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4 Seller Strategies for SEO Superiority on the

Amazon Marketplace
Search Engine Optimization is an 
important part of any digital marketing 
strategy. SEO doesn’t just apply to 
your own ecommerce site, it’s also a 
vital factor in driving additional traffic 
to your Amazon Marketplace listings.

This is especially true for a brand 
selling on Amazon. In general, brands 
have a much easier time of getting 

changes implemented for listings, 
as Amazon is more willing to make 
updates suggested by a brand owner 
as opposed to a re-seller.

In this report, you’ll learn some of the 
key strategies to improving the SEO 
of your listings while gaining a better 
understanding of what works and what 
doesn’t.
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• E v a l u a t e  ke y w o r d s  t o 
better organize and optimize 
your product listing titles. 

• Maximize the value of your 
descriptions by including useful, 
relevant product information.

• Properly utilize search term 
fields to dynamically increase 
visibility in organic rankings.

• Build out the key product 
features that mirror your most 
important selling points.

You’ll learn how to:



One concept that many sellers on Amazon fail 
to truly understand is the value SEO plays in 
product listings. We’ve discovered this through 
many conversations with sellers when we’ve 
tried to get listings we manage for our clients 
higher up in the organic search results or were 
not gaining any traction around a particular 
product in Sponsored Products.

You really have to pay attention to the 
keywords and the way you’re actually 
presenting all the data within each of your 
product listings. 

It’s important to note that the following SEO 
strategies work best for those who have 
brand registry on their listings, or for those 
with exclusive listing rights or minimal to no 
competition on each ASIN being optimized. 
These strategies can still be utilized by 
everyone however, as long as a strong and 

relevant case is opened in Seller Central for 
Amazon to update the listing.

The most important four strategies that we’ll 
discuss in the following pages are: product 
titles, descriptions, key product features, and 
search term fields.  

Search Engine Optimization
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Product Listing Titles

It seems to be a recurring theme 
over most advertising platforms 
that product titles are the single 
most important component of the 
ad. It’s one of the first elements 
that a potential customer sees, 
and it’s your chance to describe 
your product in as much detail as 
possible.

With any of the advertising 
platforms or channels that you may 
upload a product to, you’ve got to 
consider the keywords that mean 
the most to that particular product. 
Definitely be sure to evaluate your 
keywords, figure out which products 

are best suited or mostclosely 
related to that keyword, and then 
optimize as necessary.

Always use highly relevant 
keywords at the front of your 
title, followed by some of the 
more general terms towards the 
end. With the rapid increase in 
mobile shopping, this particular 
optimization becomes increasingly 
important because mobile screens 
are truncating titles and not showing 
all characters. 
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Additionally, make sure you are maximizing your 
character count. Think of unique ways you can 
include relevant keywords in your title that make 
sense for your product. Keep in mind, however, that 
your title is the main driver of clickthrough rate, 
so make sure you aren’t repeating keywords and 
are accurately describing your product. Keyword 
stuffing or incoherent titles are quick ways to lose 
out on potential sales.
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Make sure to consider Amazon’s 
guidelines for titles. They recommend 
a certain way that you should build 
out titles (i.e., manufacturer, MPN, 
and then another attribute value). You 
don’t have to follow their guidelines 
to a “T”, but they are put there for a 
reason, so follow them when possible. 
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Descriptions are the next most 
important value in your product listing. 
The main reason is due to character 
count. You have a lot of opportunity to 
insert keywords and expanded values.

Describe how the product works with 
use-cases and benefits. Use this section 
for anything that is a bit wordier and 
would not necessarily fit in the title, 
key product features, or search terms. 
Features such as size, color, material, and 
patterns are important, but keep in mind 

if you offer a plethora of sizes or colors, 
you will be wasting valuable description 
space. Be selective in what to include, 
especially if you have a large variance 
of similar products.

As an example, if you’re selling a 
smartphone, this would be a good 
opportunity to give specific examples of 
how your product separates itself from 
competitors (ie, a long battery life under 
heavy use conditions, a waterproof 
design with a situational example, etc).

Descriptions

Don’t be afraid to tell a 
story in your description. 
A consumer is much 
more likely to be engaged 
by a compelling narrative. 

