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Overview
5 Things Every Publisher/Author Should Know About Amazon

Amazon Fundamentals

Developing Ancillary Products

Amazon Advertising

Amazon Seller

DISCLAIMER

• I don’t work for Amazon
• It’s up to you to make your own 

decisions & follow Amazon’s terms
• Policies may change at any time
• Some programs may work 

differently for you
• It’s possible to lose a lot of money
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5 Things Every Publisher & 
Author Should Know About 

Amazon
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1. Books are a small part of its business.
Amazon revenue (2018)

AWS: $25.6B

3PS: $42.8B

All publisher revenue 
(inc. non-Amazon)

$26.2B (2017) 

Sources: Forbes, Motley 
Fool, AAP“I sell books” “I sell whatever I want”
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2. Some Amazon programs are great
Amazon Advertising

◦ Lets small publishers get their books at the top of search results. 

Amazon Kindle Direct Publishing (KDP)
◦ Publish ebooks to the Kindle platform, get paid a high royalty rate

Amazon KDP print (formerly Createspace)
◦ Publish print-on-demand (POD) books without holding inventory
◦ Distribute books to Amazon.com and international sales channels

Amazon Seller Central
◦ Publishers can sell excess inventory or second-hand books on Amazon.com
◦ Publishers can also create and sell non-book products on Amazon.com
◦ Fulfilment by Amazon (FBA) option allows goods to be shipped by Amazon
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3. Some Amazon programs are not so great
Audible

◦ Audiobook platform purchased by Amazon >10 years ago
◦ 13-hour book = 75 royalty (excluding narrator cut)

KDP Select 
◦ Locked in to Amazon – can’t sell ebooks elsewhere
◦ Fraction of a cent per page read
◦ Relentlessly scammed and exploited, honest authors lose 

money  
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4. Publishers come last on the food chain

Takes a cut of all sales

If there’s a problem, wants you to pay for it

If there’s a “feature,” wants you to pay for it
◦ KDP ebook content delivery fee 
◦ Amazon Advertising
◦ Early Reviewer Program
◦ Amazon Seller/FBA 
◦ Warehouse fees
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1. Its own growth comes first

2. Customers come second

3. Publishers/authors/sellers/partners last



1. Some truly powerful programs to build your business
2. What you learn from Amazon can be transferred elsewhere
3. Excellent way for indie publishers to test stuff & build brands!

5. But you have a big opportunity! 
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Fundamentals
DISCOVERY, PAID SEARCH, CONVERSION 
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Amazon’s search engine
Web 

Don’t forget mobile! 

“Smartphones are expected to 
drive nearly half of shopper 
traffic on the web”
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So what?
This data has value!

Intent to buy

Testing new keywords
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Amazon detail page view (DPV) optimization
Why it’s important 

◦ More revenue for you
◦ Better organic search ranking

Target rates
◦ Click through rate (CTR) - search results or ad encourages people to click to learn more
◦ Conversion rate (the page itself converts browsers to buyers)
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What goes into a DPV that converts well?
Image

Title

Price/availability

Prime

User/reader reviews

Clear description

Expert reviews

Detail page meets expectations!
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Descriptions
DO’S

10 second rule

Summarize, tease, but don’t give away

Highlight awards, qualifications of author

Comparison/why your product is better

<b>HTML</b> formatting

Bullets and emojis

DON’TS

Long paragraphs

Play-by-play plot synopsis

Obvious keyword stuffing

Ask your authors to write descriptions 
◦ (Unless they are skilled marketers)
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HTML example
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Same product, 2 different conversions
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Side by side
6.41% 15.38%
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Reviews
Obviously important

Vital for driving sales

Impacts advertising costs

Why else are reviews important?

How to get legitimate reviews
◦ Book frontmatter or backmatter
◦ Goodreads Giveaway
◦ ARC programs
◦ Amazon Seller - Early Reviewer Program
◦ Amazon Seller – Ask customers
◦ Product review insert or “note from the author”
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A review you never want to see
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Ancillary Products
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What do these have in common?
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Themed educational products
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Why do this?
OPPORTUNITY

Book market is slow-growth arena

Many merch categories strong and/or growing

Sales of non-book merchandise to supplement 
book publishing income

Indies move fast and try new ideas!

BECAUSE WE CAN! (ESPECIALLY NOW)

Access to low-cost platforms 
◦ Amazon Seller
◦ eBay
◦ Website

Not starting from zero – we already have IP! 
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“Frequently bought together” & “Also boughts”
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Why should someone else profit?
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Complementary products based on books

2015 2016 2019

27PRESENTATION BY IAN LAMONT, I30 MEDIA CORPORATION. ALL RIGHTS RESERVED. 



Evaluating market for ancillary products
WHAT PEOPLE WANT

What do your existing readers want?

