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The Power of Amazon Ads 
 
 
Let's dive into the powerhouse that is Amazon Ads and unravel why it's an absolute game-changer for 
us - this mighty tribe of self-publishers. Picture this: you've poured your heart, soul, and maybe a bit 
(or a lot) of caffeine into creating the next best-selling coloring book, crafting the next literary 
masterpiece or dreaming up the next family favorite children’s picture book.  
 
But wait, how do you make sure it doesn't end up lost in the digital haystack of millions of other books? 
Enter the hero of our tale – Amazon Ads. 
 
Now, why are these ads so crucial for us self-publishers? First off, let's talk about the colossal reach 
of Amazon. It's not just an online marketplace; it's a book lover's haven. If you love a good statistic as 
much as I do, boy are you in for a treat.  
 

Amazon generates around $28 billion worldwide from book sales every year and sells at least 300 million 
print books each year. Amazon reportedly controls at least 40% of print books sales in the United States. 
(Wordsrated.com) 

 
With millions of books at customer’s fingertips, standing out is no stroll in the park. That's where 
Amazon Ads swoop in to give your book the visibility it deserves. 
 
Think of Amazon Ads as your trusty sidekick in the quest for discoverability. They let you pinpoint 
your audience with laser precision and the magic word here is "targeting." Amazon Ads help you speak 
directly to the customers who are likely to fall head over heels for your creation. 
 
But hold on, there's more. We're all aware that budgets can be as tight as a good plot twist. Amazon 
Ads get it. That's why the pay-per-click model is a godsend for us budget-conscious self-publishers. 
You're only shelling out coin when someone actually clicks on your ad. No wasted money on eyes that 
just scroll by. It's a cost-effective dance between visibility and your hard-earned dollars. 
 
Now, let's talk about the secret sauce – data. Amazon Ads doesn’t just throw your book into the vast 
digital sea and hope for the best. Nope, they arm you with data. And this is what you’re really paying 
for every time someone clicks on your ads. Insights on what's working, what's not, and most 
importantly, what your readers are vibing with.  
 
It's like having a backstage pass to the customer's mind. Use this data to tweak your strategy, refine 
your targeting, and turn those casual browsers into devoted fans. 
 
And here's the sweet cherry on top – flexibility. Amazon Ads cater to all shapes and sizes of self-
publishers. Whether you've got a single gem to flaunt or a dazzling series waiting in the wings, there's 
an ad type that fits like a glove.  
 
Sponsored Products for solo acts, Sponsored Brands for those grand series entrances, and 
Lockscreen Ads for a touch of Kindle magic. 
 
Embrace the power of Amazon Ads, it's not just about selling books; it's about sharing your creations 
with the world – and Amazon Ads are your secret weapon.  
 



The availability of targeting options enables us to hone-in on specific genres, keywords, and audience 
demographics and this precision not only ensures that books reach the most receptive audience but 
also maximizes the return on investment by channelling resources into the avenues with the highest 
potential for engagement. 
 
For self-publishers navigating the digital landscape, Amazon Ads represent not just a promotional tool 
but a potent catalyst for realizing their self-publishing dreams, turning passion into profit and stories 
into successes. 
 
 
 
Understanding Amazon Ads 
 

Welcome to the chapter where we start to unravel the magical world of Amazon Ads. Before getting 
into the nitty gritty of setting up campaigns and starting to run ads, it’s important to understand the 
different types of ads available to self-publishers and which ones are going to suit the types of books 
you are publishing.  

Think of it as your personal playbook to navigate the jungle of book marketing. Grab your adventurer's 
hat, and let's dive into the different ad types that Amazon has up its sleeve. 

There are three types of ads that you can use to your advantage within Amazon ads: 

• Sponsored Products 
• Sponsored Brands 
• Lockscreen Ads 

SPONSORED PRODUCTS: Your Sidekick in the Search Jungle 

Sponsored Products Ads, strategically placed within search results and on product pages, catch the eye 
of users actively searching for books, seamlessly integrating promotional content into their browsing 
experience.  
 
This integration fosters a sense of relevance and immediacy, prompting potential customers to explore 
the showcased book further and, ultimately, make a purchase.  
 
Picture this: an Amazon customer strolls through the vast Amazon rainforest (aka marketplace), and 
they're on the hunt for a mind blowing (or mind calming) coloring book. Enter Sponsored Products.  