Good copywriting is 
essential!
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Descriptions are also a great place to incorporate long tail 
keywords. Long tail keywords are often difficult to fit into 
any other field, so use your descriptions to expand your 
data there. These keywords are excellent for honing in on 
very specific search phrases that are used to differentiate 
your product from others. 

Customers use these highly detailed searches to find a 
certain product, and tend to be more likely to purchase 
due to already knowing what it is they want.

keywordkeyword

99Amazon says not to repeat the 
same word twice, but this isn’t 
always true! Sometimes keywords 
needs to appear multiple times to 
create a coherent description. Just 
be sure it’s necessary, and not just 
keyword stuffing.
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Key product features, or bullet 
points as they’re often referred to on 
Amazon, are one of the most visible 
elements on a product detail page. 
These bullet points typically appear 
higher up on the page, closer to the 
actual product image, product title, 
price, etc. It’s extremely important 
that these bullets are fully utilized on 
all of your listings. 

This is crucial real estate that 
typically appears above the fold, so 

you want to take full advantage of 
this space and incorporate as much 
pertinent info as possible.

This is your opportunity to allow the 
text to sell the product for you, so 
make it dynamic and make it count!

Also, keep in mind that mobile 
historically shows fewer bullet 
points than desktop, so make sure 
you prioritize them by most to least 
important.

Key Product Features

A l w a y s  u s e  t h e 
maxmimum number of 
key product features. 
Try to reiterate your 
main selling points 
and what makes your 
product so great. 
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The final value crucial to SEO is the search terms field. Many 
sellers are not even using these fields at all! This is your chance 
to tell Amazon what keywords you want your product to 
show for and increase your visibility in organic rankings.

We recommend using as many relevant keywords as possible 
in this space. Avoid using any punctuation, which counts 
towards your character count. In June 2017, Amazon 
confirmed that the first 250 characters of the search term 
fields are the only characters indexed, making it even more 
essential to optimize this attribute.

This section is a great place to add words which don’t fit 
anywhere else but are still relevant to your product and you 
still want to get search results for. This can include common 
misspellings of words in your products which might still 

generate a large volume of searches. Additionally, don’t reuse 
words you have used anywhere else in your listing. You’re just 
wasting space that could be better served elsewhere.

This leads into the last point of testing “turn the corner” 
type keywords, which are keywords which pull you away 
from your original intent (ie, running shoes when someone 
is searching for basketball shoes). This is a great way to find 
new audiences.

If you think there’s a potential new audience based on 
different keywords you’ve discovered, this is a great place 
to test them. If you start to see additional impressions, 
potentially expand them further in one of your other fields, 
such as your description or your key product features.

Search Term Fields

http://www.roirevolution.com


SEO on the Amazon Marketplace 10  |  ••••••••••••••••

Advertising to Supplement Sales

At this point, you’ve got some solid strategies to optimize your 
listings organically to help you rank better, get more impressions, 
and ultimately convert more sales.

However, listing optimization is only half the battle. To reach 
your full potential on the Amazon marketplace, you’re going to 
want to invest in advertising.

Think of it like this: every well-executed sale boosts your organic 
ranking, regardless of the source of the traffic (paid or organic). 
With that in mind, it should become clear the importance 
advertising can have on your Amazon success.

There are three primary advertising programs available on 
Amazon:

• Amazon Sponsored Products
• Amazon Marketing Services (AMS)
• Amazon Advertising Platform

Amazon Sponsored Products are similar to Google Shopping 
ads. These ads appear at the top of organic search results (above 
the first organic listing) as well as in a sidebar on the search 
results page. 

This prime real estate positions them perfectly for retailers to 
get a boost to their impressions. Combined with a high ranking 
organic listing, this could mean multiple placements on an organic 
search for your product, allowing you to dominate impressions.

Sponsored 
Products Ads
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Amazon Marketing Services (AMS) is available to 1st party 
sellers. Basically, you pay Amazon to advertise products 
they sell, which they purchased from you. Available ad units 
include: Sponsored Products, Headline Search Ads, and 
Product Display Ads. 

Headline search ads appear prominently on search results 
pages and can point to specific products, URLS, or even your 
brand page.

