
 

 

 

 
 

AMAZON ADVERTISING GUIDE  
for Self-Published Authors using KDP 

 

 

KDP Kindle Direct Publishing platform owned by Amazon 

AMS Amazon Marketing Services, also called as Amazon 
Advertising Platform 

ROI 
Return of Investment, calculated by dividing the royalty of 
sales by the cost of the advertisement. A typical ROI figure 
in AMS is ACOS 

ACOS 
Advertising Cost of Sales, calculated by dividing your spend 
by sales attributed to your ads 

SEO Search Engine Optimization primary on Amazon 

 
  
 

  

https://kdp.amazon.com/en_US/
https://advertising.amazon.com/cm/campaigns


 

 

AMAZON ADVERTISING FIRST TIME SETUP (A) 
 

 TODO VISUAL HELP 

A1.   
Login to your KDP account  
Link: kdp.amazon.com 

 

A2.  

Select your Kindle book you 
would like to promote, click 
on “Promote and Advertise” 
button 
 
Note: In your Amazon 
Advertising dashboard all of 
your books will be available 
for promotion which are 
already present in your KDP 
account. No need to add 
them one by one.  

 

https://kdp.amazon.com/


 

 

A3.  

Under “Run an Ad 
Campaign” 
 
Choose a marketplace 
(typically Amazon.com) 
 
Click “Create an ad 
campaign” button which 
will redirect to Amazon 
Advertising platform 

 

A4.  

On Amazon Advertising  
 
Select your first campaign 
type 
 
Sponsored Products 
You can target potential 
buyers using Amazon search 
keywords, or targeting 
similar books 
(highest ROI for authors) 
 
Sponsored Brands 
Not tailored for authors and 
books 
 
Lockscreen Ads  
(low ROI)  

 

NEW CAMPAIGN CREATION (B) 
 

 TODO ACTION 

B1.  

You can continue the above 
process or 
 
you can create a new 
campaign using the 
following link and click on 
“Create campaign” button 
within your dashboard 
 
Link: 
https://advertising.amazon.c
om/cm/campaigns 

 

https://advertising.amazon.com/cm/campaigns
https://advertising.amazon.com/cm/campaigns


 

 

B2.  

Campaign name will be 
displayed on your 
dashboard, it’s easier to 
identify if it has a 
descriptive name including 
your book’s title 
 
Start date is the first day of 
your campaign 
 
Tip: Give an End date to 
your campaign, it will help 
to measure the effectiveness 
of your campaign. A typical 
campaign length is 2-4 
months 
 
Typical daily budget is $1-3 
 
Always use Manual 
targeting  

 

B3.  

If you have  less time for ad 
management we 
recommend to use Dynamic 
bids - down only which may 
use also lower bids 
 
For advanced users we 
recommend Fixed bids since 
Amazon’s search couldn’t 
really determine the real 
likelihood of keyword-
product conversion  

B4.  

Use Custom text ad only if 
you would like the A/B test 
ads for the same book. 
 
Note: There is no difference 
in terms of conversion rate 
between the two options   

B5.  

Products 
You will see all of your 
published book versions in 
this (AAP pulls your KDP 
book list here) 
 
If you selected Standard ad 
previously you can add 
multiple book versions (e.g. 
both Kindle and paperback) 
to the same ad campaign 

 



 

 

B6.  

Keyword targeting 
Your book will be visible in 
the Amazon search results 
for a specific keyword 
 
Note: The position of your 
book in the search results 
depends mainly on your 
keyword’s bid, but from 
ROI point of view it is a bad 
strategy to overbid    
 
Product targeting 
Your book will appear on 
other books’ product pages. 
For example in the “Product 
related to this item” section 
 
Note: With product 
targeting you can target 
book categories and 
individual products. The 
same bidding system works 
and in case of keyword 
targeting 

 
Amazon search result for keyword “medieval fantasy books” 

 
Product page of book Dellia 

 
 

KEYWORD 
TARGETED AD 

KEYWORD 
TARGETED AD 

PRODUCT 
TARGETED ADS 

https://www.amazon.com/Dellia-Ever-Branching-Tree-David-Scidmore/dp/1645710009


 

 

B7.  

Keyword targeting 
 
Note: Using Suggested 
keywords is only good to get 
ideas, but it suggests a lot of 
non-sense keywords, which 
has nothing to do with your 
book. Use Enter list instead 
(see the next step) and do 
your own keyword research 
instead (see later).  
 
Broad can result in 
synonyms, misspellings and 
variations of the keyword 
which are related 
 
Phrase allows more control 
over word order and targets 
search terms which include 
words before or after your 
keyword phrase 
 
Exact allows you to rank for 
the exact keyword 
 
There is no one ultimate 
best practice for this, for 
newcomers we usually 
suggest Broad match 

 

B8.  

You can enter keywords one 
per linem under “Enter list” 
section 
 
Note: Use custom bid first, 
you will need to update bids 
after you kicked-off the 
campaign.  
 
Custom bid means that this 
exact amount will be set as 
default bid ($0.75) for all 
keywords 

 



 

 

B9.  

After you added the 
keywords, AMS will suggest 
bids, but don’t accept them. 
Usually they are higher than 
the actual well performing 
bid price. You will need to 
adjust the bids after the 
campaign start 

 

B10.  

Negative keywords could 
help if your book isn’t 
intended for certain groups 
of readers  

• not suitable for 
Young Adults YA 

• it doesn’t contain 
any romance part 

• it isn’t historical 
• it’s not funny etc. 

 
Finding negative phrases is 
also great for non-fictions, 
when you would like to 
narrow down the topic of 
your book. 