These ads pop up right where the action is – in search results and on product pages. Perfect for that 
one blockbuster you want to put front and center. Use them when you want your book to be the shining 
star when customers search for specific keywords.  



 

 

SPONSORED BRANDS: Building Your Self-Publisher Brand, One Click at a Time 

The impact of Sponsored Brands Ads is amplified for self-publishers with a collection of related books 
or a series, providing a platform to build brand recognition and loyalty among customers. 
 
Now, let's talk about making a grand entrance. Sponsored Brands are like the red carpet for publishers 
with a series or a collection of related books. Imagine showcasing not just one shining star but an entire 
constellation under your brand. With a customizable headline, logo, and the ability to display multiple 
book covers, it's your chance to make a statement.  

It’s incredibly important to establish a cohesive brand identity on Amazon and not only does using 
Sponsored Brands Ads help to do this with a series it also has the advantage of driving traffic to a 
customized landing page featuring your books. 
 
Use Sponsored Brands when you're building brand recognition, promoting a series, or just want to flex 
your publishing muscles and show off your diverse catalog. 



 

LOCKSCREEN ADS: Kindle Magic in Your Pocket 

The rise of Lockscreen Ads introduces a novel dimension to book promotion on Amazon, reaching 
Kindle users in an unobtrusive manner. By capitalizing on Kindle devices' sleep mode, Lockscreen 
Ads not only tap into a dedicated audience of e-book enthusiasts but also leverage a visually prominent 
placement to capture attention.  
 

Readers cozy up with their e-books, and Lockscreen Ads gracefully 
tap into this intimate moment. These ads appear when Kindles are 
in sleep mode, capturing attention with a visual charm that's hard to 
resist.  
 
If you're aiming for that dedicated Kindle audience, this is your 
ticket. These types of ads are going to be suitable only for self-
publishers of high content books who have a Kindle version of their 
book.  
 
Use Lockscreen Ads to reach Kindle users with a specific genre 
preference, subtly slipping your book into their reading haven.  
 

 

 
Choosing the Right Ad Type  
 

Now, let's talk strategy. How do you decide which ad type to unleash on your Amazon journey? It's 
all about aligning your goals with the unique superpowers of each ad type. 



Define your objectives, whether it's maximizing sales, building a brand, or promoting a series and then 
align your goals with the most suitable ad type. 
 
One of the biggest considerations that you are going to face is budget. As self-publishers, we often 
don’t have the big budget behind us that sometimes goes with traditionally published books.  
 
But the reality is that on Amazon, visibility is paramount, competition fierce and understanding the 
delicate dance between budget constraints and the choice of ad types is of strategic importance for 
self-publishers. The way you allocate your limited resources is ultimately going shape the selection of 
the most suitable ad types. 
 
But here's the power of Amazon Ads – combining these ad types for an epic team-up. Launch a 
Sponsored Products campaign to test the waters and gather data. Use those insights to fuel a Sponsored 
Brands campaign that builds your brand and promotes series. Throw in some Lockscreen Ads to 
capture the hearts of Kindle users. 

Unleash the right ad type at the right time, align with your goals, and let the magic unfold. 

 
Setting Up Your Amazon Advertising Account 
 
 
Setting up your Amazon Ads account is as simple as it gets. From your KDP console you just need to 
go to the marketing tab. Look for the Amazon Ads section and this is where you get to choose which 
marketplace you want to advertise in.  
 

 
 
For most of us, we’ll be starting with advertising in the US Marketplace due to the sheer size of this 
audience but if you are publishing books for a different marketplace, choose the relevant one.  
 
Click to go to the Ad Console and you’ll need to accept the terms and conditions to be able to advertise 
on Amazon. You’ll use the same credentials as your KDP account to sign into Ads Console and a 
separate account will be set up for each of the different countries where advertising is available. 
 
Once your accounts are setup you can use the Country Switcher to navigate between the different 
accounts for each country.  
 



 
Important Advertising Terms 
 
 
I get it, lingo can be confusing and is almost like learning a different language. Here are some important 
terms that you’ll come across when advertising on Amazon that you need to know.  
 
PPC 
Pay Per Click. This is the type of advertising offered by Amazon Ads whereby you only pay whenever 
a customer clicks on your ad, regardless of how many times the ad has been shown to customers. 
 
