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LET’S TALK 
ABOUT BRAND STORES



REACH NEW AND 
EXISTING 
CUSTOMERS

FREE-OF-COSTA DESTINATION FOR 
ON AND OFF-SITE 
MARKETING

AN ALWAYS-ON 
DESTINATION

GET DAILY 
INSIGHTS

WHY A BRAND STORE?



A STORE CONSISTS OF A MAIN PAGE AND SEVERAL SUBPAGES.



A STORE CAN BE ACCESSED ON THE DESKTOP, TABLET AND SMARTPHONE.



THE STORE 
BUILDER ALLOWS 
YOU TO CREATE 
AND CUSTOMISE 
YOUR OWN STORE.



Support your branding strategy to create 
long-term customer loyalty and increase 
overall sales volume.



DEFINE A STRATEGY

Reflect your brand’s 
values and identity 
and coher to visual 
identity on other 
channels

Use rich and 
engaging content 
to interact with 
customers

Showcase your 
products and present 
customers with 
purchase incentives

Define landing 
pages that will 
drive 
engagement



Website
Brand Store



THE 

STOREFRONT



THE NAVIGATION BAR
Understand your shopper’s decision tree and shopping journey to promote a 
targeted exploration. Avoid dead-end pages without products for purchase.



Showcase different product categories and provide customers with 
incentives to discover more about your brand and products.



The aim is to lead customers from the Home page to the specific 
subpages. Use Store Insights to track average page views per visit.



Clear Call to Action that 
encourages customers to 
interact and explore further.

On-brand content and 
background information will 
additionally drive customer 
engagement.



Create a store that presents 
your product’s USPs and drives 
conversion.



PRODUCT 
GRID



SHOPPABLE IMAGE



LINK TO 
SUBPAGES



SHOW, DON’T 
TELL



THE STORE AS A CHANNEL FOR 
PRODUCT LAUNCHES & OFFERS



Increase internal and external 
traffic for your Brand Store.



www.amazon.co.uk/brandname

DRIVE ORGANIC TRAFFIC TO YOUR STORE…
...BY USING THE STORE’S SHORT URL



Traffic from 3rd party mobile apps may result in high visitor and 
page view counts, but little corresponding engagement or sales.

Most mobile apps open links in an app webview which is not where 
customers usually shop and are often not logged in. For improvement 
3rd party apps need to support sending customers to the Amazon 
shopping app or the native browser app.

BE AWARE



DRIVE ORGANIC TRAFFIC TO YOUR STORE…
...BY LEVERAGING SEO RANKING

Amazon Stores are indexed by Google and 
included in Google Sitemap. Use page and 
store titles and descriptions to help 
customers navigate the search results.

Customers can also find the store via the 
brand by-line on the product detail page.



Customers can share and promote your 
store via social media sites. This can be 
found on the home page and every subpage 
of your store.

DRIVE ORGANIC TRAFFIC TO YOUR STORE…
...BY SHARING YOUR STORE ON SOCIAL MEDIA



TIPS FOR OPTIMISING YOUR CAMPAIGNS

Link directly to specific 
subpages of the Brand Store. 
Make sure your Sponsored 
Brand keywords relate to 
products on that page.

Creating separate 
campaigns for each keyword 
strategy will give you 
visibility into how each 
strategy performs.

Use source tags to track 
specific sources or 
off-Amazon campaigns 
driving to your Store.



For the keyword “JBL 
headphones”, a 
Sponsored Brand 
advertising headphones 
appears...



...leading to the 
headphones landing 
page of the Brand 
Store.



Alternatively, 
Sponsored Brands can 
be displayed on the 
product detail page, 
leading customers 
directly to your store.



+22 %
Return on ad spend*

*Amazon data YTD Sept. 2018

Sponsored Brands Brand Store



You can also use DSP 
campaigns to lead 
potential customers to 
your Amazon Brand 
Store.



This campaign is on a 
website for travellers - 
link directly to the 
Landing Page for 
Portable speakers to 
encourage a purchase.



USING SOURCE TAGS

A source tag is a parameter 
that can be added to your 
Store’s URL for advertising 
campaigns.

When customers visit the Store using a 
source tag, the tag is automatically 
detected by Amazon in the URL. The visit 
and any resulting metrics are attributed to 
that tag and you can track that data in 
Store Insights.



EXAMPLE
You are a brand for women’s 
clothes. It is late summer and 
you want to promote your 
summer sale.

Create a landing page in your 
Brand Store for your summer 
sale products.

Create a source tag, e.g. 
?channel=summer=sale

Launch e.g. a summer sale 
instagram campaign, use the 
URL with tag in the campaign 
and see all metrics driven from 
it in Stores Insights.



LIMITATIONS

However, there is a limit as to when tagged sources are shown by individual tag in 
Stores insights:

1. Only the top 100 tags by visitors for the time range viewed will be broken down 
in insights.

2. Only tags that meet a minimal number of visits in the time range viewed will be 
broken down in Insights.

3. Data collected from tags that do not meet the above criteria will be aggregated 
under “Other tags”

There is no limit to how many tags you can create, and tags do not expire.



Track and analyse your Store’s KPI’s 
for continuous optimisation.



STORE 
INSIGHTS 
DASHBOARD



Metric Definition

Visitors
Total visitors to your store within the selected date range. Calculated 
based on daily unique users or devices.

Visits

Total visitors who arrived from a traffic source or visited a page 
within a single day. A visitor can visit from more than one traffic 
source and visit more than one page.

Views Number of page views

Sales
Estimated total sales generated by store visitors within 14 days of 
their last visit.

Views/Visit Average number of page views per visit
Sales/Visit Average sales per visit



TRACK & ANALYSE KPIS
Example

In order to maximise views: 

1. Make sure your brand 
by-line is linked to the 
store

2. Make sure your Store has a 
short URL

3. Launch additional 
Sponsored Brand 
campaigns or add 
keywords to existing ones



ON-PAGE VIEWS VS SALES
Example



TRACK & ANALYSE KPIS
Example

If most of your traffic 
originates in Amazon organic 
traffic (traffic originating 
from your brand link on 
Amazon PDPs), this could 
result in many page views for 
the Home page.



OPTIMISE PAGES TO MAXIMISE OUTCOME

Pages with high views, low conversions

Encourage 
purchases by adding 
more product grids 
or featured deals

Add additional 
information about the 
products to ensure 
customers understand 
the benefits

Showcase your products 
by adding videos and 
rich multimedia content 
to encourage an 
informed purchase 
decision

Make sure only 
available 
products are 
visible



OPTIMISE PAGES TO MAXIMISE OUTCOME

Pages with high conversions, low views

Launch additional 
Sponsored Brands 
campaigns that lead 
to the landing pages

Launch additional 
off-Amazon campaigns 
on social media or via 
email

Make sure to add 
additional links to 
subpages on your 
Home page

Create source tags to 
get more insights 
into the success of 
off-Amazon 
campaigns



TRACK & ANALYSE KPIS
Example

A high number of visits to a 
single page followed by low 
page views per visit could 
indicate….

1. ...already find the product 
they are looking for on the 
first page.

2. ..that customers do not 
explore your store further 
after arriving on one page



OPTIMISE PAGES TO MAXIMISE OUTCOME

Increase customer engagement by adding Calls to Action and clickable 
images. 



SALES/VISIT
Example

Visitors do not make 
purchases on the subpage of 
the projectors. Consider 
adding more products, giving 
those products a more 
prominent spot on the page or 
adding additional information 
on the products.
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