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“This timely book is perfect for every brand or product marketer who wants to fully leverage the Amazon platform—both for sales and brand exposure. Timothy’s practical step-by-step advice is simple to follow and put into practice.”


—STEVE FISHER, TEAM LEAD, RETAIL MARKETING, LENOVO


“This book should be called the Ultimate Guide to Amazon because it’s so much more than just advertising. It’s really about building your brand on Amazon. Timothy is able to walk someone through how to do this step-by-step. It was easy to follow. I really enjoyed it.”


—MICHELLE REED, SENIOR VICE PRESIDENT, PERRY ELLIS INTERNATIONAL


“The world of Amazon Advertising can be very overwhelming to learn, let alone to succeed in. Timothy does a masterful job at covering important aspects of Amazon Advertising and makes it easy to understand how to begin your brand’s quest for success on Amazon. Absolutely glad I picked this up!”


—FAHEEM DAYALA, DIRECTOR OF DIGITAL MARKETING, SILVER JEANS CO.


“Invest a couple hours reading Timothy’s book and you will expand your toolkit to build a stronger, more profitable business selling on Amazon. Learn how to develop your advertising strategy including product awareness, brand awareness, brand preference, and customer loyalty on and off Amazon.”


—JAMES THOMSON, COFOUNDER OF THE PROSPER SHOW


“Timothy and his team live and breathe digital advertising. His book does an amazing job of describing how to grow your brand on Amazon. I plan to make it required reading for all of my future hires.”


—ANDREW JACOBS, CEO, JAM PAPER


“I read Ultimate Guide to Amazon Advertising with anticipation because Amazon continues to be a dominant force in the ecommerce world, and I knew from Timothy’s experience in the industry and success with his own company, ROI Revolution, that it would be a worthwhile read. I was not disappointed, as it is a useful book for everyone—from beginners to experts—and is written in a concise way that is both practical and enjoyable. I would highly recommend it for anyone who wants to start selling on Amazon, or needs to brush up on the latest offerings from Amazon and techniques to succeed.”


—JIM KNIGHT, VICE PRESIDENT OF ECOMMERCE AND IT, SPANGLER CANDY


“We sell to and on Amazon in four countries and started advertising on Amazon two-and-a-half years ago. I love how the book is organized: where to start, what to do next, and everything a brand needs to know at the perfect moment. I’m excited to finally have the tools and tips to grow our brand on Amazon.”


—VICTOR YACAMAN, ECOMMERCE DIRECTOR, LEONISA


“Timothy Seward will help you understand why advertising on Amazon is crucial to your brand’s success and will expertly guide you through the process. Regardless of your experience level with Amazon advertising, this book is filled with helpful strategies, anecdotes, and data that will help inform your advertising plans, grow your business, and transform your brand. We started using ROI Revolution and Timothy’s strategies for Amazon advertising and grew our revenue on Amazon by over 150 percent in the first year. If you aren’t advertising on Amazon, you need to read this book and start today.”


—MATTHEW GROOM, SALES ACCOUNT MANAGER, BRONDELL, INC.


“Ultimate Guide to Amazon Advertising is a must-read for anyone managing a brand. As a successful entrepreneur and visionary thought leader in the digital space, Timothy has written an easy-to-understand and easy-to-implement prescription for your brand’s success. Optimizing your brand on the Amazon Advertising platform has never been more critical in today’s marketplace. Reading this book will ensure you revenue and profit growth, along with lasting and positive brand equity.”


—PATRICE FONTAINE NEALON, SENIOR LECTURER, NC STATE UNIVERSITY
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Foreword





“I Teach Google Advertising”


For years, that was my answer when my wife’s friends or people at the pub, church, or barbecue asked what I did for a living.


For the first five years, the response I received was usually a furrowed brow. It wasn’t exactly obvious to them that Google sold “ads.” Google’s sponsored listings didn’t resemble what most people associated with the word “advertising.” Most didn’t know what “sponsored” meant at all.


I would explain that those links at the top and right side of Google were paid links. “I don’t deal with the free side of Google,” I would say. “The entire English language is for sale. I help people bid on keywords.”


It took a long time for folks to grasp that Google’s ads were a total game changer. You could skip the long line and go to the front if you could 1) pay to play and 2) build an economic engine to foot the bill.


