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Amazon – The Opportunity,  
& making the most of it…….. 

 

1. Amazon – Introduction, Sales & The Opportunity 

2. Amazon Fees, costs and calculating profitable minimum selling 
price 

3. Creating listings 

• Amazon Catalogue items 

• New listings 

4. Amazon Search – How does it work 

5. The Buy Box 

6. Listing Optimisation 

7. Amazon Metrics 

8. Amazon Prime 

9. FBA 

 

 

 

 

 

 

 

 

10. Seller Fulfilled Prime 

11. Amazon Product Review 

12. Repricing and Margin Control 

13. PPC / Sponsored Products 

14. Amazon EU accounts 

15. Research / Inventory Analysis 

16. Pitfalls to Avoid 

17. Summary 



Marketplaces a ready customer base 

52%  member 
level in USA 
with annual  
spend of $1200 
rather than $500. 

304mn active 
buyers with 11 country  
sites. 
$120Bn Per Annum 
Over 50% via 3rd Party 
Sellers 

$80Bn Per  
annum with  
over 1Bn  
listings, 21 sites and 
165mn active 
buyers. 

Sources: marketplacepulse.com , CIRP, eBay 

Amazon’s annual growth is faster than 

ecommerce generally. 

 

Third party share of sales increasing 1% 

every 3 months. 

 

 30% 

15% 



Amazon for large and small sellers 

21% - up to £10k per 
month 

36% - £100k to £1mn per 
month 

21% Selling up to £10K pm

17% £10k to £100k pm

36% £100k to £1mn pm

21% £1mn to £10mn pm

5% Over £10mn pm

21% £1mn to  

17% £10K to £100k 

per month 

Amazon’s 49,000 UK  
Sellers by monthly  
sales level 

Source: Amazon 



Where product searches start…… 

56% 
(up from 48%) 

28% 

16% 

Retailer sites 

Amazon’s share of search 

increasing at the expense of 

retailers and Search engines. 

 

Source: recode.net Sept 2016 



Fees, costs & calculating Profitable Amazon Retails…. 

Selling Fees 
• £25 a month fixed fee 
• No listings fees just % on successful sales 
• No fee on returned items 
• 12 – 15% on most categories (14.4% - 18% due to VAT) 
• No Fraud 

 
 
 
 
 

 
 
 

Listing Price (Gross) 24.99£    

Postage Charged -£        

Total Income 24.99£    

Amazon Commision 3.75£      

Net of Amazon Comission 21.24£    

Net of VAT 20.83£    

Vat 4.17£      

Net of VAT & Comms 17.08£    

Cost price 11.00£    

Postage out 2.60£      

Packaging Out 0.25£      

Other Cost 0.50£      

Net ProfIt 2.98£      

Listing Fees (%) 15%

 
Other Costs 
• Shipping  
• Packaging 
• Returns 
• Cost of goods 
• Contribution to fixed costs 
 

    Profitable Amazon Listing Pricing…. 



Creating Listings 

Is the item already on Amazon’s Catalogue? 

Create a listing 
using the ASIN* 

YES 
N0 ?? 

Run the EAN or UPC (Barcode) 
through Seller Dynamics Report 

Create your own high quality 
listing 

ASIN matched? 
Yes or No 

 Very quick to create 
 No Images needed 
   If ASIN quality high, strong £ opp. 

X   If ASIN poor, limited content optimisation 

X   Slower to create 
X   Images needed 
X   No Sales history / review history 
   Optimisation fully in your control 



Amazon Search – How does it work? 

Amazon currently has:- 
 

• Over 304 million active users 

• 49,000 active business sellers in UK alone 

• 300 million live UK listings …………  It’s now very hard to stand out 

 

By “optimising” your listings, the listings get more traffic and higher conversations 

 

But what does Optimising mean? 

• Making your listings more “findable” to a larger number of “relevant” searches (customers) 

• And by ensuring Amazons BUY BOX algorithm promotes your products..... 

• This in turns means increased sales 

 

Amazon Prime Members 

• Key buyers to target  

 

BUT what you can influence for Amazon Catalogue items v Listings you create is different….. 



The Buy Box 

“The Buy Box on Amazon is one of the most fiercely fought 
over pieces of ecommerce real estate on the planet. 
Winning it, and winning it regularly will increase your sales 
significantly” 
 
But what are the characteristics you’ll need to have to make 
winning it possible? 
 
