
Module 4 Bonus Video – Listing Optimization 

Hey there, welcome back and thanks for joining me.  In this video, we are going to go over the seven 

primary components of listing optimizations.  Most people believe that they don't have the ability to do 

this properly, until they see that it is a simple set of steps to follow.  

Listing analysis is a huge component in being able to create a value-based wholesale business.  In reality, 

listings play a major role in how a product performs on Amazon.  This is not only true for sales, but also 

for search.  Once you learn how to optimize a listing, you become a valuable tool to any company who is 

wanting to enhance their performance on the Amazon marketplace.  

Once you master this skill, you can claim multiple value propositions.  For example, it is a critical aspect 

for: 

• Listing Optimization

• Keyword Conversion

• Search Ranking & PPC

As you can see this is very valuable to both you and prospective brand owners.  So, let’s get started. 

The 7 components of listing optimizations are: 

1. Search Ranking - We analyze the listing’s rank for specific, high-performing keywords

2. Title - We analyze the title for specific keywords

3. Pictures - It’s critical that the listing has professional and accurate pictures that are in

compliance of Amazon’s terms

4. Bullet Points - These are integral to conversion as most everyone reads them

5. Description - This is integral to a product’s performance in more ways than one

6. Reviews - These are a big influencer in the buying decision, so it’s important to analyze them to

look for opportunities to improve them

7. Competition - We must also analyze competitor listings for comparison.  If a competitor listing is

more optimized, that’s another opportunity.



It’s important to note that should you meet resistance from Amazon about moving forward with your 

changes, get a letter from your brand owner that requests the exact changes that you are trying to 

make.  Then, request a review of these changes by the catalog team.  We have had great luck getting on 

the phone and being connected to the catalog team.  

If you are looking for tips on copywriting and listing optimization beyond what is found here in this 
video, we highly suggest reading Karon Thackston’s ebook, “Amazon Advantage”.  We have a discounted 
affiliate link below this video.

Now, let’s go in and talk about each one of these is detail.  

Component One: Product Search Ranking For High Performing Keywords 

One of the most important aspects of a product's performance is where the product shows up in search. 

Fortunately, this is an aspect we can address with the manufacturer.  Finding out the placement for 

search terms is VERY easy. You simply need to type the search term into the search bar on Amazon and 

find out where the product shows up for that particular search term. 

After you type the keyword or keywords in, you scroll through the search results to find your target 

product. In all instances, the ideal search position is on page one, in the first position. However, it is 

perfectly fine and acceptable if the product appears on the first page within the first four listings.  

If the product appears below the first four listings, this is an opportunity for us and we can offer to help 

the brand owner improve its rank. 

There are lots of ways that we can influence where a product shows up in search.  All of these need to 

have the end result of increasing the conversion and sales of the product when it is searched for on a 

given search term. 

- optimize the listing to convert a higher percentage of sales.

- drive pay-per-click-advertising to the newly updated listing.

- drive outside traffic to the newly updated listing.

All of these strategies, if conversion is successful, will result in an improvement in the organic search 

ranking and increase overall sales. 

Component Two: Title 

The title is a major aspect of the product listing. Most people don't realize that the title effectively acts 

as keywords for the listing. This absolutely does not mean that you should stuff the title with arbitrary 



keywords. People tend to avoid clunky titles, so adding too many keywords to a title can negatively 

affect a listing.  

That being said, you want to utilize your listing title, but also keep it readable and natural. Check out the 

following title, and we can go over the core components. 

“tera’s: Organic Low-Carb Gluten-Free Certified Whey Protein, Bourbon Vanilla, 12 ounce” 

This title is well written. It reads naturally, and has some keywords to help gain additional traffic.  For 

example, Low-Carb, Gluten-Free Certified Whey Protein are all keywords. These help increase the 

searchability.  

While it is well written, you could look at target keywords for this product, and see where the product 

has a deficiency in search rank.  Assuming that the product should be converting higher for a target term 

or terms, such as “gluten-free whey,” you can reorganize the same words in your title to help optimize it 

for impressions. 

Here are are a couple of examples of poorly worded listing titles: 

“Calf Compression Sleeves (1 Pair) - Best to Guard Against Shin Splints - Men's and Women's 

Compression Leg Sleeves for Running, Jogging, Walking, Crossfit and Fitness Athletes” 

“Justin’s Peanut Butter, Classic, 16 Ounce” 

The first listing looks generic and too wordy.  It is unattractive to consumers. So, while it takes 

advantage of the various keywords, the unnecessary wordiness cheapens the image of both the product 

and the brand. 

The title for Justin's Peanut Butter is too short and is missing out on utilizing keywords to increase its 

performance.  This particular product is all-natural, gluten free, dairy free and non-GMO. Yet the title 

doesn't convey that to the customer or to the Amazon search engine. 

With titles, there is a fine line, and to be successful in making them both drive impressions and clicks is a 

skill that you will develop over time. Being able to spot the deficiencies is a huge running start to this 

process. 

Component Three: Pictures 

Pictures are critical to conversion. The primary thing to remember when you are selling online is that 

customers cannot physically hold the product. That being the case, pictures should be vivid and detailed 

to appeal to the customer.  This boosts the customer’s confidence in the product and helps them make a 

purchasing decision. 

One of the first aspects of looking at pictures is to notice if they are utilizing the full number of pictures. 

