
Expert Panel:
How Brands Can Smash Their 
Q4 Targets on Amazon

Webinar Panel



• Amazon fit 2021

• Essential Amazon tips for brands

• Amazon A+ Content best practices

• Taking advantage of shopping events on Amazon

• Monday morning Amazon playbook for brands
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Agenda

If anyone would like an impromptu 15-minute demo today, please reach out 

to Hello@ChannelSight.Com and our team will facilitate this immediately after 

the webinar.

mailto:Hello@ChannelSight.Com
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Amazon in 2021
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Growth of Amazon
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Traffic and Revenue Trend on Amazon 

Marketplaces 2021

Traffic Trend% Revenue Trend%

Amazon marketplace sales are 
projected to reach 

$468.78 billion in 2021

Source: ChannelSight Sales Data Source: Statista
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Amazon fit

Amazon in 2021

• Big pack selling for FMCG vertical to hit $25+ / £20+
• Keep an eye on the profit and loss margins for Q4
• Leverage all your strong audiences and media



Essential Amazon tips for brands 
for Q4
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Plan for volumes Inventory management

Shipping, fulfillment, and product 
assortment

Promotions and ads Optimise ‘On Amazon’ and ‘Off Amazon’ 
Media

Identify and focus on key products

Leverage converting audiences

Winning Digital Shelf Optimise product pages

Competitor analysis – How to avoid the 
losing the digital shelf
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3 Pillars for 
winning 
Q4 
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Plan for volumes
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Inventory 
management

Plan for volumes

• Inventory monitoring tools help you to keep on top of 

stock and assortment across multiple marketplaces

• Forecasting how much inventory you’ll need is key to 

reaping the benefits of the Q4 sales!

Q4 generally sees a 30% to 
50% rise in sales



• Clear distinction between 

• core assortments vs. 

• novelties vs. 

• new products

• Make sure you have enough inventory in stock for the holiday 
sales spike of popular products / new products launches

• Clear out old / unpopular inventory 

• Plan for lightening deals in advance

• Fulfill faster and more affordably
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Set your 
shipping & 
fulfilment up 
for success

Plan for volumes
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Set your 
shipping & 
fulfilment up 
for success

[FYI] Don’t forget to plan for your 
lightening deals, here are some of the 

important dates from Amazon UK
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Promotions and ads
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Focus on your popular products
Identify best and under-performing products 
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Optimise ‘on-Amazon’ 
media to drive conversion

• Sponsored products accounted for 
55% of all sales in the first 24 hours 
of prime day

• Rich media is becoming an 
increasingly important part of 
advertiser budgets

• CPC growth topped 30% 
internationally across Canada, 
Germany, and the UK

Source: Tinuiti - Amazon Report - Q2 2021

https://tinuiti.com/content/guides/amazon-ads-benchmark-report-q2-2021/
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Optimise 
‘off-
Amazon’ 
media to 
drive traffic

Promotions and ads

This is the time for volumes, so activate all your high 
converting audiences and media
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Winning the Digital 
Shelf on Amazon



18

Digital Shelf 
is cluttered

Winning the Digital Shelf on Amazon

First page results for “2 in 1 laptops” across Amazon marketplaces
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DigitalBrick and Mortar

Winning the Digital Shelf on Amazon

Search        Consider/Discover



Content Audit Different components and grade

Reviews Number and quantity of reviews (1-5)

Ratings Quantity and quality of reviews

Pricing Pricing and MAP

Availability Number of “in-stock” and “out-of-stock” products

Search placement Share of search and product ranking

20

4Ps of 
Marketing

Winning the Digital Shelf on Amazon

4Ps of Marketing don’t change -
We need Product, Place, Promotion, Price online as well 



THE ROLE OF TRANSACTIONS IN BRAND STRATEGY

Winning the Funnel for Q4 2021
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Consumers are 
considering your 

products 

Consumers are 
searching for your 

products in your 
category

Consumers are ready 
to buy your products

Grade 
A

In stock

$

Rank 
1ST



How to avoid losing digital shelf!
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Consumers are considering 
your products 

Consumers are searching for 
your product(s)in your category Consumers are ready to buy

Your products appear lower in 
search ranksYour products are in not in stock

Your products have bad reviews 
and ratings

Your products have sub-optimal 
content

Your products are listed at the 
wrong price

x

Losing sales

Without effective competitor research, your brand risks losing the digital shelf



a+ content best practice



the amazon shopping 
experience that amplifies 
sales by 3-10%

A+ Content is an Amazon tool that gives 
registered brands the ability to showcase 
their products’ key features and benefits.

It is an enhanced content option that 
upgrades a listing’s basic product description 
into enticing content that, if done correctly, 
can bring product listings to life, tell your 
brand story and generates an uplift in sales.



why a+ content is a seller and vendor must-have

Designed to ease the buying process for consumers and enhance the shopping experience, Amazon A+ Content 
allows approved brand owners to enhance the product descriptions of branded ASINs.

Product listings come with plain-text product descriptions as standard — yet this isn’t often enough for brands 
wanting their products to stand out on the digital shelf. The application of A+ allows product descriptions to be 
showcased in a more engaging way by including a unique brand story, and enhanced images and text 
placements.

a+ features that amplify your sales!

Amazon A+ Content boasts a variety of visually appealing display options for Amazon Sellers and Vendors to 
showcase their products’ unique value proposition and amplify sales!

what is a+ content?