The punch line is: by the time most people did figure out the game, the easy money had been taken off the table. Those who caught on early made easy profits for years.


Now, years later, it’s deja vu all over again—this time, with Amazon. Most Amazon vendors and brand owners are still living in “Amazon 1.0” when, in fact, we are now in “Amazon 2.0.” Those with strong organic positions may have time to adjust, but … the clock is ticking.


If you understand the history of Google and Facebook, the writing is already on the wall.


For years, Amazon advertising was Jeff Bezos’ red-headed stepchild. The company clearly did not prioritize these ads. Their ad platform was a dog.


All that has changed in the last year or two. The race is on. For the first 20 years, Bezos was content to let shareholders tape dollar bills to every shipment. But now Bezos wants a profitable Amazon.


And those profits will be made from and by brands who have the whole economic model figured out … not just sellers hawking a widget.


No one knows this better than Timothy Seward. I invited Timothy to teach Google Analytics at one of my seminars in 2006 because he’s one of the most astute players in ecommerce. Timothy and team are eminently qualified to teach this game.


The first sub-head in the preface says: “Upending your business model.” Timothy does not state this lightly, and neither do I. This is a total revolution in how the game is played. If you wait very long, it will be too late. This change will put tens of thousands of companies out of business. And it will generate brand new fortunes for the agile and courageous.


This is not a book to casually peruse. This is a field manual, strategy guide, and step-by-step game plan. You sit down at your computer, open this book, create a “science experiment,” and use this text to read the battle unfolding before you.


Please: Take Timothy’s advice with deadly aim. Sharpen your pencil, sharpen your sword, and capture territory. Your brand depends on it.


—Perry Marshall


Entrepreneur, CEO, and Author:
Ultimate Guide to Google AdWords Ultimate Guide to Facebook Advertising 80/20 Sales & Marketing
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Preface


Simple can be harder than complex … But it’s worth it in the end because once you get there, you can move mountains.


—STEVE JOBS, COFOUNDER OF APPLE INC. (1955–2011)


For the past four years, my company has been quietly building our Amazon Advertising management service for some of our biggest brand clients. As we’ve cracked the code of the brand user experience, we’ve been managing the Amazon opportunity for an increasing number of them. Now, in this book, I’ll share our Amazon Advertising blueprint with you. As you’ll discover, there are several benefits to learning how to integrate Amazon Advertising into your brand strategy.


For example, you’ll learn how to capture strong “first mover” advantage in Amazon top-position listings over your still-sleepy competitors. Got a new product launch? Test, then accelerate the sale of your new products on Amazon first—without expensive, multimedia-fueled national ad campaigns. Finally, with the increased velocity in your sales on Amazon, you’ll attract more attention from consumers as well as managers at Amazon.


Whether you want to explore the possibility of getting started as a first-party vendor or a brand seller on the marketplace, or you’re a seasoned brand executive wanting to get a feel for your potential for further growth, you’ve come to the right place to accelerate your brand’s momentum.


After reading this book, you will have the context and tools to build an aggressive, streamlined Amazon advertising campaign for your brand that’s proven to increase your Amazon search visibility and consistently capture consumer demand in your category. You can start by rethinking your business model.


UPENDING YOUR BUSINESS MODEL


Flipping the script on your old business model can pay big dividends. You can multiply your brand’s reach by stepping into a thriving business model that meets the biggest demands of today’s consumers in ways you can’t easily do on your own.


Here’s an example of what that looks like. In the mid-1990s, I was driving west on Interstate 4 near Lakeland, Florida, when I spotted a massive furniture warehouse with an unusual name—Rooms To Go. Earlier that day, I had noticed one of their bright, gleaming retail stores in Orlando. I made a mental note of the company name, and I’ve been a student of the enterprise and how it has grown ever since.


After I got home that day, I started to find out all I could about the history of this unusual retail store. Here’s what I learned: Like every industry, furniture retailers have their own set of entrenched business practices. The heft and customizability of furniture leads to manufacturing and shipping constraints, forcing many consumers to settle for 6- to 12-week delays between order and delivery. Even in this model, Seaman Furniture Company (the parent company of Rooms To Go) was successful enough that they were bought out for $350 million in 1988.


