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00:01 Glyn Kennedy: Hello everyone, welcome, and everyone at home as well. Today we are 

going to be talking about Proven Performance Inventory, which is kind of the foundation of PAF. I 

know you've been talking a lot about PAF today, so you guys may not be as familiar with PPI. But 

PPI is really the foundation that we started upon. And so today we're gonna kind of step you 

through that process, because it's still a really large part of how we start any new product in our 

business. And if you don't know us already, my name is Glyn. 

 
00:29 Leah Miller: I'm Leah. 

 
00:30 GK: And we are part of Bret's team. We're two of his product managers. So we use this 

process throughout our job and everyone here is still launching every new product with this process. 

So it's still a very key element to our business. 

 
00:44 LM: Some of you may have seen this presentation before. We're pretty much just gonna take 

you through a step by step breakdown of the way our team looks at products and new ways to find a 

product using PPI. What is PPI, and why is it so powerful? Well, three main reasons; it's low risk, 

low cost, and the best part about it is it's proven data. So this takes the guessing out. No more bad 

buys. We know if a product is being searched for, we know how expensive it's gonna be. And then 

this takes away that guessing game, which is the worst part, I think, about going into online 

business. 

 
01:24 GK: Alright. We're gonna break it down into two phases. Phase one we consider the predata 

phase. And this is where you create your listing, you select the product you're gonna be listing, and 

then you set up your sponsored ads. So this is what we call predata. And then phase two is gonna 

be our postdata. And this is where we really look at the data we've collected with our sponsored ad, 

we analyze it, we optimize our listing based on the data we've collected. And then we can also look 

at the data in our business reports, which will show in our sessions data, and that will show us how 

you can view your listing on an ongoing basis to see what's going on. Whether there's a traffic 

problem or a conversion problem or maybe both, you can analyze the success of your listing 

through looking at your s3ssions data. And then lastly, I'll kind of touch on the PPI calculator, 

which is a great tool you can use once you've collected some data to kind of look at the future of 
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your product and your listing. 

 
02:20 LM: Okay. So to begin, we're gonna go through phase one, which Glyn just mentioned is 

selecting that test product, creating the listing, and then creating the sponsored ad. So to begin, 

product selection. This is where a lot of people tend to get hung up on because they're like, "Where 

do I start?" And our biggest... We always say this when we're presenting, and we've learned this 

from Bret, is just take action. This is what we do in our team. He always said, like Robert 

mentioned before, we are very data driven. That is what we want, and so you can't get to the data 

unless you get this part done in the beginning, and so you just need to take action. Don't get caught 

up in the weeds. There's a few different ways you can start with this product selection. Two ways 

we always explain is, one, maybe you have a product lying around, there's a lot of us who started in 

RA or OA. And so maybe you have a product you didn't get to, maybe there's just one laying 

around in your house, look at that and then start there. Start playing around with search terms. Ask 

family and friends, "Hey, what would you search to get to this?" Because the biggest part of PPI 

that we're always trying to get across is that we are searchterm driven not product driven. So we 

are always going to be looking at what we can rank for and what search terms are going to be 

matching that product. 

 
03:36 LM: Another way you can start, too, is if you don't have a product and you just kinda wanna 

play around with Amazon's tools, you can do that too. So go into a category, play around, Amazon 

has a great... They have a bunch of free tools within Amazon that you can just explore and play 

around with. 

 

03:52 LM: So we're gonna show you our brainstorm through this process. We started with paper 

lanterns. So that's just a normal... I don't know if you know what paper lanterns are. They are really 

cheap paper planes, they're for party decor. We had some lying around, so we were like, "Hey, let's 

just start here and see where we end up." To begin, we started typing in paper lanterns as you can 

see. And we're showing you both the desktop and the mobile, because one of the biggest things 

[04:20]  also has told us over and over again is make sure you're always checking your mobile 

phone, because a majority of Amazon's customers are coming through the mobile phone and so 

they're gonna be checking out that way. So you wanna see how not only is the listing coming up, 

but how is the sponsored ad populating? It's really important to always be checking that. 

 
04:40 LM: Anyway, we started typing in paper lantern, and the drop down menu on Amazon is one 

of our favorite tools, free tools as we say, to come up with some search terms. As you can see, all of 

these different search terms and options are popping down and you can start anywhere when you're 

looking at that. Where do you wanna go from there? We just decided paper lantern lights sounded 

interesting to us, so we clicked on that. Once again, don't get caught in the weeds, don't overthink it, 

just click something and continue to move forward through the process. 