Campaign 
An advertising campaign is a marketing ad or set of ads targeted to a particular audience segment. A 
campaign is the top level, overarching goal for what you want to achieve. The campaign holds your 
ad sets within it.  
 
Targeting 
Targeting is the way you want your ads to appear and using what method e.g. Automatic or Manual.  
 
Budget 
The budget is the amount of money you set that Amazon can spend up to per day in order to show your 
books to customers and generate clicks.  
 
CPC 
Cost Per Click. The amount you are willing to pay for each click on your ads.  
 
Impressions 
Impressions measure the number of times an advertisement is loaded on a page or device, regardless 
of whether or not a customer clicks on it. 
 
Clicks 
Clicks is the amount of customers who have clicked on your ad.  
 
CTR 
Click Through Rate. This is the percentage of customers who have clicked on your ad in relation to 
how many impressions the ad has been had.  
 
Spend 
This is the total you have spent on clicks for the campaign.  
 
Sales 
Sales is the amount of sales of your book has generated in terms of revenue. This is not the royalty that 
you will receive, but how much customers have paid for your book.  
 
ACOS 
Advertising Cost of Sales. This is a metric used to measure advertising campaigns. It compares the 
amount spent on PPC campaigns to the amount earned, and it helps determine if your campaigns are 
cost-efficient. 
 



KENP Read 
Kindle Edition Normalised Pages Read. This is exclusive to books that have a Kindle version and are 
enrolled with the Kindle Unlimited Program. The KENP Read is the amount of pages read by 
customers who have read your book in Kindle Unlimited.  
 
    
 
Keywords and Targeting 
 
 
In the intricate realm of Amazon Ads, effective keyword research stands as the linchpin for self-
publishers seeking to elevate their books above the digital noise and capture the attention of their target 
audience.  
 
Understanding and harnessing the power of keywords is not merely a facet of successful advertising; 
it is a strategic imperative that can make the difference between obscurity and bestseller status.  
 
At the heart of this lies the nature of how users navigate Amazon's vast marketplace. Amazon is, 
fundamentally, a search-driven platform, and users rely heavily on keywords to find the books they 
desire.  
 
For publishers, this presents a golden opportunity to align their books with the queries of potential 
customers, but seizing this opportunity demands an understanding of effective keyword research. 
 
The first pillar of importance in keyword research is relevance. Crafting a list of highly relevant 
keywords ensures that an self-publisher's book appears in search results that align closely with the 
book's content, genre, and themes.  
 
This relevance not only increases the likelihood of capturing the attention of genuinely interested 
customers but also enhances the overall user experience, establishing trust and credibility between the 
publisher and their audience.  
 
The dynamic nature of book trends, reader preferences, and industry shifts necessitates a continuous 
commitment to refining and expanding keyword lists. Publishers need to view keyword research as an 
ongoing process, not a one-off task.  
 
The importance of effective keyword research extends beyond mere visibility; it directly impacts an 
self-publisher's return on investment. Publishers must not only identify keywords that attract clicks but 
also those that lead to conversions—transforming casual browsers into committed readers. 
  



 
How To Choose Relevant Keywords For Your Book 
 
 
Choosing relevant keywords for your book when using Amazon Ads is a critical step in maximizing 
the effectiveness of your advertising campaigns. Here's a step-by-step guide to help you select the most 
relevant and impactful keywords. 

Understand Your Book 
Begin by thoroughly understanding the content, genre, and themes of your book. Identify the 
key elements that make your book unique and appealing to your target audience. 
   
Brainstorm Potential Keywords 
List down potential keywords that are directly related to your book. Consider main themes, 
niches, settings, characters and genre-specific terms. Think about the words a potential reader 
might use when searching for a book similar to yours. 
   
Utilize Amazon's Auto-Suggestions 
Leverage Amazon's search bar auto-suggestions. Begin typing relevant terms in the search bar, 
and observe the suggestions that pop up. These suggestions are based on popular searches, 
giving you insights into what users are actively looking for. 
   
Explore Competing Books 
Examine the product pages of books similar to yours, especially those that have achieved 
success. Look for keywords in their titles, subtitles, and book descriptions. This can provide 
inspiration for terms that resonate with your target audience. 
     
