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Introduction
Amazon now captures a third of online sales in the UK, soaring to nearly 50% in the US. 
Almost 90% of UK shoppers use it and 40% have access to Prime. It’s become a verb in 
itself, and we don’t know about you, but it feels like people are more and more 
comfortable with Amazon taking over their lives.

Just think about that for a second. It’s remarkable. 

And there’s no sign of this growth slowing. It’s not just Amazon though, e-commerce 
spend is growing, only meaning one thing – more opportunity for growth. 

Considering Amazon is now the world’s largest internet company, it’s hard to resist 
revisiting anecdotes from when Jeff Bezos first set out to found “The Everything 
Store”, and this crystal-clear vision is undoubtedly a core part of what has made it the 
giant it is today.  

Brands already know that not focusing considerable energy on Amazon from a sales 
and e-commerce perspective could be a deadly oversight. But Amazon the 
marketplace is just the tip of the iceberg. The opportunities stretch far, far wider. 

The problem is, many brands are still struggling to adjust to planning for Amazon more 
holistically. While attitudes are shifting, it’s a huge opportunity for agencies. Some have 
begun to get in on the act helping brands perform better on Amazon, however 
without the right know-how, they are opening themselves up to the risk of being 
shown up. This is because it’s a new, rapidly evolving area of opportunity and there’s 
limited guidance on best practice.

Mark Power, Founder and CEO at Amazon-centric ad agency 
and consultancy Podean and author of Amazon for CMOs says: 

So many brands are late to the party when it comes 
to Amazon, and they can’t afford to wait around any 
longer. There are so many opportunities that they 
are just not aware of, partly because Amazon is no-
toriously difficult to navigate and partly because 
they can’t get past seeing Amazon as a sales plat-
form. This needs to change. We’ve reached a point 
where agencies have a real opportunity to become 
a trusted partner for brands, it’s just about figuring 
out how to step up.

At Ingenuity, we have unparalleled knowledge of “What  
Brands Want” and therefore know what is keeping them 
awake at night. Combining this knowledge with the fact we 
have an ex-Amazonian on the team, we’ve decided it’s time 
to get down to the nitty gritty of all things Amazon for 
agencies. After all, both brands and Amazon need partners 
to help bridge the gap. 

Drawing on brand interviews, this piece will help you:  

• Win on Amazon on behalf of clients   

• Develop an Amazon offering and win new clients in 
            this area

 



 
 

 

Thanks to our unique position in the brand-agency landscape, with services stretching 
across the whole spectrum, we know what brands want when it comes to Amazon – 
but don’t just take our word for it, hear it straight from the horse’s mouth. 

The importance of Amazon:

“As a retailer, particularly for 
toys, it is our biggest platform. 
When it comes to entertainment, 
for DVDs it’s huge, particularly 
on pre-order. We make most of 
our revenues on pre-order. This 
means from a marketing 
perspective it’s vital that we’re 
there because of the link with 
AMS, otherwise we risk being 
cannibalised by other 
entertainment studios when it 
comes to our keywords etc.”

“It’s very important and is 
becoming increasingly 
important. We’re now trying to 
educate our brand teams on how 
to use it better. We do a lot of 
stuff when it comes to AMS and 
campaigns but now we’re 
trying to think about their media 
group and its global reach. We 
are starting to see it as more of a 
marketing platform. Over half of 
searches start on Amazon now, 
so investing in it is a no brainer.”

“We are 
treating it 
as a separate 
channel to 
e-commerce, 
but we are 
really 
committed 
to growing 
the Amazon 
side of our 
business.”



The opportunities for agencies:

“If an agency can add value and help drive incremental sales there 
is no reason that we wouldn’t want to work with them. Realistically, 
we’re looking for agencies that break the mould and can really add 
some dynamic growth to our channel. From a brand perspective in 
terms of content ands AMS, it’s a huge focus for us but it’s an area we 
need to improve, and agencies are the experts – we need this support 
and input! Expert, targeted focus, that’s what is key.”

“It’s just myself running everything online, so having that extra 
person or team to set up the basics and take Amazon to the next 
level is where I am looking for agency support.”