 
05:14 LM: So paper lantern lights. So once we click on that, we do a kind of... Not like super 

extensive qualifying in the beginning with our keywords. PPL has another, they'll go through their 

seven step process of qualifying, which is an awesome tool as well. We're a lot more data driven on 

the backend, so you can do both. With us, we just like to look at what populates when we're 

clicking that search term, what products are populating, and kind of get a feel for that. What are the 

results that are popping up? How many sponsored ads are populating? And so you kind of get that. 
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05:49 GK: Just get a baseline feel for what the market is. All of this though is estimated data. So 

when you test everything in your sponsored ad, that's the concrete data. So basically, we just kind of 

get through enough understanding in this element of the process, and then enter it into our 

sponsored ad. And we'll get that concrete data as quick as possible. 

 
06:09 LM: So once we typed in paper lantern lights, we just clicked on one that stood out to us, 

mainly just because of the price point, it had good reviews. All we're trying to do right now is click 

on a product to get the backend search terms that people are searching to get to that product. So this 

one was at an $18 price point. We figured if we bundled something with it, we can get it to that 

$35$40 price range. So we're showing here on this screen, we have both Scope and Keyword 

Inspector. These are just two tools that show you different search terms that people search to get to 

this product. 

 
06:47 GK: And another note, yeah, on these tools, we use them more as a brainstorming tool. They 

do have estimates that they give you. On our team, you can look at those estimates as much as you 

want and go off that data, but it is estimated data pulled from Amazon. However, we like to use it 

more as a brainstorming tool to just get that thought process going and get those keywords churning 

through your mind, and looking at what are people potentially searching. And then let Amazon's ads 

tell you exactly what people are searching. 

 
07:15 LM: Right. Yeah, that's a good point. So then Keyword and Scope, you can use either one, 

you don't have to use any, it's up to you. What we're showing here is we put in red solar paper 

lanterns, which, once again, stood out to us. One little shout out to Billy who was working on this 

one with us. He's very environmentally friendly so he was really into the solar idea. So that one we 

were like, "That's a very niche market, let's try that." So we liked that one, we highlighted that one 

in red. We have highlighted in blue paper lanterns, because that was just our beginning term that we 

typed in. And so that one's always worth testing down the road, but you could probably assume 

that's a pretty competitive market to go into. It's really broad and I'm sure there are a lot of paper 

lanterns, actually I know there are a lot of paper lanterns on Amazon when we were going through 

this. So we just have that one in the back of our mind as maybe one we go after eventually, once 

we've started to rank for these more niche search terms. 

 
08:14 GK: Yeah. And again, you do want to test all these words over time because there can be 

some words that you might view as potentially competitive, but you actually get them back and they 

aren't as competitive as you thought. So don't get scared away from the broad terms either. Just test 

everything and let the data direct you from that point. 

 
08:33 LM: Okay. So like we said, we liked solar paper lanterns. So we then did what we did with 

the other paper lantern lights tool or process. And we typed that into Amazon search bar and saw 

what populated. And we were just gonna go with the first one that populated to see what search 

terms we could get from that one. So one thing to note is we did circle the sponsored listing right 

there because that's one thing you wanna make sure you notice. Don't take the sponsored listing as 

the one that you're gonna do your reverse ASIN for, because that's obviously not accurate. That's 

not the top ranked one. They're paying for that one to be at the top. So we clicked on this first one, 

and this is just showing you once again, you're getting all these different search terms, these are all 

potential search terms. You can use your own inference or you could use the estimated data that 

they give you to choose which ones you wanna use. Like you said, we use it as estimates so we just 
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go with our gut. And we like to pull some out and then we'll show you what we do with those as we 

go on. 

 
09:41 LM: So we liked solar outdoor lanterns, 'cause once again, now we're getting from solar 

paper lanterns to even more of a niche. We're going now for that outdoor backyard. You don't have 

to do this when you're doing your bundle, but we like to get some sort of theme, like what are we 

doing, what kind of bigger search terms could we encompass with this? And now we're going for an 

outdoor, solar, paper lanterns decorations type of bundle. 

 
10:05 GK: Yeah. What niche within a larger market can we find is the premise that we're going for. 

 

10:13 LM: Okay. So now once you have what we call our pillar product, which are these solar 

paper lanterns, now we wanna make it a unique listing. So the easiest way we say to do this is just 

to bundle it. Once again, I know Denny and Ryan in their PPL program have a great way of making 

that a unique listing as well. But this is our method, so we just go and we use, once again, Amazon's 

free tools to tell us what would be a good product to bundle this with. So on your listing, underneath 

it, you'll see this frequently bought together. And this is just a great place to see what your 

customers are purchasing with that other item and how you can make it more convenient for them. 