After the dust settled, the founders exited Seaman and upended the business model by opening their first Rooms To Go store in Orlando in September 1990. They shifted from selling individual customized pieces requiring long delays to selling entire rooms of furniture at once delivered the next day. This new concept required enormous operational changes, such as huge warehouses and distribution centers, much like the one I spotted on I-4 some 20 years ago.


They are still at it today. Rooms To Go recently opened a beautiful new distribution center on Interstate 95, about 30 minutes from my company’s campus in Raleigh, North Carolina. This massive 1.45-million-square-foot building sits on 115 acres of land and follows the same concept with a 65,000-square-foot retail center attached.


Here are the major lessons I’ve extracted from their story, which can serve as a guide to upend your own business model:


■  They changed the product. By selling entire rooms instead of individual pieces, it suddenly became easier for customers to decorate their homes without the stress and uncertainty of the traditional a la carte model. Every piece matched, so there was no need for costly, time-consuming customization.


■  They changed the pricing model. First, they boosted average order value and profit per-customer by selling “rooms.” Because their customers didn’t require customized products, Rooms To Go could negotiate much lower wholesale rates on their bulk furniture orders and now even manufactures much of the furniture themselves, which further increases margins.


■  They changed the promise. A 12-week wait became “get it tomorrow.” They essentially got into the instant gratification business—an industry that has tripled sales (and then some) for some ecommerce companies.


In hindsight, I realize one of the reasons I was so fascinated with the Rooms To Go model is that I had earlier discovered the power of instant gratification firsthand when I owned a four-store auto accessory installation retail chain. Over a few years, I grew automotive sunroof sales/installations from 40–50 yearly to 2,000+ yearly once I began promoting a new service promise of “sunroofs installed while you wait, no appointment necessary.” In short, my brand made a promise of “simple and fast.”


SIMPLE AND FAST


Conceptually, I’m sure you agree with a “simple and fast” model like the one Rooms To Go uses. But you’re also probably not about to go buy hundreds of acres of land and build massive distribution centers scattered across the country.


You should always strive to innovate in your own business, but as far as distribution goes, the great news is that a disruptive business model has already been created by Amazon. They’ve done the hard work to make it simple and fast for consumers. You can piggyback on their model, momentum, and market without a massive investment or a ton of risk.


Of course, in many ways, companies are justified in seeing Amazon as a competitor; by carrying virtually every popular consumer brand on their site, it’s a constant threat to your ability to stand apart and maintain your pricing practices. But because 48 percent of all U.S. online retail sales were done through Amazon in 2018, you are sabotaging your brand’s growth by not implementing a smart Amazon advertising strategy.


Amazon goes out of their way to make buying simple and delivery fast for their customers, but doing business is not as easy for their vendors and marketplace merchants. It’s rather complicated to sell to and on Amazon due to frequently fluctuating prices, scheming competitors, an ever-changing list of product data requirements, and new beta programs. Finally, the site’s constantly changing emphasis on Sponsored Products (ads that appear in search results and product pages on Amazon) and Sponsored Brands (ads that appear in search results and feature your brand logo, a customizable headline, and up to three of your products)—formerly known as Headline Search ads—bring search advertising elements into the mix, which further complicate success.


The good news, though, is that Amazon has a strong existing platform you can build your brand on. And this book will give you the tools you need to succeed in marketing your company’s strongest products.


YOUR MISSION: OPTIMIZING YOUR BRAND’S GROWTH ON- AND OFFLINE


So what can you do to take advantage of this incredibly strong growth opportunity? Your mission is to leverage the Amazon Advertising console to grow your brand, both online and offline.


While advertising on Amazon can—and does—drive sales consummated on Amazon itself, the influence of the platform extends into physical stores, where most retail buying still occurs.


Imagine that you’re in Office Depot one Saturday morning studying a few printer/scanner/copier all-in-one units for your home office. The four-bullet price/feature card is just not giving you the information you’re looking for. Where do you go to learn more and read reviews from past buyers? You pull out your phone and go to Amazon, of course! If you love what you learn, you can walk out of the store with product in hand. Even though you purchased the product in person, you still used the power of Amazon to make your decision.