 

B11.  

Launching the campaign 
doesn’t mean it will start 
automatically. 
 
There is a quick review 
process on Amazon side, 
they will review whether 
your book/product is eligible 
for AMS (there is a 
prohibited content list in 
their policy). For example 
you cannot promote erotica 
with AMS 

 

https://advertising.amazon.com/en-us/resources/ad-policy/sponsored-ads-policies?ref_=a20m_us_spcs_spadcrp#prohibitedcontent


 

 

B12.  

After the campaign is live 
Click on the Campaign 
name on AMS dashboard.  
Select the Ad group and 
click on Targeting on the 
left hand side. 
 
Now you see the exact 
keyword list you entered 
previously. Here you can 
control the bids and as you 
see the actual suggested bid 
is lower then previously.  
 
Bidding strategy 
 
In case of ultra-relevant 
keywords, use a slightly 
higher bids than the 
suggested one 
 
In case of generic or less 
relevant use the bottom of 
the suggested bid. 
 
If a keyword doesn’t brings 
impressions than raise the 
bid incrementally. 
 
Note: Keywords that have a 
suggested bid over $1 are 
considered high competition 
keywords. Try to avoid 
those keywords unless you 
are looking for mass traffic 
and you have higher budget 
($1,000+). 
 
Note: Update bids for a 
campaigns bi-weekly, but 
minimum once in each 
month. 

 

B13.  

Managing keywords 
We aren’t looking primary 
for Impressions or Clicks in 
case of a campaign but Sales 
at the lowest marketing cost 
possible. This is why we 
focus more on ACOS of the 
keywords (the lower 
percentage the better) 
 
Note: ACOS isn't the best 
metric since it doesn't 
calculate with your revenue 
share.  
 
Net Revenue = sales revenue of 
campaign – campaign cost 
(sales revenue of campaign = 
sales * revenue share after one 
purchase) 

 
 

• Increase keyword's bid when there are zero impressions from the actual keyword or has no clicks 
(low competition keywords have also low impression rate, but they may work in long term) 

• If there are clicks (up to 25) for a certain keyword, but there are no sales, your book’s product 
page has low conversion rate and you will need to improve it (find tips here) 

 

https://joelbooks.com/how-to-increase-book-sales-on-amazon/


 

 

• When you will receive sales you have to check the ACOS and decide the next step accordingly 
o >100% ACOS – Ineffective keywords 
o 25%-100% ACOS – Potential keywords  
o 15-25% ACOS – Good keywords 
o 5-15% ACOS – Strong keywords 
o <5% ACOS – Ultra effective keywords 

• With ultra effective keywords your campaign will be bring profit in long term 
• In case of “Good” and “Strong” keywords calculate your Net Revenue, keep these keywords in the 

mix if the Net Revenue is positive. ACOS and Net Revenue could quickly change especially if the 
impression and click count is low. We usually keep these keywords in the long term mix in order  

• In case of “Potential” keywords, you need to  
o Adjust it’s bid frequently, you may pause them if the bid seems too high (over $1.20) 
o play with these keywords, add synonyms of them, or simply try to replace them with 

more relevant keywords 

 

B14.  

Campaign settings 
You can alter your 
campaign’s end date on 
demand. For example, you 
can extend it if it brings 
good figures 
 
Note: You can create 
“Portfolios” which is useful 
to group campaign by 
book/series title  

 
 

KEYWORD RESEARCH (K) 
 

 TODO NOTE, EXAMPLES 

K1.  Open a text editor, Google 
sheet, Excel etc.  

We recommend collecting keywords for each of your books or series separately.  
You can simply copy-paste your keywords in AMS, so this is why a simple Notepad++ editor 
works great for keyword research 

K2.  You can use different 
keyword research tools 

Publisher Rocket is a popular choice for authors.  
Strengths: Amazon specific keywords and categories, Amazon data for keywords  
Weakness: No real keyword ideas (not using synonyms or close categories), No bid suggestions 
 
Keywords Everywhere is a great tool to get keyword ideas. 
Strengths: Great keyword ideas including synonyms  
Weaknesses: Google specific keywords, Focusing more on articles, than products 

https://notepad-plus-plus.org/downloads/
https://joelbooks.com/publisherrocket
https://keywordseverywhere.com/


 

 

K3.  

Keywords tools are optional 
because the best way to 
check a keyword is to write 
into Amazon search bar, 
autocomplete will help to 
find connecting relevant 
phrases 
 
Note: If the search bar 
doesn’t show a specific 
keyword, it doesn’t mean 
people aren’t searching for 
that keyword, but the search 
volume is low 

 

K4.  

Find category specific 
keywords 
 
Use your book’s primary and 
secondary categories as 
keywords 

Fiction 
“ya fantasy book”, “medical thriller book” 
 
Non-fiction books 
“artificial intelligence”, “ 

K5.  

Find character specific 
keywords 
 
You can use adjectives as 
part of the keywords 

Fiction 
“troll king” 
“superhero comic books” 

K6.  Find set specific keywords 
(places, time) 

Fiction 
“paris romance novels” 
“magic island book” 
“far future science fiction” 
 
Non-fiction 
“thailand travel guide” 

K7.  Find topic specific keywords 

Fiction 
“treasure mystery” 
 
Non-fiction 
“programming haskell” 
“spiritual self help” 

K8.  Find type specific keywords 
Non-fiction 
“gardening how to book” 
“excel beginners guide” 

K9.  Find target audience specific 
keywords 

Fiction 
“empowerment books for kids” 
“self help books for women” 
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