 
10:54 LM: And there's another at the bottom, so once you scroll down even further, you'll see this 

customer's who bought this item also bought. And there's a plethora of products that you'll see that 

other customers who have either purchased this item or have been looking at it have also purchased 

as well. So we decided to go with the solar fairy lights. It was a low price point at $12. We knew if 

we bundled that together, we could get it once again to that higher price point that we're looking for. 

And we're staying in that same type of genre that we had mentioned earlier. 

 
11:27 LM: Okay. So another cool thing you can do if you are bundling is you can use that now 

supportive product to get an even wider range of search terms. So you can then do your reverse 

ASIN for that supporting product and see what other options are pulling up. So we got from this 

one, we got solar decorative lights, which once again encompasses what we had been saying about 

the whole bundle in itself. And then solar fairy lights, which is... When you think search terms, fairy 

lights is another... That's an interesting term you might not have thought that those string lights were 

called. So just always be thinking like, "Oh, that's an interesting way I might not have searched for 

that but someone will." So you're always, once again, search termbased. If I haven't made that 

clear. [chuckle] 

 
12:16 GK: Drill it home. 

 
12:17 LM: Yeah. [chuckle] Right, that's our goal. Okay. So once we've figured out what we wanna 

do as our bundle, then we go in and source it. Don't get too caught up on the sourcing, we're not 

trying to make a profit off this bundle because we don't even know if this is going to work, so it's 

just your test bundle. So we typically go, and you can go on eBay to get it cheap. Or we can go into 

my personal favorite, I just like to go into Google Shopping, it's easy. You can search each product 

individually and see what comes up. We found the fairy lights on Walmart for even cheaper than we 

did on Amazon. That's not always the case, but that worked out in our favor. And then the paper 

lanterns, we found a pack of six? Yeah, six solar lanterns that we thought we could actually... This 

is just a little tip, you don't have to do this, but we thought we could just break them up into bundles 
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of three paper lanterns and pair them with our fairy lights to keep our bundles cheaper. So we did 

those at $24 each. 

 
13:16 GK: Yeah. And there are some restrictions. This is kind of a placeholder as an example of a 

pack of solar lanterns you could buy. However, we do recommend buying most of your test 

products off of Amazon, 'cause they have started getting more strict with buying product on 

Amazon and then relisting it. So if you want to avoid any potential issues, just go on Walmart, go 

on Google Shopping, buy these lanterns anywhere off Amazon, and bundle them together and then 

list them that way. 

 

13:40 LM: Yeah. 

 
13:42 GK: Alright. So now that Leah has walked us through the whole keyword search process, we 

can start to create our listing. The product creation template is a tool that's available to you on the 

PPI resources page. And what it is is a simple Word document that just has all of the product listing 

categories on it, where you can store the information of your listing off of Amazon, because a lot of 

us, I don't know if you guys have experienced this, but when you're creating a listing on Amazon 

your internet could go out, or Amazon could get glitchy and boot you off. So you wanna store this 

information somewhere where you don't have to worry about losing all of it while you're creating 

your listing. So it's a great little tool to use that's available to you guys. 

 
14:22 GK: So this is what the first half of the product creation template looks like. As you can see, 

we have our anchor search terms that Leah stepped us through, one which we found on Scope, 

another one that we found on Keyword Inspector, and then one that we kind of came up with on our 

own as we were searching these products, "backyard party lights." Then we have a list of our other 

search terms, these are search terms that we're gonna eventually test at some point in our sponsored 

ad, but they're not gonna be the first words that we put in our ad. They'll be ones that we filter 

through as we continue to run our ad. 

 
14:54 GK: Next is your product name, otherwise known as the title. This is the most important part 

of your listing at this stage because most of Amazon's relevancy comes from this title. So if you 

don't have your keywords in your title, your ad most likely will not run for those words. So you 

wanna make sure that each individual word is in the title to some capacity. Now we have seen a lot 

of these words run when they're not verbatim in your title, so as long as you have each individual 

word you should be fine. However, if you do have issues that is one thing that you can go in and 

edit, is make sure that the phrase that you're using, the keyword phrase you're using is verbatim in 

the title. But as long as you have, for instance, solar, and paper, and backyard, and lights in your 

title, to some capacity those words should still run. 

 
15:36 GK: As you can see too, we kind of keyword stuffed strategically this first title so we don't 

have to keep going in and editing the title over and over as we continue to edit the words we're 

running in our ad. This is just a time saver tool. If you can do it, great. If you can't fit the words in, 

that's fine too, you can always go edit your title before you edit your sponsored ad. 

