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THE TOP 10 MYTHS
ABOUT AMAZON ADS

JANET MARGOT

WHY DID I WRITE THIS?
Anyone who takes the time to get the facts is OK in my book. As
a lifelong lover of books and as someone who has enormous
respect for writers, I truly want to see authors succeed on
Amazon.
As an author, you’ve no doubt realized early on that you’re going
to need to advertise on Amazon in order to tap into their
enormous readership. You've probably also found forums,
communities, and pages that prove just how generous authors
are when it comes to sharing tips, wonderful resources, and
advice. But the downside is that they can unknowingly nurture
seeds of disinformation at an alarming rate. Being a decade-long
Amazon employee who worked on the Book Ads team, it’s
disheartening to witness. And when I say disheartening, I mean
that I shout in my head when I read some of the myths out there.
Occasionally, and my office cats can confirm this, the frustration
presents itself...more audibly.
If you’ve already invested in paid promotions, you know that it’s
hard. Ads are complex and not built with books in mind, so it’s
common that authors face more hiccups than non-book
advertisers. There is a lack of solid, authoritative guidance for
authors on advertising, so it’s no surprise that claims based on
questionable assumptions are widespread.
Since leaving the Book Ads team, I’ve been in the trenches
embracing the author’s perspective. It’s been eye-opening to
learn just how ingrained the falsehoods are. I now have a mission:
to dispel some of the more prevalent myths about Ads for books
that are swirling throughout the indie author community.
That, and to stop scaring my cats.
Let’s start shattering those myths.

Disclaimer: I am a former employee of Amazon Advertising, but do not
represent the company in this booklet. This content represents my own
opinion.

THE TOP 10 MYTHS
Myth #10
ALL Ads do “this”
No, there is simply no such thing as “all ads.”
This claim defies logic because Amazon ad
offerings function differently from one
another. Whether you’re writing to
Customer Service or crowdsourcing help on
social media, be specific as to which ad type
are you referring. Sponsored Products
behave one way, while Lockscreen ads
behave another. And then, of course, there is
a suite of variables that impact ad
performance. Anyone who claims to know
THE WAY ALL ADS WORK based on a
smallish sample is promoting an illconceived notion.

Myth #9
Amazon Ads depend on
series read-through
Who started this rumor? It’s just false. The
ads algorithm looks at ASIN conversion.
Conversion in this context is only true sales;
not pages read. Even if Ads were to integrate
Kindle Unlimited page reads in the future,
the first rollout of that feature would
probably only look at the conversion on that
single ASIN, and not consider all books in
the series.
However, read-through tracking is
important for authors to understand series
success and to inform an ads bid strategy.

Myth #8
A successful ad needs to be in
Kindle Unlimited

The data shows that plenty of authors run
successful ads when they are not exclusive
to Amazon. More important to ad success is
the baseline of your organic sales and using
relevant targets when advertising.

Myth # 7
The highest bidder wins the placement
That may happen at art and antiques
auctions, but not in the Amazon pay-perclick world. Remember, a key tenet of
Amazon is customer obsession. This means
that Amazon ingests signals demonstrating
how customers engage with your ad and,
ultimately, your book. These signals are
essentially inputs to relevance. Relevance is
a powerful key to winning ad placement.
That said, you need to bid competitively.

Myth #6
My sales just dropped off a cliff.
The ads algo changed!
If you’re the only one experiencing “a cliff”,
the ads algorithm did not change.
There are many pieces of both the retail and
ads pipelines that may be undergoing
testing at any given time. If there IS a
meaningful change, it’s unlikely to affect just
a few authors. Second, your competition,
along with your target customer base,
fluctuates from day to day.
Be prepared for the ebb and flow of
advertising.

Myth # 5
You need to constantly keep
creating new campaigns.

This is the spaghetti-on-the-wall approach.
This approach is not backed by data. A
frantic sprint towards lots of ads is not a
professional marketing strategy. Sure, many
authors have had success running multiple
ads for a single book but it doesn't need to
be an endless cycle. The unsustainable
spaghetti approach leads to confusion and
can hurt your long-term ad performance.
Keep your focus on well-structured ads
containing relevant targets with the intent
of learning what works and what doesn’t
work for your book.

Myth #4
You need to A/B test your ads
(especially when using ad copy)

This is impossible to do! This testing, also
called “split testing,” is when you run the
same ad with same targets and bidding but
with different ad copy. There is no such
thing as A/B testing on the Amazon Ads
platform. If you have two campaigns that are
identical except for one little element, the
machines that pluck your ads from the abyss
are going to pick one ad and pass over the
other. It’s 99% unlikely that both will serve
enough impressions to be tested against
one another. You’ll have a winner and a loser,
but it’s certainly not because one ad was
truly “better” than another. Don't be fooled
by copywriter businesses insisting you need
custom ads.

Myth #3
You need 100 keywords
in a campaign

To me, this sounds like a best practice aimed
at third-party sellers listing non-books. I have
never seen a campaign that takes flight with
that many keywords converting to sales or
pages read. The more common pattern is for
a portion of keywords to get impressions
with a small percentage actually driving
conversions. Focus on quality over quantity.

Myth #2
Use a strong call to action (CTA)
in your blurb

Like what... “buy this book?” The blurb (the
book description on your Amazon sales
page) is there to validate a browser’s interest
in your genre and story. It’s a better strategy
to use that real estate to unconsciously
reaffirm the connection that drives a click on
the “buy” button. Besides, misplaced promo
copy can be viewed as tacky and, ultimately,
a deterrent. Be professional without being
overly sales-y.

Myth #1
The Ads dashboard is incorrect

The Ads dashboard is not perfect but stating
that it’s categorically “incorrect” implies that
it’s wise to ignore it. It’s not. The dashboard
displays data with integrity and provides key
insights. Naysayers may not understand the
metrics, but authors can and should use the
dashboard to gauge campaign efficacy.
Impressions, clicks and click-through rate
(CTR) are reliable on the dashboard; the
latter representing how customers are
engaging with your ad and the relevance of
the target. Conversions (either sales or pages
read) are based on a last click attribution
model thus are essentially designed to
under-report the true value of ads. In other
words, a click on your ad may sometimes be
attributed to a different funnel such as
Amazon’s recommendation engine. This is
standard for pay-per-click advertising. None
of this means the dashboard is “incorrect.”

So how do you piece it all together?

There are a lot of opinions out there. While
some are innocently irrelevant to your use
case or outright misinformed, others are
self-serving. We see it in message boards,
forums, and social media. As with all
important financial and career decisions,
learn to differentiate between fact and
opinion.
My advice to you is to learn the basic facts
from vetted sources and then form your own
conclusion about what works for your books.

Want to learn more?

This is the most authoritative author ads
handbook available, exposing the
interconnectivity of book ads in the Amazon
ecosystem. This insight fuels a framework that
declutters the ads dashboard allowing you to
reach readers more effectively.
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