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• Discoverability Group at VMLY&R 
I work with a lot of smart search experts. 

• Performance Content Director 
We write and optimize lots of  
Amazon product detail pages. 

• Work in Cincinnati, Ohio 
I’m American and spell optimize with a “z.”

Hello

ORGANIC 
SEARCH

PAID
SEARCH

PERFORMANCE 
CONTENT

VMLY&R  
Discoverability Group



We’re Going to Have Our Differences
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Check with your Amazon rep or see local rules and guides.



Why You’re Here



Sales Sales

BEFORE AFTER

You Want This
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So, Really

Organic  
Spot #8

Organic  
Spot #1

BEFORE AFTER
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But, Really
AFTER
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BEFORE



And Really, 
You Need All Three



Product Detail Page (PDP)  
Content Performs When It:

Ranks High & Stands 
Out In Search Results

Maximizes All 
Available Real Estate

Delivers Vital Information 
to Drive Conversion
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All Three Need to Work Together
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Shopper 
Satisfaction

SalesRelevancy

All Three Need to Work Together

@wittecontent



This Is Just the Start



Let’s Dig In



Meet Our 6 Factors

Six core factors that we’ve seen 
impact Amazon search results.
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All Work in Unison
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ASIN = Amazon Standard Identification Number 
A unique identifier for products in Amazon’s system. 
Every product has one. 

1 ASIN = 1 PDP

Quick Definition
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Let’s Explore!



Paid Ads & 
Organic Rankings

1. Product Visibility

Product 
Detail 

Information

Conversion 
Rate

Ratings & 
Reviews

ASIN History

Product 
Availability

Product 
Visibility

Amazon  
Search Results

@wittecontent



Visibility Metrics
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Glance Views are when shoppers view your PDP.

Many different metrics. 

Ultimately, the top metric we look at is Glance Views.



2 Ways to Influence Visibility
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1. Rank high organically  
(low cost, but takes time) 

2. Drive paid ads to product detail pages  
(faster, but higher cost)



2 Ways to Influence Visibility
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Paid Campaigns
Organic Search Impact

Paid & Organic Working Together for Product Visibility

1. Rank high organically  
(low cost, but takes time) 

2. Drive paid ads to product detail pages  
(faster, but higher cost)



2. Product Availability

Stock Rate &  
the Buy Box
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Product Inventory
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Meet the“Buy Box”
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The Buy Box can look 
different within each 
category and on each PDP.
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Meet the“Buy Box”

It’s where you can tell: 

• If it’s in stock.
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Meet the“Buy Box”

@wittecontent

It’s where you can tell: 

• If it’s in stock. 

• Who is selling it 

• Who is shipping it 

• If there are multiple sellers



Inventory & Third-Party Sellers
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Buy Box Ownership Can Change 

You can purchase the same product,  
on the same PDP,  
on the same day and  
buy from different companies.



A Lasting Impact for Search
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Products can be rewarded when they 
have a good in-stock rate and are 
consistently available to sell.



Control the Buy Box
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Control Your PDP
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Own the buy box and you also own: 

• Content on the PDP 

• The profits 

• Quality control for the item 
shipped to shoppers 

• Ratings and reviews from shoppers
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Out of Stocks
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They Can Haunt the ASIN Long After 
Stock Is Replenished



Out of Stocks
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They Can Haunt the ASIN Long After 
Stock Is Replenished

Overcome shopper barriers  
(chocolate melting in transit)



3. Product Detail Information

Optimizable Content  
On Your PDP
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Content Optimization on the PDP
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Both Amazon and Google likely crawl  
different sections of the PDP to help shoppers find  

the products relevant to their queries.

6

Google Search Amazon Search



Search Rank Is Important

70% 
of Amazon customers never go 

past the first page of search results.

SOURCE: Amazon-Owned Data



Tools for Keyword Research

@wittecontent

1. Helium 10 for Amazon Search Data 

2. Google Keyword Planner for Google Search Data

easy snacks sunflower seeds bulk giant 
roasted big jumbo salted large gluten free 
healthy snack packs keto kids low calorie carb 
fat salt organic paleo prime pantry protein raw 
food sun flower kernels seed vegan

WHAT WE FIND 

• Shopper Search Behavior & Need States 

• Branded Terms 

• Unbranded Terms



Key Terms for Relevancy
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Work in a combination of branded and unbranded terms into the text 
to help increase a PDP’s relevancy.