• Basically the seller with the best chance of hitting the 

most customer satisfaction tick boxes… 
 
• Price 
• Product matching expectations 
• Delivery time 
• Customer service levels 
• Inventory levels (?) 
• Visibility (for new listings and old listings) 

 
How can you optimise your listings to give you the best 
chance… 



Getting found – the basics (Creating listings) 

TITLE 

 
Use name, 
colour, size, 

material, brand, 
part no. 

 
Seldom needs 
punctuation.  

 

DESCRIPTION 

 

Compelling copy 
to sell the item 
BUT it’s below 

the page fold…. 
Included sizes, 

dimensions, 
specification. 

 

IMAGES 

 

At least 500px wide. 
White background. 

 

Use several, 1000px 
plus to allow zoom. 

 

Plus a Size Chart 

 

CATEGORY 

 

Pick correct 
category, 

(browse nodes) 
check with 

similar items. 
 

Drill down to sub 
categories. 

 

• Use all 250 Amazon Title Characters. 
• Use all 3 search term fields 
• Don’t repeat words. 
• Don’t keyword spam or abuse brand names 

PRICE 

 
Marketplaces 

are VERY 
competitive. 

 
You will need 

automatic 
repricing. 

 

BULLET POINTS 

 

Compelling copy 
to sell the item 
BUT it’s below 

the page fold…. 
Sizes, 

dimensions, 
specification. 

 



Getting Found – New Items (cont) 



Getting Found – Amazon Catalogue Items 

Amending Existing Amazon Catalogue Items ..                                                                                                                   
 
• It is possible to add / amend existing 

items 
• Amazon will add new / additional info 
 
 
 
 
 
 
 
 
 
• But look at Buy Box Price – who are your 

improvements going to benefit… 
 
 



Amazon Metrics 

Metrics to manage…. 
 
Negative feedback (service related) 
A to Z Claims 
Service chargebacks 
Pre-fulfilment cancel rates 
Dispatch rates.. 

Metrics to manage…. 
 
Negative feedback (service related) 
A to Z Claims 
Service chargebacks 
Pre-fulfilment cancel rates 
Dispatch rates.. 
Delivered on Time 
Parcels with tracking 
Response times under 24 hours 
Late  response 
Returns Dissatisfaction Rate 



Metrics - The real secret to visibility…. 

#3 #4 

#2 #1 
Time to despatch 
 

Don’t mess up! 
Avoid cancelling orders 
Overnight it if you’re late 
4% late and risk a ban 
Prime = same day before 1 

Solicit +ve feedback 
 

Manage your reputation 
Get wrong –ve comment off 

Ask customer to remove it 
Or appeal to Amazon 

Ask for 5 star feedback 

Keep Order Defect Rate down 
 

Handle disputes fast – don’t hide! 
Refund quickly when required 

Communicate well 
Keep ODR to less than 1% or risk suspension 

Handle returns well – be pragmatic 

Use preferred fulfilment 
 

FBA can be essential to win the Buy Box 
Amazons FBA both ease Cross Border Trade  



Amazon Prime Members 

Why are they important? 
 
Prime members pay an annual fee for unlimited free next 
day deliveries (plus free Video, TV, streaming & Photo 
Storage) 
 
In UK Prime Members spend on average £1,200 pa v the 
£400 Amazon customer average (UK & EU similar) 
 
There are 3 – 4M estimated Prime Buyers in UK (60M world 
wide – up 35%) 
 
“Available via Prime” – is a search selection on Amazon to 
filter relevant products 
 
Pro-buyers that you want sell to…50% of US amazon 
accounts are Prime (perhaps accounting for 75% of sales?) 



Amazon Prime Members 

 

Search Tshirt on Amazon.co.uk – 5,278,821 results 
 

Tick “Prime” to refine the search…. 
 

But how can Sellers (you) get access to prime… 



Amazon FBA 

What is FBA? 
 

“Fulfilment by Amazon” – your inventory stored at Amazon’s warehouses. 
Amazon manages pick, pack, despatch & customer service 
 
What are the benefits? 
 

• Eligible for Prime Customers 
• “State of the art” logistics 
• Pay as you go model  
• Localised customer service 
• No negative metrics 
• Buy Box Benefits 

 
How does it work… 
 
 
 
 
 
 
 
 
                                                                                                                                        

Price examples…. 
 
T-Shirt (185g) 
£1.70 to UK 
£3.39 to EU  
(Postage, Picking & packaging) 

 
 

 
 



Amazon Seller Fulfilled Prime 

What is Seller Fulfilled Prime? 
 