And, of course, your phone is a direct portal to buying on the site, which may affect your in-store buying down the road. A few months ago, I was looking at my (not so clean) black granite countertop island in the kitchen and decided to find something to make it look great. I grabbed my phone and searched Amazon for “granite cleaner wipes,” and saw a brand by Weiman in a Sponsored Products ad on the search results page. I immediately bought two containers, and we’ve been using it (with great results) ever since. Just recently, I noticed the Weiman brand on the shelf at the grocery store where we do most of our shopping. You can bet we’ll be dropping it in our shopping cart now when we get low because we’ve formed a new connection with a brand we like and trust thanks to the purchase I made on Amazon.


For your brand, the obvious takeaway is this: to effectively market your products both online and off, you’ve got to get your Amazon advertising strategy right. If you treat Amazon exclusively as a channel for online sales, you will seriously stifle your overall marketing plan. I’ve seen brands allocate 10 to 30 percent of their total digital advertising budget to Amazon. Yes, Amazon is an engine of demand, but don’t restrict your view of it to what happens online as a direct result of trackable revenue driven by ads. Its benefits extend much further than that.


Your mission is to read this book, apply what you’ve learned to grow your brand, leverage Amazon Advertising to acquire new customers, and provide an easy way for customers to find your products, both online and off.


WHO THIS BOOK IS FOR


This book is primarily for the owner, executive, or team member of a brand that makes or sells products that are sold on the Amazon.com website. If your company owns the full trademark rights to the product brand or has the exclusive right to distribute one or more brands’ products, I’ve written this just for you.


Throughout the book, I’ll reference the interface difference that (as of press time) exists between brands that sell to Amazon (that have a “first party” relationship and access the Amazon ad interface through the Advertising console, formerly known as AMS) and brands that sell on Amazon (that have a “third party” relationship, meaning they list their products for sale on the Amazon marketplace, accessed through the Seller Central page), so either way you’ll know where to go when building your Amazon ad campaigns.


You can access most of the Advertising offerings once you sign in at https://advertising.amazon.com.


HOW TO USE THIS BOOK


I recommend that both beginners and those with a solid foundation read this book from beginning to end. If there are sections that don’t apply to you (for example, if you sell only to Amazon or sell only to consumers via the Amazon marketplace), I’ll tell you where to skip ahead.


Once you’ve read the book from front to back, feel free to reread any section you need more help on.


One additional word about this book. Much is expected to change in the Amazon Advertising interface over the next few years. Really, the moment we locked down our last word for this book in preparation for printing, I knew to expect minor to major changes. There is no way around that with any dynamic online advertising console or platform. So while this is a “how to” book on Amazon Advertising for brands, I’ve worked hard to also incorporate broader business marketing concepts that will not change. I’ve included stories (personal, business, and client) to inspire and (hopefully) entertain you while reading.


Finally, I’ve set up a section of our website where you can get updates to the book as the Amazon Advertising interface changes. Go to https://www.roirevolution.com/ amazonadvertising to get immediate access to changes as Amazon updates their ad ecosystem.


Let’s jump right in! In our first chapter, I’ll introduce you to the concept behind Amazon’s role as a product search engine, how Amazon Advertising helps you and Amazon, how to maximize your position in business by growing your own unique brand, and a simple yet viable Amazon strategy for your brand.
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Chapter 1





Stacking Your Brand’s Deck on Amazon


Free will and determinism, I was told, are like a game of cards. The hand that is dealt you represents determinism. The way you play your hand represent[s] free will.


—NORMAN COUSINS, AMERICAN POLITICAL JOURNALIST, AUTHOR, AND WORLD PEACE ADVOCATE (1915–1990)


Amazon recorded its first noncompany customer sale on April 3, 1995 when John Wainwright, an Australian software engineer (and a friend of Shel Kaphan, Amazon’s first employee), purchased Fluid Concepts and Creative Analogies: Computer Models of the Fundamental Mechanisms of Thought by Douglas Hofstadter. Within two months, Amazon’s book sales were up to $20,000 per week with sales to all 50 states and 45 countries.


Just 23 months after that, on May 15, 1997, Amazon issued its IPO at a price of $18 per share (after three stock splits in the late 1990s, that’s the equivalent today of $1.50 per share).