Listings should have a minimum of 6 pictures. If you are looking at a listing that does not have six 

pictures, you are looking at a deficiency in the listing. These missing pictures may be preventing 



customers from making a purchasing decision.  That’s an opportunity for improvement. 

The next aspect is the picture quality. Are the pictures both high resolution and accurately represent the 

product?  Do they show key details about the product and highlight the packaging? If not, you are 

looking at a major deficiency. 

Pictures should be designed and shot in a way that sell the product. Not only should there be shots of 

the product that accurately represent it. There should also be lifestyle shots that show the product 

being used in real world applications. This helps to visually convey the benefits of using the product. 

When you are looking at pictures, it is very important to read through the Amazon style guide to make 

sure that the pictures you are adding are compliant with Amazon's listing policies.  If a listing’s pictures 

are not compliant with Amazon’s terms, it should be brought to the brand owner's attention.  By 

offering to help the brand owner resolve this issue, you bring value to the table.  You can find a link to 

the Amazon Product Guidelines below this video. 

Component Four: Bullet Points 

Most every customer reads the bullet points.  They are a cornerstone for conversion.  Bullet points are 

placed conveniently above the fold and should be utilized to help with search and should also be written 

in a manner that helps to sell the product. 

Bullet points are a place that you can use high value keyword descriptors that both sell the product and 

can be indexed by the Amazon search engine to promote organic traffic. You absolutely have to utilize 

these to maximize your traffic and conversion. 

There are two primary factors when examining bullet points: 

1) Are they utilizing all five bullet points.

2) Are the bullets vibrantly written to optimize the experience for buyers.

If a product is NOT utilizing all five bullets, or they are poorly written, there is a huge opportunity being 

left on the table. 

Component Five: Product Description 

The product description is a way that you can draw organic traffic through indexing, as well as help 

create a better customer shopping experience.  It is important that customers know what they will be 

receiving when they make a purchase, and a good description vibrantly describes and sells, but also sets 

proper expectations for the product. 

Most people consider description to be a cornerstone for conversion. While it’s true that a good 

description will help with conversion, we believe the description is also paramount to helping create 

organic traffic for the product. 

Great descriptions incorporate key terms for Amazon's search engine, while also coming across as a 



naturally spoken and conversion friendly description of the product. The fact is, the vast majority of 

listings on the Amazon marketplace do not fully utilize this, and create huge potential for someone to 

come and truly optimize the product. 

Component Six: Customer Reviews 

There are a couple of things that you have to keep in mind with reviews. Most shoppers are starting to 

become savvy and pay attention to reviews. This creates a huge advantage for people willing to put the 

work in on getting additional reviews, as well as help to facilitate a better customer experience to make 

sure that the reviews left are truly reflective of the product. 

The two things to keep in mind, and how you can provide massive value is: 

1) helping companies to get more organic reviews.

Providing social proof for a product can go a long way in selling it. If a company has less than 200 

reviews or has less reviews than a competitive product, this creates a huge opportunity for you. You can 

run an email follow up sequence to everyone who purchases the product to solicit for honest reviews.  

This will increase the reviews left by 5-10%, which can affect the total number of reviews in a massive 

way for high volume products. 

The best part is that this can be completely automated. We use, and suggest Feedback Genius by Seller 

Labs to do this. Feedback Genius sends an automated email sequence to customers after a purchase, 

and can be customized to help your seller feedback, or help with product reviews. Check out our link 

below this video for a discount affiliate code for Feedback Genius. 

2) making sure illegal reviews are removed, or poor reviews are commented on.

Amazon's policy towards reviews is very liberal towards the buyer. However, if a buyer leaves a review 

that does not reflect their experience with a product specifically, such as poor shipping, then you can 

have that review removed. You simply need to create a case through Seller Central by doing the 

following: 

Going to Seller Central, then: 

Contact Us > Selling on Amazon > Products and inventory > Product Reviews. 

This allows you to appeal reviews that do not reflect the customer experience with the product. 

Similarly, you can attempt to get defamatory reviews removed, as well as those that link to other 

products. 

Next, is directly addressing legitimate poor customer experiences. You can make a comment on the 

review and say that you would love to help them out to please reach out to you directly and you will 

work with them on finding a solution. This lets customers know that you care, and oftentimes can lead 

to customers removing those negative reviews. 



Component Seven: Comparison to Competitive Products 

This concept is a bit more broad and abstract. However, the premise is to review competitor listings for 

things that they are utilizing that our target brand is not. 

For example, is the product using: 

1) Subscribe and Save

2) Frustration Free Packaging

3) Amazon Small and Light

4) Enhanced Brand Content

5) Selling at a better price point

Basically, we are looking for ANYTHING that the other listing is utilizing that our target product is not, as 

long as we can offer it.  Our goal here is to show the growth potential if we start utilizing those missing 

parts of the equation. 

Going through product listings is a hugely important component of being a seller that converts with 

brand owners. It's important because it takes concepts and makes them real, you are able to show 

exactly how you can help their brand see massive growth and improvement. 

Not only does it help you convert better, it helps you to deliver a better experience with amazing value 

to the companies you are working with. 

Our suggestion is to start analyzing listings of brands that are on your contact sheet.  Take notes about 

what can be improved and what aspects are executed very well.  Use this video and the “Product Listing 

Review Guide” as resources to help yourself improve at this critical skill.  That wraps it up for this video; 

thanks for watching! 