6

Branded Terms Unbranded Terms

SunSmart Beach Bag Beach Bag

SunSmart Tote Bag Beach Bag Tote

SunSmart Tote for Women Large Beach Bag

SunSmart Beach Bag With Zipper Designer Beach Bag



78% 

of Amazon search queries 
are for generic goods and  

don’t include a brand name.

SOURCE: Marketplace Pulse Research July 2019

Don’t Forget the Unbranded Terms



Anatomy of a PDP*
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A

C

E

B

D

*PDPs vary by category and country.

A. Product Category 
B. Product Title 
C. Key Features Bullets 
D. Product Description 
E. Basic Images (ATF) 
F. Enhanced Content (A+) 
G. Specifications/Attributes 
H. Search Terms (hidden)

Optimize these PDP components:
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cake mix gluten free dessert

G

H

F

Anatomy of a PDP*

A. Product Category 
B. Product Title 
C. Key Features Bullets 
D. Product Description 
E. Basic Images (ATF) 
F. Enhanced Content (A+) 
G. Specifications/Attributes 
H. Search Terms (hidden)

Optimize these PDP components:

*PDPs vary by category and country.



* As of March 2021 for amazon.com

Amazon Search Engine Visibility*
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Incorrect or incomplete content has stopped  

98% 

of shoppers 
from purchasing a product.

SOURCE: Episerver Study February 2017

Accurate Content Is Vital
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01

Start with search  
in mind

02

Make content that 
converts

03

Bring the in-store 
experience online

04

Follow retailer 
requirements

05

Consider all 
devices

06

Understand the 
shopper experience

Guiding Principles for Commerce Content



Product Titles
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Search Engine AMAZON GOOGLE

Visibility ✓ ✓

Betty Crocker Gluten Free 
Chocolate Fudge Brownie Cake Mix  

415g (Pack of 6)



Product Titles
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Consider the order of the words to 
maximize keyword combinations.

Betty Crocker Gluten Free,  
Gluten Free Chocolate 
Gluten Free Chocolate Fudge 
Chocolate Fudge 
Chocolate Fudge Brownie 
Fudge Brownie 
Brownie Cake 
Brownie Cake Mix  
Cake Mix  
Cake Mix 415g

Betty Crocker Gluten Free 
Chocolate Fudge Brownie Cake Mix  

415g (Pack of 6)



Hero Images
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Make the hero image and key attributes  
stand out in search results.

X ✓



4. Conversion & Seller Rank

Sales Volume
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Sales Volume
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The more a product sells,  
the more it can help with 
future organic search.

Seller Rank (#1 in Category and #1 in Sub-category)



Driving Conversion
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To different degrees, almost 
everything can impact conversion: 

• Product visibility 

• Product availability 

• PDP content 

• Ratings and reviews
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5. Master ASIN History

Sales History
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ASIN History
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6

In general,  
the longer an ASIN is active on Amazon,  
the more sales history it gathers,  
the better the chance to rank higher.



6. Ratings & Reviews

Customer Satisfaction
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Internal Search Impact
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From what we’ve seen, 
ratings and reviews  
do not impact Amazon’s algorithm, 
positively or negatively.

On Amazon



External Search Impact
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Product review content is crawled  
by external search engines.

Google Search Result (showing Amazon rating)



Nearly  

90% 

of Amazon shoppers 
would not consider  

purchasing a product with  
less than 3 stars.

SOURCE: Feedvisor Amazon User Study 2018

Ratings Matter to Shoppers



Best Practices

@wittecontent

3.5+ stars 21+ reviews
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Creates More 
Success
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Relevancy Sales

Shopper 
Satisfaction

Summary
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Relevancy Sales

Shopper 
Satisfaction

All Three Play a Part
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Get To 
Optimizing!

KAILIN WITTE 
www.wittecontent.com 

@wittecontent on Twitter