Leverage Amazon's Keyword Tool 
Amazon provides a keyword tool within the advertising platform. This tool suggests relevant 
keywords based on a seed keyword or a specific ASIN (Amazon Standard Identification 
Number). Experiment with various seed keywords related to your book and explore the 
suggested options. 
 
Take Advantage Of Keyword Tools 
There are several keyword tools available that were created to specifically help self-publishers 
perform keyword research for their books and Amazon ads. Publisher Rocket is one tool that 
can generate targeted lists of keywords that you can use in your Amazon Ads.  
 
Helium10 is also a great tool for keyword research that self-publishers like to use to build lists 
of highly relevant and targeted keywords lists to help get that competitive advantage, including 
one tool called Cerebro that helps you spy on your competitors books and see what keywords 
they are ranking for.  
   
Prioritize Relevance over Volume 
While high search volume is desirable, prioritize relevance. Focus on keywords that closely 
align with your book's content and target audience. It's better to have a smaller, highly targeted 
audience that is more likely to convert. 
   

  

1. 

2. 

3. 

4. 

5. 

6. 

7. 



Consider Long-Tail Keywords 
Incorporate long-tail keywords—phrases that consist of three or more words. These are often 
more specific and can attract highly interested readers. For example, instead of "coloring 
books," consider "animal coloring books for toddlers." 
   
Regularly Review and Update 
The effectiveness of keywords can change over time. Regularly review and update your 
keyword list based on the performance data from your campaigns. Remove underperforming 
keywords and experiment with new ones to keep your strategy fresh. 
 

Remember that effective keyword selection is an ongoing process that requires monitoring and 
adaptation. By staying attuned to your book's unique characteristics, audience preferences, and market 
trends, you can refine your keyword strategy and enhance the visibility of your book on Amazon. 
 
 
 
Understanding and Utilizing Targeting Options 
 
 
Amazon provides publishers with a range of targeting options, enabling them to tailor their campaigns 
to reach the most relevant audience. First and foremost, we can leverage automatic targeting, allowing 
Amazon's algorithms to determine where to display ads based on the book's genre, similar products, 
and customer behavior.  
 
For more precision, manual targeting empowers us to handpick specific keywords, products, or 
categories, affording greater control over ad placement. Additionally, publishers can harness the power 
of product targeting, strategically selecting individual products or categories to display their ads 
alongside, ensuring they reach customers interested in comparable titles.  
 
By understanding the nuances of these targeting options, we can craft campaigns that align with our 
promotional goals, whether it's maximizing visibility, targeting specific demographics, or promoting 
a series. Regular monitoring and adjustment based on performance metrics further refine the targeting 
strategy, allowing publishers to optimize their campaigns and enhance the impact of their Amazon 
Ads. 
 

 
Campaign Types 
 

Let’s breakdown the difference between campaign types within your Amazon Ads console.  
 
Automatic Campaigns 
 
Automatic campaigns, akin to the automated steering of a skilled navigator, rely on Amazon's 
sophisticated algorithms to determine where and when to display a publisher ads. In this hands-off 
approach, the platform analyzes the book's metadata, genre or niche, and customer behavior to 
automatically select relevant keywords and showcase the ad to potential readers.  
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This automated targeting method is particularly effective for publishers seeking broad exposure, 
allowing Amazon's system to identify and capitalize on search queries and products related to the book.  
 
Automatic campaigns serve as an insightful entry point, offering valuable data on which keywords and 
products resonate with the audience, thus informing future manual campaigns. 
 
Manual Campaigns 
 
In contrast, manual campaigns grant publishers the helm, placing them firmly in control of their 
advertising destiny. This hands-on approach involves meticulous keyword selection, allowing 
publishers to curate a list of specific terms directly tied to their book's content, niche, themes, and 
target audience.  
 
Manual campaigns are an ideal choice for publishers aiming for precision and customization. By 
handpicking keywords, publishers can tailor their ads to attract a more focused audience, ensuring that 
their book appears in searches and alongside products directly aligned with their book’s offering.  
 
This method provides a very detailed understanding of how readers discover and engage with the book, 
offering granular insights that empower publishers to refine and optimize their advertising strategy 
over time. 
 
 
 
It’s All In The Strategy 
 
 
First of all, it’s important to note that there isn’t only one road to take in the Amazon Ads journey. 
Publishers, who after gaining experience with Amazon Ads, will have come up with their own pathway 
to success with their ads and eventually you will too.  
 