• New Service from Amazon 
• Seller Use Amazon’s delivery logistics 
• Gain access to the most valuable Amazon customers – Prime 

Member (previously only accessible via FBA) 
 
     3 – 4 million prime members in UK with high spend 
 
 
 
 
 
 

Pros Cons 

- Access to Amazon Prime Customers  - 50 orders a day (palletised) 

- Enhance Buy Box win %  - Increased Costs 

- Reduced Costs  - Inflexible pricing weight bands  

- Increased Sales (40 – 60%)  - Loss of control / flexibility 

- Access to “high quality” logistics  - Not supported by all Marketplace Software 

- Improved metrics   



Amazon Product Reviews 

Why are they important? 
 

They increase sales (positive reviews of course…) 

Why do they increase sales? 
 
• Customers love them 

 
• Customers trust amazon 

reviews 
 

• The number of positive 
reviews impacts your search 
position 
 

• Use product reviews as new 
product research tool 
 



Re-pricing & Pricing Control 

Your text here 

Repricing in the correct manner is “priceless” with the potential to increase sales from 50 – 145% 

• Automatically Reprice v 
Competitors 
 

• Hold the buy box as much 
as possible (86% of sales 
are from Buy Box) 
 

• Set a min price based on 
min acceptable margin 
 

• Use a re-pricer that pushes 
up 
 

• Set a max price close to 
RRP 
 

• Worry about what price 
works for you 
 

• FBA / New / Used Options 
 
 



Buying visibility – paying for the clicks 

Bids operate like  
Search Engine 
PPC adwords 
min/max bid. 

Same as the Amazon 
PPC – Bids operate on 
a pay per click model.  

Promoting listings on Amazon can be a good way to get visibility – using either Amazon PPC or  
Amazon Sponsored products. 

 
They typically appear at the bottom of the page (PPC) or as alternatives  on the right side when customers 

land on competitor listings. You pay each time someone clicks on them.  
 

Produce a better ROI than Search Engine PPC but will eat into margins. 



Buying visibility – paying for the clicks 



  UK USA FRANCE GERMANY 

Sellers 49,000 185,000 22,000 40,000 

No of Listings 280 million 545 million 235 million 265 million 

From country 77% 85% 51% 75% 

UK Sellers 77% 0.75% 17% 10% 

FBA Users 18% 30% 27% 18% 

Source: marketplacepulse.com  

Amazon EU and USA….. 

Consider Non-UK 
Amazon marketplaces… 

Use International Listing 
Builder in Seller Central 
 
Localise listing 
 
Use FBA or Seller Fulfilled to 
pick/pack/dispatch 
 
Consider weight & returns 
rates 
 
Research ASINs – competition 
& selling price varies across 
the markets 

 



Research / Finding Profitable Inventory 

Analysis of Amazon Catalogue 
 
• Using EAN / UPC or even title 
• Bulk analysis of all 11 Amazon Markets 
• Buy box price / Qty of Sellers 



STOCK 

Don’t oversell. 
It will result in 

a poor defect rate 
and you will 

get suspended 
or banned.  

FULFILMENT 

Dispatch on time 
& deliver on time. 

Expedite if 
you are late or 

your defect rate 
will get hit. 

FBA 

Unsold items 
held by Amazon 
can be expensive 

to have  
returned 

or disposed off. 

RESTRICTIONS 

Check you can 
sell branded items 

in the target 
country. 

And make sure 
the local  

marketplace  
allows it. 

Pitfalls to avoid 

SALES MARGIN 

Take time to work  
out all your costs  
and set up a min 

price  
so you never sell 

at a loss  
(deliberately). 



Summary / Optimisation Check List 

Listing Related 
 

Title 

Description 

Image 

Browse Nodes 

Bullet Points 

Search Terms 

ASIN Match 

Price 

Add details to existing listings 

 

Strategy & Other 
 

Re-pricer  

Calculate Min Acceptable Price 

PPC Advertising 

Paid Promotion on eBay 

Research & Plan (use tools) 

Product reviews 

EU / USA other Marketplaces 

Settings / Service related 
 

Metrics & Feedback 

Free Postage 

FBA 

Returns 

Sale Price 

Self Fulfilled Prime 

Next Day Shipping 

 



 
 
 

Q & A 
 
 
 
 

simon.grant@sellerdynamics.com 
 

info@sellerdynamics.com 


