
HOW TO CREATE EFFECTIVE 
LISTINGS ON AMAZON

IN 3 SIMPLE STEPS

Prepared for:

Niche and Mature Market Brands



CREATIVE

ADVERTISING

BUY BOX & STOCK 

3 SIMPLE 
STEPS



SOME OF OUR CLIENTS
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STEP 1 - CREATIVE
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CREATING CONTENT
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A+ Content
Required

Ratings
3.5 stars or more

Images
6 minimum

Reviews
15 or more

Title
Under 200 characters

Stock
In-stock with plenty in reserve

Bullet Points
5 bullets 255  characters or less

Buy Box
Winning the buy box

AMAZON’S ‘RETAIL READY’ DEFINITION



IMAGES

NAVIGATION

FONT & 
LAYOUT

PREVIOUS
EXPERIENCES

COPY

BRAND EXPERIENCE - WEB & STORE

Awareness

Interaction

Interest

Action

BRAND
STORY



COPYAMAZON
FONT &
LAYOUT

EXPERIENCES

BRAND EXPERIENCE - AMAZON

PREVIOUS
EXPERIENCES

AMAZON 
NAVIGATION

IMAGES

Awareness

Consideration

Interest

Decision

COPY



TITLE

BULLETS

IMAGES & VIDEO

A+ CONTENT

STOREFRONT

AMAZON CREATIVE ELEMENTS
Protecting the brand at every touchpoint
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1&2 PRODUCT LISTING

Title – Amazon guidelines and 
taxonomy

Bullet points –
• Bullet 1 – Overview 
• Bullets 2&3 – Benefits & Features
• Bullet 4 – Usage
• Bullet 5 – Brand statement 

Keyword Rich – to get found

Voice of Amazon – 3rd Person to 
build trust

Brand voice – maintain coherent 
brand experience

Customer journey – 'this one'

Awareness

Consideration

Interest

Decision



IMAGES CASE STUDY - BEFORE STORYBOARDING
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CASE STUDY RESULTS – 137% UPLIFT IN 6 WEEKS
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TECHNIQUES
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VIDEOS
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Relatively new feature
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VIDEO TITLES
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Need to reflect the content the customer will view



4. A+ BRAND CONTENT

• Brand rather than product

• First person – from us to you

• Comparison chart with live links

• Great for search

Increases sales by up to 10%
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• Builds trust and loyalty

• Presents your entire range

• Keeps customers in AMZ

• Landing page to amplify ad 
spend

• Banners updated regularly to 
mirror own website
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5. AMAZON STOREFRONTS
A micro-website inside amazon



STEP 2
Advertising
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ADVERTISING STRATEGY
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Amazon Funnel

Awareness

Consideration

Interest

Decision

GOAL AD TYPE

Expand your reach

Build your Brand

Stand out in your 
category

Reach shoppers 
most likely to 
purchase

Ready to be 
advertised

RETAIL READY

DRIVE PURCHASE

OWN YOUR AISLE

INCREASE

BUILD
OTT Over The Top

Audio Ads
Amazon DSP (Display & Video)

OTT Over The Top
Sponsored Brands Video

Amazon DSP (Display & Video)

Sponsored Products
Amazon DSP

Sponsored Display

Sponsored Products
Amazon DSP

Sponsored Display

Title, Bullets, Images, A+
Videos and reviews



SPONSORED PRODUCT & SPONSORED BRAND ADVERTISING

This is a Sponsored Product 
advertisement in Native format

This is a Native Listing



WHERE YOUR ADS APPEAR
Multiple places to get shoppers to see your ads



People who have looked 
at your product or 

similar

CONVENTIONAL 
RETARGETING

People who are just like 
your best customers.

LOOKALIKE 
AUDIENCES

People known to be 
interested in your type of 

products

LIFESTYLE 
SEGMENTS

People who have 
searched for products in 

your category on 
Amazon

IN-MARKET 
SEGMENTS

AUDIENCES ON AMAZON DSP
Who your ads are shown to



STEP 3
Stock & Winning the Buy Box
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A+ Content
Required

Ratings
3.5 stars or more

Images
6 minimum

Reviews
15 or more

Title
Under 200 characters

Stock
In-stock with plenty in reserve

Bullet Points
5 bullets 255  characters or less

Buy Box
Winning the buy box

AMAZON’S ‘RETAIL READY’ DEFINITION



WINNING THE BUY BOX



STOCK AND THE AMAZON FLYWHEEL
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QUESTIONS?
Thank you 
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Merchant Square, London, W2 1AY
Kembrey Park, Swindon, SN2 8BW

www.optimizon.co.uk

James Pitts-Drake
Founder & CEO

james@optimizon.co.uk

Mel Henson
Head of Creative

mel@optimizon.co.uk

http://www.optimizon.co.uk/