Use the following methods as a launchpad, a way to learn what works for your books and what doesn’t 
and develop your own ads strategies to use as you gain more experience and publish more books.  
 
Take these strategies and tweak them until you come up with the most effect methods for your books.  
 
Campaigns 
 
It’s important to start advertising your books as soon as they are published and available for sale on 
Amazon. Those first few days after a book is newly published are crucial for teaching the Amazon 
algorithm what your book is about, what customer’s are going to want to buy it and that it’s a book 
that customers actually do want to buy.  
 
Amazon is in the business of selling. If the algorithm notices a book selling, it’s going to help it in any 
way it can to generate even more sales. If you can teach the Amazon algorithm this from day one, then 
you’re going to be off to a flying start.  
 
For the first 7-10 days of a book’s life, you ideally want to run a Manual Ad targeting the most 
important, relevant and specific keywords related to your book. You know your book better than 
anyone, so it’s up to you to teach Amazon what your book is about.  
 



By creating a manual campaign with the most specific and relevant keywords it’s going to tell the 
Amazon algorithm exactly what your book is about, which customer’s it is targeting and when and 
where to show it in search results.  
 
Also, use this campaign as an opportunity to collect data about which of the keywords are actually 
resulting in sales. Nurture those keywords that are making sales by increasing bids and budgets and 
trash the keywords that are just costing you money.  
 
After 7-10 days of training the Amazon algorithm, you can now set up Automatic Ad campaigns and 
let the algorithm work its magic.  
 
Review your automatic ad campaign multiple times a week, removing keywords that are draining your 
budget but not resulting in sales and when you find a winning keyword, create a manual campaign 
targeting this keyword specifically and give it some budget love to keep sales coming in.  
 
Amazon Ads is not a set it and forget it strategy. It’s an ongoing process that you will continue to work 
on as long as you want the sales to keep on coming in. 
 
  
 
Budgeting and Bidding 
 
 
BUDGETING BRILLIANCE: Squeezing Every Drop of ROI from Your Amazon Ads Adventure 
 
This is where I spill the beans on maximizing your Return on Investment (ROI) in the magical realm 
of Amazon Ads. I get it; budgets are tighter than ever. But fear not, for we're about to embark on a 
journey to extract every ounce of brilliance from your hard-earned dollars. 
 
Start Small, Dream Big 
 
Let's kick things off with a mindset shift. Start with a modest budget. Think of it as tiny bubbles of 
testing, each one revealing a nugget of wisdom about what works and what doesn't. It's not about 
throwing money into the digital abyss; it's about strategic micro-experiments that pave the way for 
ROI goldmines. 
 
SPONSORED PRODUCTS: The Budget Whisperers 
 
Sponsored Products, with their pay-per-click allure, are your budget whisperers. Set a daily budget 
that's comfortable for your wallet. This way, you're in control of your spending, ensuring that your 
book gets the spotlight without breaking the bank.  
 
Bid with wisdom. Ah, bidding. It's a delicate dance. Be strategic with your bids. You don't have to go 
all-in; a thoughtful bid that aligns with your budget constraints can still secure prime real estate in the 
ad space. Test different bid strategies, find that sweet spot, and let your budget do the talking. 
  



SPONSORED BRANDS: Branding on a Budget 
 
Sponsored Brands, the red-carpet experience for your series, demand a bit more budget love. But fear 
not, control is still in your hands. Set a daily budget that feels right for your goals. Those customizable 
headlines are your chance to make a splash without draining your coffers. 
 
For the budget-conscious, the magic lies in allocation. If you have multiple campaigns under your 
publisher brand, distribute your budget wisely. Allocate more to high-performing campaigns, where 
your book is stealing the show, and adjust the spotlight as needed. 
 
LOCKSCREEN ADS: Kindle Enchantment on a Budget 
 
Lockscreen Ads, the enchanting Kindle experience, require a minimum daily budget. But don't let that 
deter you. Think of it as an investment in Kindle magic. Set a budget that aligns with your goals, and 
let your book weave its charm on dedicated Kindle readers during those cozy reading moments. 
 
Kindle targeting is where the budget magic happens. Target specific genres to ensure your book 
appears before readers with a penchant for your literary flavor. It's like hosting a budget-friendly soirée 
exclusively for your ideal readers. 
 