Is there sufficient demand?

Possible to develop new customers?

HOW TO FIND OUT

Checking out competition

Also-boughts/Frequently bought together

Reviews of those products

Reviews of your products

Surveys to mailing list

Discussions with readers

Preorder page on website
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Production considerations
What products can you develop?

How can you differentiate them?

Product types
◦ Branded merchandise
◦ Complementary products
◦ Paid digital products

What skills does your team have?

What skills do partners have?

What do your authors bring to the table?

What do you need to outsource?

What assets do you need to purchase?

How long will it take?
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Product brainstorming exercise

(courtesy Stone Bridge Press)
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Amazon Advertising
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Organic vs. Paid
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“Sponsored Brand” vs. “Sponsored Product”

PRESENTATION BY IAN LAMONT, I30 MEDIA CORPORATION. ALL RIGHTS RESERVED. 



Detail page carousels
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Self-serve ad platform for paid placement on Amazon

Ads may show up on Amazon.com or Amazon app (and maybe other places, too)

CPC model (cost-per-click)
◦ Not CPM (cost per 1,000 impressions)
◦ You set your maximum bids and budgets

What is Amazon Advertising?
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Go to the head of the line, above organic search/also-boughts!

Target people who have intent to buy

DIY – don’t need to hire anyone!

Measure the results of campaigns

Spend a lot, or a little (still some bargains!)

Fine-tune campaigns, do split-testing, etc.

Directly compete with other titles 

Use other authors’ names and titles as keywords

Why use Amazon Advertising?
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Publishers & other vendors sign up OR access through other Amazon creator account

Use the website to select ad type 

Choose the book/product you want to advertise

Select how ads are targeted (e.g., keywords, competing products)

Upload/enter additional assets (taglines, etc.)

Enter bids and budget

Enter timing details

How Amazon Advertising works
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Evaluating campaigns via the dashboard
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Campaign/keyword metrics
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Budget: Maximum spend per day

Impressions: How many times your ad appears 

Clicks: How many times someone clicked the ad

CTR: Click-through rate. The rate of people clicking the ad (clicks/impressions)

Spend: How much you spent in a specific time period

Orders: Successful orders

Sales: Amazon’s gross sales 

ACoS: “Average cost of sales” (your cost of Amazon’s sales, not just your own!)

Understanding dashboard metrics
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Amazon Seller & 
Amazon FBA/FBM



What is Amazon Seller Central?
Program to sell stuff through Amazon

Overlaps with Advantage, Vendor Central

Many types of new goods

Branded goods you create

New and used books
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FBM vs. FBA

FULFILLMENT BY MERCHANT (FBM)

Sell all kinds of products 

Non-book merchandise & used books

You handle shipping (Amazon has discount)

Items are not Amazon Prime

Fee based on size and weight

Free account FBM sales cost extra

FULFILLMENT BY AMAZON (FBA)

Requires pro account - $40/month 

Ship goods to Amazon warehouses

Amazon ships to customers

Items are Amazon Prime

Special marketing programs

FBA fee depends on size, weight

Shipping, warehouse, account fees extra
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FBM vs. FBA fees

FBM FEE EXAMPLE (PRO TIER)

$1.50 for a $10 non-book product (15%)
◦ Shipping: ~$3.50

$3.75 for a $12 book (31%)
◦ Shipping : ~$4.25

Free tier: Add 20%

FBA EXAMPLES 

$10 non-book product 
◦ $2.41 FBA fee, $1.50 shipping (total $3.91)

$24.99 product (> 1 pound)
◦ $4.76 FBA fee, $3.75 shipping  (total $8.51)
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Currently $60 

Up to 5 reviews for new 
products

Can also use for products with 
<5 reviews

Try it for books

Amazon Early Reviewer Program
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Amazon Seller Account: Coupons
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Sell used books or overstock

Sell book-related merchandise

Great way to showcase your brand (if you have one!)

Coupons, lightning deals, and other special marketing programs

Special options for brands 

Contact buyers to resolve problems, ask for honest feedback, etc.

Amazon Seller: Pros for publishers

47PRESENTATION BY IAN LAMONT, I30 MEDIA CORPORATION. ALL RIGHTS RESERVED. 



Amazon Seller: Cons for publishers

§ Account, warehouse, other fees

§ You can’t create a book page (you 
have to piggyback onto other 
listings)

§ You may be competing with 
people with no scruples about 
quality/piracy

● Merch detail pages limitations
● Product restrictions
● People can review you
● In the event of a dispute, you lose
● UPC numbers and codes for non-

book merchandise: $250/ten via 
GS1, $50 annual “maintenance 
fee”
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More information

leanmedia.org

Facebook.com/leanmediaorg

Twitter: @ilamont or 
@leanmediaorg
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