 

15:57 LM: Yeah. There's some categories that I believe won't let you do as long of titles, so if that's 

the case, obviously just try and get your anchor search terms. 
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16:06 GK: And I know sometimes you can run into issues editing your titles, so some people 

wanna avoid that, some don't have any issue at all. So it just depends on your preference. Next, we 

have the brand name. We got the brand name off of the fairy lights because the lanterns didn't 

actually have a brand associated with them. So just pick the brand name normally of the pillar 

product, which in this case would be the lantern, but given that they didn't have one listed, we used 

the fairy light brand. But whatever the main product is that you'll be selling, use that brand initially. 

Next, we have our price, and this is a price we came up with when we took a blended average of all 

the competition for those similar products that are already on Amazon. You wanna make sure that 

you're competitively priced, but on the higher end, because if you price your product on the higher 

end, you can always lower it, but it is a little bit harder to increase that price as you go through this 

process. So make sure that you're just in a good average price level. 

 
17:00 GK: Alright, for UPC, this is where you're just gonna add the UPC that you'll be using for 

this product listing. For key product features and product description, at this phase in the process it's 

not extremely important to spend too much time on these elements, because these are things that 

you will optimize once you have more keyword direction, so just take some basic key product 

features and product description even off the packaging of the products you're bundling. They 

normally have these features on them, so you can use a couple of those or come up with some 

simple ones of your own, but don't spend too much time. Just make sure that the product is clearly 

depicted in the description and that the key features are listed. Oh, and lastly, search terms, make 

sure to utilize all the backend search term characters available to you, because this will just allow 

for organic search to be brought... Organic search to happen on your listing as soon as possible. And 

we like to see what that'll do as soon as we can, so we recommend putting that in right now. 

 
17:57 GK: Alright. So once you have all of your listing information on your Creation template, you 

can just go on Amazon and basically copy and paste all of that into your listing. One thing we did 

wanna point out is choosing the category when you create your listing. This is very important, 

because you wanna make sure you're in the correct main category so that you begin to rank in the 

correct category when you start getting traffic from these ads that you're running. So for this one 

we're lucky. There is a very relevant main category, lanterns, right there on the bottom. So we 

selected that. Now, when you're dealing with subcategories, these actually change very frequently 

on Amazon, so don't get too caught up on the subcategories. Just pick the most relevant one. I 

remember when we were looking at this example, we went back a couple of days later and the 

subcategory wasn't even there anymore. So that's a perfect example when we went to get the 

screenshot of it not even being there. So this is why you don't get too caught up. As long as you're 

in the main category you're fine. 

 
18:56 GK: Alright, the rest is pretty easy in terms of the listing. You're just gonna copy and paste 

what you had in your template over to the listing. So you have your title, your brand name, and your 

product id, as well as your price. Recently sales prices actually stopped showing up on Amazon US 

listings. When you list a sale price, it just shows up at the normal price. We used to use that as kind 

of a perceived value element to our listings. But it's not really a perk anymore. Whether or not the 

algorithm picks it up or not, as Billy would say, we're not sure. But as of now, you can just list your 

price and just not do a sale price or you can list a sale price. It doesn't matter. It looks the same to 

the customer. 
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19:43 GK: Alright, then for your product image, for this first image you don't have to spend too 

much time. Just make sure that the image follows the guidelines that Amazon has for all product 

images. And make sure that it depicts the bundle accurately so consumers know what they're gonna 

get when they click on your listing. So here... Oh, I thought that was gonna be a detailed image. But 

lastly, key product features and product description. This is again what you copy and pasted from 

your template. Just the bare bones product features and product description that you're gonna go and 

optimize once you have some keyword direction. Alright. Search terms again, copy and paste from 

what you had in your template. Utilize everything that's available to you. It used to be much more 

than it is now. It used to be around 5000 characters, now it's 250 for most categories. So just utilize 

whatever they allow you to use back there. And all the tools like Keyword Inspector and Scope, 

they all have backend search term tools you can use to make that easier. 

 
20:41 GK: Alright, so this is what our listing looked like once we created it. As you can see we 

have an image that clearly depicts it with some key product features. Our title has all of the 

keywords that we wanna test initially in our ad clearly in there. So we shouldn't have any problem 

running those. And here's a better look at the image. It's very exciting. Alright, and now you're 

ready to create your ad. 

 
21:06 LM: Yes. So once you have created your listing and sent it in, then you can go ahead and 

create your ad. Your ad won't actually start running until your product is in Amazon's... If you're 

doing FBA, until you're in Amazon's warehouse and it's in stock and ready for sale. But you can go 

ahead and create it on the front end, just so it's done. So your... 

 
21:28 GK: And you can do merchant with them if you want. If you're really eager, you can. Your 

conversions maybe a bit skewed, but you can always have that option too. So if you're very eager to 

get that up, go ahead and put up a couple of units for Merchant Fulfill while you're waiting for that 

FBA inventory. 