 
 
Strategies For Setting Daily and Campaign Budgets 
 
 
Test and Learn Approach 
 
Begin with a conservative daily budget for each campaign. You can start with as little as $5 per day 
and this allows you to test the effectiveness of your ads and assess their performance without 
committing a significant amount upfront.  
 
Bidding is also an important factor because bid too low and your ad won’t even be shown for customers 
to click on and bid too high and you can chew through your daily real quick, especially if your target 
keywords are not on point.  
 
Amazon Ads gives you an idea of how much they would like you to bid for an ad spot in order to beat 
other publishers to said ad spot but you can always start lower (and I always recommend this to start 
with) than their suggested bid and see what happens.  
 
If you aren’t seeing many impressions, then your bid is too low and you can make small increases until 
your ad begins to get shown to customers.  
 
If your ads are getting impressions but no click love from customers then you may need to review what 
keywords you are targeting to make sure they are the most relevant to your book and the customers 
you are targeting.  
 
The test and learn approach enables you to gather data, understand how your audience engages with 
your ads, and make informed adjustments. 
  



Scale Gradually 
 
As you observe positive results and gain confidence in your campaigns being able to continuously 
bring you sales, consider scaling up your daily budgets gradually. No one starts using Amazon ads 
spending thousands of dollars per day, it something that builds up over time.  
 
This incremental approach allows you to maintain control over spending while progressively 
expanding your reach. Monitor the correlation between increased budget and improved performance 
to strike the right balance. 
 
Monitor Key Metrics 
 
Regularly monitor key performance metrics such as Click-Through Rate (CTR), Conversion Rate, 
Advertising Cost Of Sales (ACOS) and Return on Ad Spend (ROAS). Analyzing these metrics 
provides insights into the effectiveness of your campaigns. If a campaign is delivering strong results, 
consider increasing the budget to capitalize on its success. 
 
Optimize Underperforming Campaigns 
 
Conversely, if a campaign is underperforming or not meeting your goals, consider adjusting the budget 
or bids downward. This reallocation prevents unnecessary spending on campaigns that do not 
contribute significantly to your overall objectives. Regular optimization based on performance data is 
essential for maintaining a cost-effective strategy. 
 
Budget for Seasonal Trends and Anticipate Fluctuations 
 
Recognize and budget for seasonal trends in the book market. During peak times, such as holidays or 
special events, consider adjusting your budgets to capitalize on increased consumer activity. Similarly, 
during slower periods, you may choose to reduce budgets temporarily to maintain cost efficiency. 
 
 
 
Understanding Bidding Options and Their Impact on Ad placement 
 
 
Alright, let's chat about the bidding options in the wild world of Amazon Ads. With Amazon, you've 
got a couple of bidding options – there's dynamic bidding, bid down, and fixed bids.  

Dynamic bidding is like having a personal assistant adjusting your bid in real-time, whether up or 
down, based on the likelihood of conversion. It's the hands-free option, adapting to the ebb and flow 
of the digital marketplace.  

On the flip side, bid down is the thrifty cousin; it lowers your bid when a conversion is less likely, 
saving those precious dollars.  

And then there's the fixed bid, the straightforward approach where you set a specific amount you're 
willing to pay for each click.  



Each option has its own charm, impacting where your ad struts its stuff – from high-visibility front 
rows to the cozy corners of niche searches. Unless you are confident in your ads being able to convert 
to sales consistently, then always set your bidding to Down Only. 

Data-Driven Brilliance 
 
Jedi moves are all about the data. Dive into your campaign performance metrics like a literary 
Sherlock. What's working? What's not? Identify the keywords, audiences, and ad types that bring the 
best bang for your buck.  
 
Regularly sprinkle optimization rituals into your routine. Adjust bids, tweak keywords, and trim the 
fat from underperforming campaigns. This is the dance of continuous improvement, ensuring that your 
budget dances to the rhythm of ROI excellence. 
 
Mastering budget constraints in Amazon Ads is an art. It's not about having a limitless treasure chest 
but about wielding your budget wisely, strategically, and with finesse. Start small, test, refine, and 
watch your ROI triumph against the odds. 
 

 
Creating New Campaigns 
 

Creating a new campaign in your Amazon Ads console is arguably the easiest part of this whole 
process. When you have gathered together all your keywords, decided on your budgets, you are ready 
to bring it all together and make magic happen.   

