,
(12
foerds- B ] LG8 0L 1E
if %
=5 1%
Evaluate niche trends like o
search volume, growth rate,
conversion rates, and Analyze search volume
average price points to growth over time to identify
understand your positioning. emerging trends, determine
(product opportunity your niche’s click share and
explorer) brand saturation levels, and

track branded search volume.
fperege Mgmber O Heveay

i gt s

Benchmarks

Toip 3T Brands Click Shaeg

Market Share

fppprage Brard Ago in Mcho {paid Hell dayl
ool '_-F'II"IJ Fiftfien Bl 1I'_,I_I|!r||-|:
P L L Sl L = Pl £ 11 |||HI" i Bl he

u of Mesw Prodiscts Lsunched |pess 180 deys)

¢ of Successha Launches doaet 180 days)

U of Mew Proatucts Lsunched |peed SO0 deys)

B ool Sasderiiha Launcksss (pest 360 danld

Benchmark your
performance metrics like

conversion rates and new-to- Leverage tools like Jungle
brand customer volume Scout's COBALT to measure
against key competitors in your brand's revenue and
your niche. (product overall market share within
opportunity explorer) =D the niche over time.
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MARKET ANALYSIS

Matching Niches for "Yoga Ma
Ehamaing T f & of §

Find your niche in the
market (the example o Fter Rewuts Awg. Price 50 - BO
here is "grain free wet
cat food") - you would

_ Custamer Newd Top Se
be surprised to see how R b
many niches &
subcategories Amazon yOGE N
has included - and ' lululemon yoga mat eca Fra
assess the following
metrics: Search volume, P> ok yoga mat
Search volume growth, T
search conversion rate,
and average price point. l p— i
Assess where your r :
brand’s metrics fall in aun
comparison to the s

market.
|I. gy mati I n l_.

Seller Central >
Growth > Product
Opportunity Explorer
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Search Volume:

01052019 - 0E1972025
& Amazon e

All time

15000

UYL LWL L S

114 fr1a Lfd0 cirln} 1l

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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MARKET ANALYSIS

34

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.

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.

D

umber af Prociu by
Y ol Prosdhoe 14 Uk Soonueed Prodecrs |ps
% ot Prima Produects (past 350 daye

(o & Profuct Click Share (pasf 180 dayvi

T F10 Prodisds Click S (et 100 o)

Aok g Hiesl SEllen Haa

fypersge Mumber ol Hewssasy

i ot P

Tegn 5 Brareh (lk Shaes

- A
'WWLAA,;@U JLJ fU‘wl,J'l,.l’ h 'H-HLM‘M"-% L

Toap 3T Brande Click Shaes

fisprags Hrarsd Ago in Mche {paf Hedl daysl
i ool Sl Pefer el B0 dngs)

rus g el Ly Par Enie ey e Bl e

i of heew Proaucts Lsunched |pess 1B0 deys)
B of Suctesshul Launchess (past VB0 days)

i of My Prociecty Lsonched (pees SG0F deyl

Bl S ikl Laiinckss (ot 360 dayrl

LOSI019 - QRILSS2023

Al Bl & Amazan b

-
| !
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Section 3:
Assessing the Market

0 Market Analysis

0 Evaluate niche trends

0 Analyze search volume growth

0 Determine niche click share

0 Assess number of brands/saturation
0 Benchmark against competitors

0 Track branded search volume

0 Measure revenue and market share

MARKET ANALYSIS

[ INCREMENTUM
DIGITAL
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Section 4:

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.




e it a bundle
bundles with this item:

Virtual
Bundles

RUGGED
&

DAPPER

vArreon

—_—
340N FREL TR Nim

RUGGED & DAPPEI
Men's Face and Ey«
e Hydrating Bundle

$4.456

F 'I’ \l' :' \lr- -.'- Jf ‘Ii.' 5

DAPPER Age + Damage

icial Moisturizer | Dual temns d
1-Toxic Face Lotion &... Bran

This bundle contains !

Referral

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

From the brand

TR The BRB program gives 10%
e referral fee credit when

o e customers find products
Whatimakes o through non-Amazon ads

Parissa Waxes are gentle a
signature blend of non-tea

et datil bt and purchase within 2 weeks.

extracts.

Why do we love wh:

: Parissa wax kits ane design
g = waxing a smaath experien:

WAX NATURALLY empower you to get silky 3

22 global Leaters in natural hair removal, Parksa | anywhere by providing sal)

products are all provdly cruelty-free, ethicslly- waxing kits,

soureed, and sustainably- packaged.

The Brand Story feature is a
scrolling carousel to help
brands stand out, highlight
messaging, and showcase
their catalog.
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1

New product

From a brand you follow

Customer
Engagement

The MYCE tool enables email

marketing to existing and
lookalike customers for
increased engagement,
loyalty and retention.

38

Quantity discounts

Quantity discounts refer to your business price. Your business

N\

B2B Pricing

Minimum quantity Your price/unit

Minimum quantity 10 Your price/unit
Minimum quantity 50 Your pricefunit
Add more thresholds

Set prices e

B2B pricing lets merchants
purchase from each other
with custom prices based on
volume, relationships, and
helps boost A9 ranking
considerations.

Apps & Services B2B  Brands

N

Experiments Brand Analytics

D

v Manage Experiments

Brand Dashboard

Promote Wlth (( Brand Catalog Manager

. Customer Reviews
Merchandise your prod

badging Virtual Bundles

=

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.




Conclusion

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.

GET A FREE AUDIT
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https://incrementumdigital.com/free-audit/

=l'7 mgr_l!f\l‘?_ENTUM SERVICES ABOUT OUR WORK RESOURCES

We’re the
Growth Engine
for your brand
on Amazon.
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