By 2018, 21 years after its IPO, Amazon recorded about $7,385 in revenue per second, or almost $27 million in revenue per hour, as customers around the world purchased an astronomical amount of goods and services from the site. And that means there are huge opportunities for your brand on Amazon—you just need to know the lay of the land.


In this chapter, you’ll learn to what extent American consumers use Amazon as their preferred search engine for products, the impact of advertising (both as a revenue generator for Amazon and a channel for you) throughout the Amazon ecosystem, how to optimally align your company with Amazon as a brand owner, and the path to sustainable success once you’ve made that alignment.


AMAZON: THE SEARCH ENGINE FOR PRODUCTS


Today, Amazon has become the “everything store” for 310 million customers worldwide, but just as significant, it has eclipsed Google as the place where U.S. consumers start online product searches. According to a Jumpshot report published in September 2018, 54 percent of consumers now start their product searches (the searches consumers make when they know what products they want) on Amazon, not Google.


AMAZON’S ADVERTISING BUSINESS AND YOU


If your brand already advertises on U.S. search engines, can you afford to miss out on more than 50 percent of product searches by not advertising on Amazon?


Amazon may not be considered an ad-supported company (like Google), but according to market research company eMarketer, they are now the third largest generator of digital ad revenue (behind Google and Facebook) in the U.S. In 2018, eMarketer estimates Amazon will bring in $4.61 billion in ad revenue in the U.S., which is more than either Twitter or Snapchat. As Amazon leverages its position as the dominant product search engine in the U.S., over time it will enjoy stronger overall profits.


Consider how Amazon’s success as an online ad platform is factored into your current digital marketing strategy. If you’re still deciding whether to use Amazon as a key marketing engine for your brand, don’t worry—you haven’t missed the boat.


Amazon’s greatest promotional opportunity for brands big and small is still in its early days, with the use of various categories like Sponsored Products, Sponsored Brands, and, for brands that sell directly to Amazon, Product Display ads. You’ll learn more about each of these ad types throughout this book.


As Google has demonstrated, launching paid advertising placements atop a robust organic search engine is nothing short of transformative. Retailers and brands that use search engine text ads and Google Shopping aren’t at the mercy of complex, ever-changing ranking algorithms (those results that most closely match the user’s search query). Advertising brings predictability and scale to the channel, driving new customer acquisition and revenue growth.


AMAZON IS BRAND CENTRAL


While there are plenty of resellers on the Amazon marketplace who sell products made by other brands, the people who will get the most value from this book will be the brand owners themselves.


In the traditional sense, a brand is a product manufactured by one company under a particular name. More than a century ago, cattle ranchers used a unique branding iron to indicate which cattle were theirs. With the rise of mass-market consumer products, manufacturers and marketers began putting their names on their products to stand out from their competitors. Today, a brand is a collection of promises, both logical and emotional, including qualities and attributes that help consumers inform their purchase.


Whether you are a massive, century-old, well-recognized consumer brand or simply a college student getting started with a line of bamboo fabric surfer T-shirts, you are invisible to almost half of all U.S. consumers if you do not have an Amazon presence.


With your unique brand, you can capitalize on Amazon’s continued dominance by either selling to Amazon or selling on the Amazon marketplace.


Amazon’s strong growth pattern, born of vision, innovation, and methodical action, makes it the dominant force in online retail, which filters down to benefit your brand. Consumers who previously tolerated sloppy and inconsistent customer service, poor product selection, unexpected back orders, or incomplete product descriptions were impatiently waiting for something better.


The growth of Amazon over the past 24 years should not have taken any smart retailer by surprise. Almost everyone who paid attention to the nexus of the Internet and Amazon could see it coming as plain as day.


KEY BUSINESS DRIVERS FOR AMAZON’S RETAIL GROWTH


From my perspective, there are three key business drivers of Amazon’s astonishing rise from an online bookseller to the retail behemoth it is today: Amazon Prime, Fulfillment by Amazon, and the various iterations of AmazonFresh. Let’s dive into each of these one by one.