 
Select The Create Campaign Button 
This is the first step in creating your new campaign and will take you to where you can set up 
your ads and set your daily spend and budget requirements.  
   
Choose Your Campaign Type 
Depending on your ad strategy and goals will determine which campaign type you select. You 
will choose either Sponsored Products, Sponsored Brands or Lockscreen Ads.  
   
Choose Ad Format 
At this point you have the choice of a Custom Text Ad or Standard Ad. Custom Text Ads allow 
you to enter a sentence of text to hook your customer into hitting that Add To Cart button. 
Sometimes it can be beneficial to add custom text if you’re a publisher of high content books 
but for the most part, the majority of self-publishers choose Standard Ad.  
   
Name Your Ad 
Create a name for your Ad within this campaign that describes what you are advertising and 
the ad type so that you can easily distinguish what the ad has been created for.  
     
Select Your Product 
This is simply selecting the book that you want to advertise within this ad set.  
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Pick Your Targeting 
This is where you get to choose whether this is going to be a manual or automatic ad. If you 
choose automatic targeting you can move onto the next step. If you choose manual targeting 
you will then have the option to select whether you ad will be targeting keywords or products 
and you will be given a place to select which keywords or product you wish to target.  

   
Set Your Bidding Strategy 
Here comes the nerve-wrecking part! Telling Amazon how much you’re willing to spend. 
When you have selected Automatic Ad in the previous step you can now set what you want 
your default bid to be. Then, regardless of whether you have set up a Manual or Automatic Ad, 
set which bidding strategy you will be using (almost always Dynamic Bids Down Only).  
   
Choose Your Daily Budget 
And the final step in this new campaign process is to set your daily budget so that Amazon 
knows the maximum amount you are willing to spend in one day on ads. This can all be and 
mostly likely will be adjusted in the future, if need be.  
 

Now, just hit Launch Campaign! Your ad will get sent off to the Amazon Ads team to be reviewed to 
make sure it follows their advertising guidelines and you should receive notification within 24 hours 
to advise you whether your ad is live or not.  
 
 
 
Troubleshooting and Common Pitfalls 
 

Oh, the Amazon Ads rollercoaster – thrilling, but it comes with its twists and turns. You’ve created 
your next bestseller, unleashed it into the Amazon jungle, and now you're diving into the maze of 
Amazon Ads to give your book the spotlight it deserves. But, alas, it's not all sunshine and rainbows. 
Self-publishers, both seasoned and green, face a medley of challenges that can make this adventure a 
bit bumpy. 

The Budget Blues 

Ah, the eternal struggle of budgets. For many publishers, navigating the delicate balance between 
spending enough to get noticed and not bankrupting your publishing dreams can feel like walking a 
tightrope. The Budget Blues hit hard – how much is too much, and when is it not enough? It's like 
trying to juggle your book interior, a cup of coffee, and a flaming hoop all at once. 

Publishers often grapple with finding that sweet spot. Do you go big to reach more eyes, or do you 
start small, testing the waters cautiously? The key is cracking the budget code – understanding how 
much to allocate, where to allocate it, and ensuring your book gets the attention it deserves without 
breaking the bank. 
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The Mysteries of Metrics 

Amazon Ads provide a treasure trove of metrics – clicks, impressions, conversion rates, oh my! For 
many, deciphering this data feels like attempting to read an ancient script. Which metrics matter most? 
How do you interpret the numbers to make informed decisions? It's a journey into the mysteries of 
metrics, and not everyone has the decoder ring. 

Publishers often wrestle with metrics anxiety – the fear that they're missing out on crucial insights or 
misinterpreting the signals. The solution? Embrace the learning curve. Dive into the data, experiment 
with different approaches, and let those metrics become your allies in the quest for Amazon Ads 
mastery. 

Keyword Conundrums 

Ah, keywords – the magic words that can make or break your ad visibility. We often find ourselves in 
a keyword conundrum, wondering which words will summon our ideal customers and which will lead 
to the dreaded click-and-bounce scenario. It's like trying to find a needle in a haystack of publishing 
possibilities. 

The trick is navigating the keyword seas strategically. Which terms are relevant to your book? What 
are readers typing into that Amazon search bar? Publishers need to become keyword navigators, 
exploring the depths of potential search queries and anchoring their book where the currents of 
customer interest are strongest. 