Product display ads appear directly on product detail 
pages. Though similar in appearance to Amazon Sponsored 
Products, the location of these ads on product detail 
pages allows you to get additional impressions, even when 
consumers are viewing your competitors pages!

Headline Search Ad

Product Display Ad
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The Amazon Advertising Platform is available to merchants working with an Amazon-approved agency, such as ROI Revolution.

These ads are similar to Google Display Ads. They can show on websites all across the internet and are targeted to a user-
defined audience. 

Additionally, there is a pixel that can be implemented on your website, similar to the Facebook pixel, which allows you to gain 
advanced insights into your target audience to further enhance and tailor your ads. 

SEO on the Amazon Marketplace 12  |  ••••••••••••••••

Need more advertising help? 
Download our white paper, 
Amazon Advertising for 
Brands, at:
roirevolution.com/amazon

AMAZON ADVERTISING 
FOR BRANDS
Seller Shortcuts for Fast-Track Growth

http://www.roirevolution.com/amazon
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Implementing all four of these strategies, especially when combined with 
Amazon advertising, can go a long way to improving your organic ranking 
on the Amazon Marketplace. While most people are familiar with the 
“how-to’s” of selling, many fail to effectively maximize their SEO potential 
and end up losing sales and revenue.

After reading this, you should have a better understanding of what you 
can do right now to improve your SEO. 

By focusing on a strong title with powerful keywords, a fleshed out and 
detailed description, utilizing all key product features with strong, dynamic 
content, and filling your search term fields with relevant keywords, you are 
well on your way to success on Amazon.

Conclusion

BUY

If you’re feeling overwhelmed optimizing your Amazon SEO, worry not! We’ve got a team of 
experts that can help. Schedule a 20-minute consult where our analysts will look at your account 
and offer key opportunities to help you meet and exceed your business goals.

TAKE THE NEXT STEP!

To schedule a consult, email:
marketplaces@roirevolution.com 

http://www.roirevolution.com
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Contributors

The Amazon Marketplace warrants 
more than a dabble -- more product 
searches start here than on Google! 
Amazon Sponsored Product ads 
provide the quickest path to 

marketplace success. Learn how to utilize them with 
this special report.

Download at: 
roirevolution.com/asp

The AdWords Advertiser’s 
Guide to Sponsored Products

Owning the Amazon Buy 
Box
With 90% of all seller revenue flowing 
from Buy Box sales, Amazon’s secret 
algorithm causes much anxiety amongst 

sellers. This report will help you understand neglected factors of 
Buy Box success, discover tactics to boost your seller rating, and 
uncover underutilized strategies to gain traction on new listings 
and dominate the buy box.

Download at: 
roirevolution.com/buybox

Additional Resources
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Company Profile 
ROBUST TECHNOLOGY.  RESPONSIVE EXPERTS.

Learn more:
ROIRevolution.com

Contact us:
919.954.5955

ROI Revolution is an ecommerce-
focused digital marketing agency 
providing expert full-service management 
of paid search, online shopping, social 
media advertising, marketplaces, product 
feeds, conversion rate optimization, and 
search engine optimization.

ROI’s dedicated experts use a full suite 
of proprietary technology applications to 
deliver exceptional results for our 300+ 
clients. This ever-growing list includes: 
Peter Millar, Kenneth Cole, Boll & 
Branch, Silver Jeans, Hydroflask, and 
many others.

Most campaigns can gain at least 20% 
efficiency almost immediately with the right 
tactics in place. Meet with ROI Revolution 
for a complimentary campaign review.

Dedicated to Achieving Client 
Success Through:
   • Industry-leading paid search management  
      of Google, Bing, and Yahoo.

   • Reaching and expanding your audience 
      through social media management.

   • Driving additional revenue through 
     Go o g l e  Sh o p p i n g  a n d  A m a zo n   
      Advertising.

   • Improving organic search rankings and
     website conversions through our  
    S e a rc h  En g i n e  O p t i m i z a t i o n  &
     Conversion Rate Optimization services. 

   • Giving clients a competitive advantage  
      with our ecommerce-empowered  
      proprietary software suite.
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