 

21:43 LM: Yeah. Yeah. Just know that obviously most customers are looking for that prime. They 

want it fulfilled by Amazon. So you might not get as much interest, but you can still start to see 

how many people are searching for it, those kind of things. So it's a good option as well. Okay, so 

your campaign name, you don't have to do anything fancy. We always just name it what the bundle 

is. So we name this The Solar Paper Lantern Fairy Light bundle. For our daily budget, we typically 

just do it at $20. That's always up to your own preference. That's gonna be what is allocated to all of 

your search terms daily. So we think that $20 is a good place to start. And you can always increase 

or decrease this. Start date, you can do... It'll obviously start once your product is in stock. Your end 

date, we don't typically put an end date on there, just because we're constantly monitoring them, and 

it's kind of a pain if it stops and you wanted it to keep going and you have to go back and repause 

it. So we just keep it open. Targeting type, we always do manual targeting. We like control over our 

ads. So if you do automatic targeting, that allows Amazon to do all of... Place your ads and we like 

to manually do that. 

 
22:57 LM: Ad group name, this isn't really important. And then choosing your products to 

advertise. You just go in and you find your products, it's pretty self explanatory. It'll pop and you'll 

select that and then it will look like this once you've selected your product. Then you're gonna put in 

your default bid. Once again, this is up to your own preference. We think that $2, maybe $3 is a 

good bid to start out on. This doesn't necessarily mean that's how much you're gonna spend per 
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click. This just means that's what you're willing to spend to get that data. So then once you put that 

in you're gonna go and put your anchor search terms, as we've been calling them, into your 

suggested keywords, and then it's really important that you do your match type exact. I know a lot 

of people run different types of ads. We personally like exact because we know that's gonna give us 

the most exact data, but some people will run broad to get more information. You can go in and 

use... If you do a broad one, you can go in and get search terms that it populates for you, but in 

terms of the way we've taught PPI, we like to do exact. 

 
24:06 GK: Yeah, it's kind of the bread and butter at PPI, because without choosing exact you won't 

get the data on exactly that word. So that's the key to this whole process. 

 

24:16 LM: Yeah. Alright. And another, 'cause we are going for exact, make sure when you're 

typing these in to your search term bar that they are like exactly like how you found them in your 

tools, because if they're any way off, we are going for that exact phrase. Okay. So once you've 

added them it looks like this. This is just another screenshot of how it'll look. You'll have your 

keywords, your match type, this is just a way for you to doublecheck. The suggested bid we've 

noticed isn't typically that accurate, so we don't really pay too much attention to that, so don't get 

hung up on what that's saying. And then once you put your keyword, you can check your keyword 

bid and then you can go ahead and save and finish. 

 
25:04 GK: Yeah. It would be nice with that trusted information, 'cause anyone [25:06]  your 

ad. 

 

25:07 LM: Yeah, you wouldn't have to do this, right? You wouldn't know. [chuckle] 

 
25:10 GK: Alright, so phase two. This is once we've collected our data. We say to collect seven 

days worth of data, consistent data for each set of search terms to get an accurate read on the traffic 

and how you can convert on those terms. So let's walk through what we would consider good data 

and then bad data, and then we're gonna step you through how also to dissect your listing and figure 

out, "Do I have a traffic problem? Do I have a conversion problem? Do I have both? I don't know." 

Well, you can look at your sessions data and you can answer all those questions. And then I'll 

briefly touch on the PPI calculator, which will make more sense once we have some data to work 

with. 

 
25:50 GK: Alright, so this is what we would consider great data. So if you get this back after 

running an ad for about a week, then you can celebrate, because this would be some great data to 

work off of. I'm gonna go first to the bottom search term, Backyard Party Lights. This was one 

search term that we had originally run as an anchor search term. However, once we saw the data 

that was coming back, we actually decided to pause it and put in a new word. So that's a depiction 

of how I was telling you you can circulate through different words as you start getting data back. 

The second you see data that you determine as data that you're not very interested in, that shows 

high competition, then you can move on and add it, replace it with a new word. So before I get in 

too far into the data, just to clarify, impressions are how many people search that search term. Your 

clicks are how many people clicked on your ad to get to your listing. CPC is cost per click, and 

that's we use to gauge the competition level. We like to see a CPC of around 50 cents or below, but 

given that it's a little bit more of a saturated market now than when PPI started, below a dollar is 

what we aim for, ultimately. 
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26:58 GK: Then for spend, that's obviously how much you spend in that given time period, and 

then it shows you your sales and your Acost. Your Acost is your conversion rate, and we like to 

see that as 10% or below. So that's the goal we're looking for for your search term. So with that in 

mind, let's go look at Backyard Lights. So, with 30,000 impressions... Oh, a good baseline for 

impressions too, we like to see around 1,000 a week. That's also a fluctuating number, but that's a 

good gauge, it's a decent traffic for a search term, so if you have around 1,000 or more you should 

be very interested, especially if that CPC is in that target range as well. So with that said, 38,000 

impressions in a week is very impressive to get back for a search term. And as we scroll over, the 

CPC is 44 cents, which is extremely cheap given the traffic that it's bringing in. 