The Amazon Ads journey is an odyssey with its challenges, but fear not! Publishers navigate these 
challenges with grit, experimentation, and a dash of creativity. The key is to embrace the learning 
curve, view obstacles as opportunities for growth, and let the adventure unfold.  

Whether it's budget blues or metric mysteries, every challenge is a stepping stone on the path to 
Amazon Ads mastery.  

 
Riding the Publishing Rollercoaster and Adapting Your Amazon Ads Strategy 
 
 
Let’s chat about the thrilling rollercoaster that is the publishing industry. You know, that wild ride 
with unexpected twists, turns, and a loop or two. Your Amazon Ads strategy? Well, it's like the safety 
harness keeping your book firmly on the tracks. But here's the secret: buckle up because you might 
need to adjust those ad strategies as you speed through the dynamic landscape of publishing. 
 
Publishing is a rollercoaster, and the only constant is change. New niches emerge, customer 
preferences evolve, and market trends do the cha-cha. So, buckle up, my friends. Your Amazon Ads 
strategy isn't a static snapshot; it's a living, breathing entity that needs to groove with the rhythm of 
the industry. 
 



Adapt or get left behind. Here's the deal: adaptability is your friend. What worked like a charm 
yesterday might need a fresh move today. The secret to thriving on this rollercoaster is to keep your 
eyes on the horizon, be ready to pivot, and never get too comfy in your ad strategy seat. 
 
Amazon Ads success isn't a one-time achievement. The keywords that worked yesterday might be 
totally off today. The ad types that stole the show might need a remix. Be willing to adapt, experiment, 
and, when necessary, reinvent your strategy. The publishing landscape won't wait for you. 
 
Stay tuned to the market pulse. What niches and genres are trending? What themes and books are 
capturing customers hearts? Use tools, data, and your industry instincts to keep your finger on the 
publishing pulse. 
 
Amazon Ads provide a treasure trove of data. Analyze the performance metrics of your campaigns. 
Which keywords are hitting the high notes? Where's the engagement lagging? This data-driven 
approach allows you to tweak, optimize, and fine-tune your strategy as the industry beats evolve. 
 
Niches aren't stagnant ponds; they're dynamic oceans with waves of popularity. Your book might be 
riding high on a wave of a trending niche today, but the tide could shift. Be prepared to adjust. 
Experiment with new keywords, explore related niches, and ride the waves of keep your book in the 
customer spotlight. 
 
Is there a rising star in a niche that aligns with your book? Dive in. Are customer tastes shifting toward 
a sub-niche you haven't explored? Chart the course. The beauty of Amazon Ads is the flexibility to 
adapt to changing niches. 
 
Adapt your ad strategy to the seasonal dances. During holidays, customers might crave books to keep 
them occupied or that can be gifted.  
 
Trends aren't permanent, but they do twirl through the publishing dance floor. Keep an eye on trends. 
If a particular theme, niche or style is having its moment, consider adjusting your ad strategy to 
showcase how your book aligns with the current trend. 
 
The key to Amazon Ads success in the ever-changing publishing industry is to embrace the change. 
Be agile, be adaptable, and be ready to adjust your ad strategy as the niches evolve. Your book's 
journey is a dynamic adventure, and your ads are the nimble dance moves that keep it in rhythm with 
the ever-shifting beats of the publishing rollercoaster. 
  



 
Useful Tools for Amazon Ads 
 
 
AMZ SUGGESTION EXPANDER  
https://chrome.google.com/webstore/detail/amz-suggestion-expander/cpeaihkccbeemkfefcapijechkbfjlhb?hl=en-US  
 
A free chrome plugin that provides an expanded list of keywords when you are using the Amazon 
search bar.  
 
PUBLISHER ROCKET 
https://myfreedomempire.com/publisherrocket  
An extremely helpful keyword research tools to help generate lists of relevant and targeted keywords.  
 
HELIUM 10 
https://myfreedomempire.com/helium10  
 
An extremely helpful keyword research tools to help generate lists of relevant and targeted keywords.  
 

https://chrome.google.com/webstore/detail/amz-suggestion-expander/cpeaihkccbeemkfefcapijechkbfjlhb?hl=en-US
https://myfreedomempire.com/publisherrocket
https://myfreedomempire.com/helium10