•enhanced images and text placements
•high-quality images
•full-width banners & logo upload

•comparison tables
•up to 5 content modules 
•brand story functionality



a+ with compelling content 
results in a 5% CVR increase, 

according to Amazon

‘ ‘
marketplace amp



premium a+standard a+

for all vendors & Sellers

3% – 10%

5

12 basic a+ modules

970px

no

no

by invitation Vendor / Launch Pad

up to 15%

7

16 premium modules &
access to 12 basic a+ modules

1464px

yes

yes

eligibility

increase in CVR 
(according to amazon)

module limit per page

modules types to choose 
from

content width

high-resolution

mobile content

standard vs premium

free $250-$500k or via Launch Padamazon fee



the premium shopping 
experience that boosts 
sales by up to 15%

Premium A+ Content is an exclusive Amazon 
tool that gives brands the ability to showcase 
their products’ key features and benefits 
with superior content.

From full-width imagery and HD video to 
interactive modules that bring product 
listings to life, it’s a Vendor paid-for 
marketing tool that’s well-known for 
generating a heightened increase in sales.



the power of premium a+ and why it can help

Amazon Premium A+, also known as A++, is much like basic Amazon A+ in that it’s designed to ease the buying 
process for consumers. It’s an upgrade, though, that provides a more immersive shopping experience thanks to more 
sophisticated content possibilities that rocket beyond that of the more inferior basic Amazon A+.

Big brands using Vendor should consider upgrading from A+ content to Premium A+ in order to propel their product 
listings and brand positioning to the next level. Our talented team of content specialists have executed Premium A+ 
for market-leading brands such as Durex, Scholl, Dettol and Lintbells.

premium a+ features that stand you apart from the rest

First piloted in 2016, Amazon’s Premium A+ Content boasts a visually appealing, powerful interactive display that 
provides exciting marketing options for Amazon Vendors to amplify
their sales!

what is premium a+?

•increased content width
•HD video content
•full-width imagery
•more modules, more space! 
•clickable Q&A

•engaging feature hot spots
•Interactive comparison charts
•scrolling carousel modules 
•bespoke mobile content
•showcase high-resolution images



more sales, higher 
conversion rate

Improved content functionality allows for 
better storytelling to convert sales. A+ aids UX 
and satisfies a shopper’s need for detail, 
whatever stage of the buying funnel they are 
at.

stand out with 
a+ content

lowers ACoS for higher ROI

PPC campaigns benefit from A+ by giving 
shoppers quality content that inspires and 
closes the deal, reducing costs of advertising 
sales to increase overall ROI.

increases traffic, boosts 
discovery

A+ Content boosts off-Amazon 
discoverability, improving the chance for 
your products to be found in search results 
and driving more traffic to your listings.

positive reviews 
& fewer returns

With consumers able to immerse 
themselves in detailed product information, 
they can make better buying decisions —
leading to less returns and better reviews.



Standard A+:
Gilbertson & Page

Barrier: How much to feed my dog? 

Standard A+:
Lindens Health

Barrier: Credentials and Benefits 

Standard A+:
Yo! 

Barrier: ‘Choice paralysis’ inspiring through 
recipes and taste



Premium A+:
Dettol

Where can I use the product

Is it safe for my family? 

Does it kill bacteria? 

Will it make my colours run?



Premium A+:
Scholl

How does it work? 

Is it safe for my skin? 

Where and how do I use it? 

Can I use it in the shower? 



Taking advantage of shopping 
events on Amazon
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Gwen McShea, President



Prime Day Aftermath

• Prime members in 20 countries purchased more than 
250 million items. (Source:  Amazon)

• In the two-week lead-up to Prime Day, customers 
spent $1.9 billion on products from third-party 
sellers. Prime Day 2021 was the biggest two-day 
period ever for small and medium-sized businesses. 
(Source:  Amazon)

• Sales of marketplace products grew 12.0%, 
Amazon’s own products grew 5.3%. (Source: Digital 
Commerce 360)

• Biggest gains we saw were sellers who offered 
aggressive discounts (coupons, Lightning Deals) and 
Sellers who were highlighted by Amazon (in Amazon 
Live stream or emails saw a month’s worth of sales 
during this 2-day period).



Fulfillment for Brands on Amazon

• Fulfillment by Amazon (FBA)
• Subject to Restock Limits & IPI Scores

• Fulfilled by Merchant (FBM)
• Self-Fulfilled
• 3PL



Strategies for Black Friday / Christmas Success

• Increase Sales Rank in Lead-up to Holiday
• Lightning Deals
• Coupons
• Email Promotions (to own list)
• BOGO
• PR

• Prepare Listings for Holiday
• Health
• Images
• Keywords / Text

• Prepare Advertising Strategy
• Budgets / Targets
• Day-parting
• Competitive Strategy



Traps to Avoid During Holiday Season

• Overstocking / Understocking
• Selling Through Inventory at 

Discount Price
• Having Listings Suppressed by 

Competitors / Amazon
• Sending Stock Too Late
• Being Too Aggressive and Wasting 

Advertising Spend
• Fulfilled by Merchant (FBM) – not 

adjusting delivery timeframes to 
match capacity
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Conclusion
Monday morning playbook



THE ROLE OF TRANSACTIONS IN BRAND STRATEGY

Winning the Funnel for Q4 2021
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Consumers are 
considering your 

products 

Consumers are 
searching for your 

products in your 
category

Consumers are ready 
to buy your products

Grade 
A

In stock

$

Rank 
1ST



We help you understand consumer behavior and 
provide a true view of the funnel through 
conversion data.

© ChannelSight 2021. All Rights Reserved.41

How can 
ChannelSight 
help? UX/UIStrategy Data & Insights Support

We enable you to curate the user experience of your 
brand online, allowing you to influence critical points of 
the consumer journey



Dublin (HQ), Ireland
42 Pearse Street,
Dublin 2, D02 YX88, Ireland
Email: info@channelsight.com
Call: (01) 902 2822

Thank You

mailto:info@channelsight.com
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