Amazon Prime


In my mind, one of the strongest drivers for Amazon’s consumer growth in the U.S. has been its Prime membership. Prime gives members access to free two-day shipping, unlimited video streaming of thousands of popular movies and TV shows, and exclusive shopping deals. Figure 1–1 below, from Morgan Stanley’s Amazon Disruption Symposium, shows just how fast Amazon Prime has been growing in the U.S. According to research conducted by Morgan Stanley and reported by Forbes in March 2018, U.S. Prime members spend $2,486 a year with Amazon vs. $544 per year for customers without a Prime membership. That’s a whopping 4.6 times more.
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FIGURE 1–1. Amazon Prime U.S. Household Penetration


In the U.S. alone, 95 million households (out of 125 million total) have an active Amazon Prime membership. That’s more than two-thirds of all U.S. households. Amazon is where Americans buy.


Fulfillment by Amazon


Fulfillment by Amazon, introduced on September 19, 2006, allows Amazon marketplace sellers to leverage Amazon’s order fulfillment and customer service infrastructure—including the ability to store their products in Amazon’s distribution centers. Prime customers can take advantage of free two-day shipping when purchasing products in Amazon warehouses, regardless of whether Amazon owns the inventory or a merchant does.


AmazonFresh


Launched in August 2007, AmazonFresh was Amazon’s first move toward the grocery business. By this and by its subsequent grocery investments (including its purchase of Whole Foods in 2017), Amazon has showed the business community that being in the grocery business is key for them.


Mastering the grocery business (especially online) boosts Amazon up a significant level from being a seller of packaged goods; after all, not everyone needs to buy books and other “hard” goods, but everyone has to eat.


UNSTACKING AMAZON’S DECK


As I write this, there are 59,721 decks of playing cards for sale on Amazon. Already have a deck of cards? Well, there are about 562 million other items you can buy instead.


In an attempt to understand the scope of Amazon’s immense catalog, someone once posted an interesting question on Quora:


“How much would it cost to buy one of everything on Amazon?”


Business researcher Kynan Eng performed some impressive calculations in early 2016 to arrive at a solid estimate: $12.86 billion. That’s some number!


But when considering Amazon’s scope, one critical fact is hidden from the average consumer: Amazon only makes about half their sales as a first-party retailer. As of Q3, 2018, 53 percent of all paid units on the site were sold by third-party marketplace sellers.


So Amazon takes half the deck and then splits the other half among roughly 2 million sellers competing in their marketplace. If you want to know how to get a piece of either deck, you should understand how the infrastructure for selling on or to Amazon caters primarily to brand owners.


STACKING YOUR DECK


The first step toward stacking the revenue growth deck in your favor is to realize that consumers are loyal to brands, not retailers or sellers. Resellers make one-off sales. Brands can create loyal customers. So you are already one step ahead if your company owns one or more brands.


If you are a reseller of products in a specific category, why not begin the journey toward building your own brand?


Early last fall, as I was traveling for one of our ecommerce events, I spent time in the warehouses of two different clients. They were in two distinct parts of New Jersey, and both sold highly commoditized products in their respective categories. Both had been selling on the Amazon marketplace for at least five years. Each had independently switched to branding their products so that they were no longer reselling someone else’s products; their packaging now carried their respective logos, brand colors, web addresses, and even their phone numbers.




DON’T HAVE YOUR OWN PRODUCT BRAND?
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For retailers of products made by other brands, selling on Amazon isn’t as compelling an opportunity. When you sell on Amazon, you’re building their brand (both the manufacturer’s and Amazon’s). Amazon and the brand own the relationship with the customer. And, with lower product margins compared to that of the brand owner’s, it often isn’t profitable to pay Amazon sellers’ fees and ad click costs.


Unless you realistically have a shot at becoming a major distribution player in your field (e.g., Walmart, Target, PetSmart, etc.) or have products that due to their size, weight, or need for customization, cannot get marginalized (or outmaneuvered) by Amazon, you want to manufacture products under your own brand. Even major distribution players do this over time. Walmart, Target, and PetSmart all have their own house brands.


As a retailer, your strategy takes a bit more planning and investment, but it may be the best in the long run anyway. Take a cue from Amazon. Over the past few years, Amazon has launched their own house brands in key categories. Sure, there’s the phenomenally successful Amazon Echo, but Amazon also has a number of lesser-known brands, such as AmazonBasics, Happy Belly, Wickedly Prime, and Presto! This is no small move, and it’s paying off. For example, AmazonBasics batteries reportedly account for almost one-third of all batteries sold online.