I need agencies to help me keep on top of all 
the new stuff that we could be doing on 
Amazon. I don’t know the half of it! I do run 
AMS in house though, we used to use an 
agency but since losing that it’s been a seven-
day-a-week job, keywords don’t stop running. I 
know I am not running it to its full 
capabilities – it’s doing well but it’s not running 
at its optimum. Agencies have the 
relationships and access to tools that I don’t 
have to do it better. They have the expertise 
and time to do the best job possible. Also, 
knowledge from other clients is a great 
thing – I only know what I know!

Amazon are such an evolving beast and you 
have to keep up – we need agency guidance on 
what we can do differently to stop us getting 
blinded by the way that we’ve always done it. 
We also want to know how we can tactically 
use agencies to fill gaps in resourcing 
internally as the team gets more thinly spread – 
they have expertise and time we don’t have. As 
we grow, we’ll need more strategic guidance. 
International expansion is a huge opportunity 
for agencies wanting to work with us on 
Amazon.

 

 



 
 
 

Know what you’re good at and make that fit Amazon. If you’re an expert in shopper, 
there are so many ways this can apply to the eCommerce landscape and support a 
brand trying to win in that space. If you’re a digital agency, your back-end experts are 
not going to take long to master VC and the art of great ROaS, which all need to 
happen to make brands succeed in the world of the algorithm. 

Don’t fake it. You’ll ruin your reputation in this space very quickly if you don’t 
accumulate knowledge, fast. Either hire in an ex-Amazon employee, or consultant, or 
spend a lot of time accumulating knowledge on how each individual system works. 

Keep up to date. The speed of change at Amazon is too much for even the most 
accomplished internal employee to keep up with, so you have an even bigger 
challenge in building this knowledge base and also keeping it relevant. 

One size does not fit all. Every category at Amazon has its own nuances and that 
means brands will expect you to adapt to these and respond accordingly. 

Don’t underestimate the importance of the algorithm. Until you master search and the 
value of good placement for the online experience, you can’t build on this to make a 
bigger and better marketing programme. 
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The five “ins” 
for an agency: 

Produce amazing content. Brand stores, detail 
pages or as they call it, ‘brand enhancement 
content’. It doesn’t matter what format this 
content is taking, if you can make it stand out on 
the site which hosts a billion products, you’re 
doing something brilliant. 

Become a preferred partner through the 
solution network. You can get featured on the site, 
it’s a strong credential to have, and not difficult to 
achieve. 

Become an advertising optimisation expert. 
There’s some simple tips and tricks that can grow 
ROaS overnight, and as long as you have someone 
that is willing to keep their finger on the pulse 
and attend every training that’s needed- this is a 
great way to make a lot of money for brands, of 
which you can take a slice. Remember though, 
100% growth isn’t great in the context of Amazon, 
so don’t rest on a high percentage as your POD, 
you’ll need to be really smashing some numbers 
to be above and ahead of the competition. 

Learn the Amazon calendar. The biggest criticism of agencies is that they know less 
about the actual subject matter than the vendors themselves and miss out on 
opportunities to promote seasonal products etc. as a result.  You need to completely 
understand the retail event calendar for Amazon and the seasonality and calendar for 
the brand you’re working for. Real success comes from making them marry up. You 
cannot get away with a one size fits all strategy of promoting best sellers or tail 
selection, that’s not enough. 

Build a skill. Alexa and devices in particular are the biggest focus point for Bezos over 
the next five years, and so will grow even more than it has already. If you can find a 
meaningful way to build an integrated Alexa skill and show brands that you can nail it 
quickly and easily, then you’ll automatically be ahead of the pack. Think Dominos “
order your favourite from the sofa”; make it brand relevant but also something that will 
drive real sales. 

Look at the real challenges brands face when selling on Amazon. It’s not simply 
content that makes a difference. They need account management support, images, 
cataloguing and a wealth of other things. Don’t limit yourself to just content, find out 
what the real barriers to them being successful are. 

Next steps 
So, there we have it, a digestible way for agencies to up your game when it comes to 
Amazon – both when it comes to what you can offer brands and what you can do to 
get on side with the e-commerce giant. 

At Ingenuity, our Amazon experience means we are the experts at winning Amazon 
work and are uniquely tooled up to help agencies capitalise on this massive 
opportunity.

If you want to hear more about winning on Amazon and winning more clients in 
this area, get in touch with Molly Elvin, molly.elvin@ingenuitylondon.com.
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