 
27:48 GK: So this is a search term that we would get super excited about and start probably 

dreaming about. [chuckle] But anyways, this is a search term that's doing really well. However, if 

you keep looking over, you can see we don't have any sales on it yet, therefore we haven't collected 

a conversion rate, and what that's telling us is this is great search term, but it might not be a great 

search term for this product. So if we don't start to sell products through this search term and get 

that conversion rate at 10% or below, then this may be a better keyword for a different product, 

which is fine. That's not to beat yourself up about, you can simply just move this keyword. Like we 

said, it's about the keyword, not the product. You can move this keyword and fit it to a better 

product. 

 
28:34 LM: Which, another note on that, is cool about the PPI process in general is you might've 

started with this Paper Lanterns and Fairy Lights, but you end up doing a completely different 

product, because now this data has led you somewhere else. 

 

28:46 GK: Exactly. 

 
28:47 LM: Like we said, you can always find keywords that you have a whole other idea for after. 

 
28:52 GK: And it can be an umbrella to a product line even. 

 
28:53 LM: Yeah, exactly. 

 
28:55 GK: Okay. And then next, let's look at Solar Paper Lantern, that second one down, at 1,900 

impressions in a week, that's still a really strong keyword, especially with a CPC of 34 cents. We 

really like to see that CPC below 50 cents, so as I said, that's a really great low competition search 

term with a decent level of traffic as well. And even better, we got a sale off of this search term at 

an Acost of 6%, so that's half of that 10% baseline we wanna see for our Acost, so that's a great 

search term. And not only that, but it's a great search term for this product is what our data is telling 

us. So it's kind of pairing up well right there. And then the top one, Solar Decorative Lights, it only 

has 104 impressions, but the CPC is 25 cents, so that is still very cheap minimal traffic you're 

getting from that search term. So this is what we like to call a support term. It's one that you can 

keep running, keep getting some consistent traffic through, especially if you start getting sales on 

this at a low cost, those don't hurt either to keep running. 

 
29:54 LM: Yeah, and typically if it's a low amount of impressions and you do get one or two sales, 
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you can tend to rank higher for those, 'cause you assume you're gonna be one of the top sellers for 

that search term. So, like we were saying before, if you start to rank number one, number two for all 

of these different niche search terms, you start to get more steam behind your listing and then you 

can go after maybe those big hitter ones. 

 
30:15 GK: Yeah, and it's also great to find those lowcost search terms, because they may be low 

Impressions, but if you broaden out slightly, you might be able to capture a larger audience, but still 

at a lower cost, 'cause it's pointing you in a direction of a potentially low cost direction, keyword 

wise. So if you start to broaden out from that a bit, you might find that you can find higher 

impression levels with a different keyword related to it, still at a relatively low cost. Alright, so this 

is what we consider bad data, but as we say, no data is bad data, because it all teaches us something. 

So, with that said, the first one, Paper Lanterns, great level of impressions. However, when you go 

on over, that CPC is slightly over a dollar. And we haven't gotten sales, so that's two strikes against 

the CPC and the sales. So we would probably pause this word and replace it with a new one. You 

could keep it running to see if you get those sales, but the chances are that Acost isn't gonna get to 

that 10% or below level. Next, Outdoor Lights. That one's even more costly at a lower level of 

impressions, so we would go ahead and pause that one and add in a new one in its place. 

 
31:22 GK: And then Solar LED Lights and Party Supplies, both of these words may look very 

unattractive to you, but to us they leave us questioning the accuracy of the data, because at 26 

impressions and one impression for party supplies, that doesn't seem accurate to us. That tells us 

that our ad probably didn't populate consistently for those words over that seven day period. So 

what we would do is go back, keep those running a little bit longer and start to double check our ad. 

So how you can do this is enter in the keyword into the search bar and make sure your ad's showing 

up when you search that word. If it's not, it's not populating, there's a problem with that word 

running. If it is, then you know that these numbers are accurate. So we'd keep this one running to 

see if we can get a more accurate read on the impression level and collect some more data on that 

one. Solar LED lights though, we did get a low impression level, so I don't think it's accurate. 

However, we did get some a couple of clicks off that, so we still do know the CPC's 83 cents. If 

you're still interested in that one with that CPC, go ahead and keep that running. We probably 

would for a little bit longer. But if that's too expensive for you, then you can go ahead and pause 

that. 