You can have others manufacture your branded products for you, or you can manufacture them yourself. Resist the urge to build your business by only selling someone else’s branded merchandise. If someone else owns the brands you’re selling, Target, Walmart, or Amazon is—or eventually will be—selling them too.


With a new or emerging brand, you’ll have a greater opportunity to get some of those 310 million potential Amazon customers to discover, and then buy, your brand’s products.





THE PATH TO GREAT, SUSTAINABLE BRAND SUCCESS


In our hometown of Raleigh, North Carolina, the month of May kicks off the summer concert season. There are so many bands and artists to see. The energy and excitement that comes from hearing your favorite music performed live by the original artist while you’re surrounded by friends and neighbors is almost indescribable.


But for every top performer who is hugely successful at what they do (and rich because of it), there are thousands, perhaps hundreds of thousands, of musicians who are struggling, pounding the pavement, and working gigs at small clubs hoping to hit it big.


The same is true in business generally and brand commerce specifically. For every Apple, Staples, Amazon, and Macy’s, there are thousands more companies that are just doing OK.


As you consider how best to build your brand on Amazon, think broadly about your game plan for optimal success. Here are a few key strategies to help you focus your efforts on finding even greater success in commerce—whether you’re celebrating your fifth year in business or your 50th.


Key 1: You Understand the Mind of the Buyer


You sell products and services where you keenly understand the mind of the buyer. The more you understand the buyer—their needs or desires, what they’re willing to pay good money for, why they buy—the easier it will be to make great decisions. If you don’t know what they want, then survey them until you do.


At ROI Revolution, we’re always asking questions to better serve our clients, and you should do the same. We ask questions like:


■  Would you recommend us to your friends and colleagues?


■  What about your business keeps you awake at night?


■  What was the specific pain you wanted to address just before you hired us?


■  What enabled you to eventually trust us?


■  What other marketing services do you need or want?


Think of questions to ask customers or potential customers so you can better address their needs and wants.


Key 2: You’re Doing Something You Have Intense Enthusiasm For


Have you ever studied the tour calendar for a major band or artist? Lubbock, Texas; Dallas, Texas; Lafayette, Louisiana; St. Louis, Missouri; Noblesville, Indiana; on and on it goes as they crisscross the country in their tour buses and big rigs. Night after night it’s the same performance, the same songs, again and again and again.


But when your favorite band comes to play, even if it’s the 37th stop of the tour for the artist, for the audience, it’s magic. It’s as if they came to play just for you and your friends. How do they stay fresh?


In two words: intense enthusiasm. A talented artist bemoans the end of the tour. Make sure you’re doing or selling something for which you have, or can develop, an intense enthusiasm for. And if you’ve already created success but lose enthusiasm for your work, the success soon leaves you.


If it’s your brand, or if you are in charge of your brand’s product expansion strategy, develop and market products you truly believe in and are excited about.


Key 3: You Build and Promote Your Own Brand


Virtually every artist starts out performing covers of other artists’ songs in small clubs. However, name one major band or artist who makes performing other bands’ popular songs their core repertoire. You can’t. Sure, most artists perform some songs by other bands, but it’s not their whole act.


The same rule applies to products. It’s fine if you start off selling other companies’ products, but focus on getting to the point where you’re selling your own trademark-protected products (i.e., under your own brand or label).




KAVAJ’S RADICAL “AMAZON ONLY” DECISION
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Kavaj, a leather-goods brand, made the radical decision in 2011 to funnel all their online sales through Amazon. Their Facebook and Instagram ads point to Amazon, as does their own website.


Amazon’s high conversion rates (the number of sales divided by the total number of visitors: 74 percent for Amazon Prime members, 13 percent for non-Prime members) weren’t even the primary reason Kavaj decided to go through Amazon. Their strategy is driven by the fact that every sale they make on Amazon improves the organic rank of their product listings on the site. Given Amazon’s massive domination of ecommerce, this high ranking is the focus of Kavaj’s ecommerce game plan.


While Kavaj’s Amazon-only strategy is extreme, there’s no denying that a strong advertising campaign on Amazon can catapult your brand’s growth.
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