 
32:28 LM: And then another note on the CPC. I know we said that we try to keep it under $1, but 

that is relative, so if you do have a lot higher priced item, you could have a little bit of a higher 

CPC. Because once again, we're looking at that Acost. So if you have a $120 item and your CPC is 

$1, then typically you can still keep that Acost down. So it is definitely relative to your price point 

as well. 

 
32:53 GK: Yeah. We wanna keep this simple and it's on baseline so you have something to work 

off of, but it's all relative to whatever you're working on. So keep that in mind. Crosscheck that 

CPC with the Acost to get a better gauge too. Alright. So now, you can really look at traffic and 

conversions at any stage in your listing, but if you wanna understand how your listing's doing 

before optimizing it, or even after optimizing it, you can go into your sessions data to look at your 

conversion rate and any traffic problems you may have. So a traffic problem, just to define it for 

you guys, would be when you see a low level of impressions in your ad or sessions in your sessions 

data. But that might be paired with a really great conversion rate. They're independent of one 
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another. So you can have a traffic problem without a conversion problem, or a conversion problem 

without a traffic problem. And sometimes you can have them together. 

 

33:49 GK: But just to clarify, traffic problem is when there's a low level of impressions or sessions, 

meaning a low amount of people coming to your listing. Conversion problem is when there's even a 

high level of impressions or sessions, so a lot of people coming to your listing, but a low level of 

sales, resulting in a low conversion rate. So let's go ahead and look at our sessions data and kind of 

see in a data depiction what this looks like. This is what we said is a baseline session, so a goal we 

wanna build any new product listing up to. So sessions at 59, that's a good baseline average, around 

50 sessions a day. Anything more than that is great and anything lower than that, we consider a 

problem. So that's a good baseline for sessions. I also wanna clarify, you might be confused by 

sessions versus page views. So page views are how many clicks you got into your listing in a given 

24hour period, whereas sessions are how many unique visitors came to your listing in a 24hour 

period, or in whatever period you have set with your date range. So it's meaning that sessions aren't 

counting the same person twice or three times. 

 
35:01 GK: Alright. And then if you go over and look at unit session percentage, that's gonna be 

your conversion rate. So we like to see a unit session percentage conversion rate of around 10% or 

above. So this kind of the baseline for your conversion rate when you're looking at your sessions 

report. So when you have a traffic problem, it may look something similar to this. We have sessions 

of a daily... I know we blurred out the date range, but it's a day that we're looking at right now. A 

daily session count of seven. So that's only seven people coming into your listing in one 24hour 

period, which is much lower than that $50 base that we're aiming for. So this would mean that we 

have a traffic problem. So we need to figure out how do we get more people to our listing each day? 

However, as you can see, this is paired with a really great conversion rate. We have almost 29% for 

our conversion rate. So that's showing us that if we continue to get more people coming, if we solve 

this traffic problem, we actually have great conversions on this listing. So we could capitalize on 

that conversion rate if we just get more people to our listing. 

 
36:13 GK: Alright, this is what a conversion problem may look like. We have 109 sessions a day, 

so we definitely don't have a traffic problem. That's double that average we set in the beginning. But 

if you go over to the unit session percentage, it's 0.92%, so under 1%, so that's definitely a 

conversion problem. So for some reason, we have over 100 people coming to our listing every day, 

but no one wants to buy it. So we have to figure out what's going on there and how we can solve 

that issue, so these 109 people start wanting to buy what is on our listing. 

 
36:46 GK: Okay. So you might be wondering how to improve your traffic and conversion rate once 

you look at this data. Well, to improve your traffic, that's where PAF definitely comes into play. 

That's probably the best way now. We didn't have this always, but now we would definitely first 

look at PAF and some videos on Facebook to drive more traffic to these listings. Because if we can 

drive outside traffic, that's even better for ranking for these search terms and ranking better in each 

category. So we would definitely start to approach PAF. Another great way to do it is to just find 

more search terms. So just go back to that process that Leah stepped you through, find some other 

search terms to test, see if you can draw more traffic using Amazon's ads on Amazon's platform. So 

now we have an off Amazon way to find traffic, as well as something to use on Amazon's platform 

to drive traffic as well. 
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37:37 GK: Another could be the main image. If your main image is poor, people could be deterred 

from clicking on your listing. So just make sure that your listing looks good on the search page and 

that people aren't getting deterred from clicking on it for any reason. It could also be a price issue 

for improved traffic. I know that it'll improve your conversion rate as well, but if your price is too 

high or too low on that search page, they could just be uninterested in clicking on your listing. To 

improve your conversion rate, again, price. So if your price is too high, you are obviously being 

perceived as not a good enough deal, probably. But if your price is too low, your consumer could 

also be looking at the listing as cheap or a poor product quality. So make sure that you are 

competitively priced, 'cause actually both can affect your listing. 

 
38:23 GK: Again, anything on your listing, once people are on your listing, if your photo's poor or 

your product description and features don't clearly depict what the customer is getting, then they 

could just be hesitant to do that checkout. So make sure that everything on your listing is 

represented well to improve that conversion rate. Next, and lastly, this is the last consideration if 

you've played around with your listing and driving more traffic, and your conversion rate is still 

poor, it could be that the product just isn't relevant for the traffic that you're bringing to that listing. 

So you could just play around with selling a different product with those keywords to capitalize on 

that traffic coming to your listing. 

 
39:13 LM: Alright. So once you've gotten your data back and you have an idea of which your 

golden terms are, which are what she talked you through, the good data, then we're gonna go in and 

optimize our listing. So the first thing we're gonna do when we do that is edit our product name to 

reflect these golden search terms. So our top search term was Solar Decorative Lights, so we went 

ahead and edited that into... Oh no, wait, sorry, that was our original one. Our optimized product 

name is Solar Paper Lantern Backyard Lights. Those were two of our good data search terms, our 

golden search terms or whatever. So we went and put those into the front of our title. And then, as 

you can see, we also added in Decorative Lights, because that was another one that we had added in 

and we actually got good data back on. So optimizing your product name is extremely important, 

'cause as we mentioned before, that's one of the main ways that people are going to find your 

listing. 

 
40:15 LM: After you optimize your product name, then you can go ahead and optimize your photos 

to your search terms. So the way we do this is if we're using backyard lights now as one of our 

golden search terms, this is what we're trying to rank for, then we wanna depict that in our picture. 

So maybe we'll show the paper lanterns in a backyard setting. You want everybody to be drawn to 

this idea of okay, they're looking for backyard lights, that you don't want them to go away from 

your product now. If they're looking for backyard lights, you wanna show that in everything that 

encompasses your listing. 

 
40:47 GK: Yeah, and just even show the lights hanging, so people can relate it to hanging them in 

their backyard however you can that are still in the guidelines of Amazon's photos, 'cause those can 

defer too. 

 
40:57 LM: Right. Then you're gonna go ahead and edit your listing description and key product 

features. So you just wanna get those golden search terms in there as well. You don't have to do too 

much on this, you just wanna make it look the best that it is now. 'Cause in the beginning, when 

you're doing this test bundle listing, your skeleton listing, we don't typically spend as much time on 
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the product description in the key product features, so now when we're going back in and 

optimizing and actually spending time on this listing, we just wanna make it the best it can be for 

the customer. You always just wanna be thinking about the customer and what would they be 

looking for, what is the information that they need to make this purchase? 

 
41:35 GK: Yeah, and you want to convince them that they're in the right place, so you wanna make 

sure these keywords are in your product description and key product features, and that they describe 

that they're great for the backyard, that they're solar paper lanterns. You wanna make sure all of 

those keywords are now clearly in your key product features and product description as well. 

 
41:56 LM: Yeah. And then after that, the last thing you're gonna do is just make sure that all... This 

is 5,000... 

 

42:02 GK: This is edited. 250... 

 
42:03 LM: This is how it used to be, now it's 250 characters in your backend search terms are 

utilized. So if you didn't put the backend search terms in on the front end, make sure to do that on 

the backend. This really does tend to increase your traffic to your listings. So that's really important 

that you do that. 

 
42:21 GK: Alright. So now that you have your optimized listing and search term direction, and you 

have a lot of consistent traffic and a good conversion rate going on your listing, you can start to 

build out a plan for this product and this listing. So that's when the PPI calculator comes into play. 

You can basically use your data to forecast your projected sales for a given time period based off 

the data you've collected. So how much will I sell in a three month, six month, year period? And 

this is great to know when you go and source the product, to know how much product you're 

looking for and negotiate from that place, rather than blindly negotiating on a quantity that you're 

not sure that you can sell. So it's a good little tool you can use to just get a better idea. And you can 

do it yourself, too, you don't even need this tool. But just start looking at your data as a way to 

project how much you can sell before you go and even make that purchase on that bigger buy. And 

that is the end. So any questions? 

 
43:13 LM: We have a little bit of time if you guys have any questions? If not, then we did our job. 

Alright. Okay. So then we can go ahead and take a break. Bye to the live stream. 

 

43:25 Speaker 3: [43:25]  . 

 
43:27 LM: Oh, 4:15, 4:15 is when the next session will begin. Alright, thanks guys. 

 
43:30 GK: Great, thanks everyone. 

[applause] 

 

 

 


