( eBook
—

The 7-and 8-

Figure Seller’s
(04 & Holiday Playbook

Master Holiday Deal Events, Maximize
Revenue, and Scale Beyond Amazon's Walls -

A Strategic Playbook for High-Revenue
Third-Party Sellers in Q4

Published by The #1 Affiliate Marketing Platform amazonads Walmart
tas alme
a Levanta for Amazon and Walmart Sellers Verified Parter Approved Solution Provider Partner




Table of Contents

Amazon’s Q4 & Holiday 2025 Opportunity

This Year’s Prime Day Precedent

Prime Day Data & The Current Consumer Mindset 6

Foundational Strategy - Inventory & Pricing Excellence 7
The Goldilocks Approach to Stock Levels 7
The Supply Chain Reality Check 8
Pricing Psychology in an Inflation-Conscious Market 8
Competitive Intelligence for Pricing Decisions 9
The Hidden Mathematics of Prime Day Fees 10

Promotions That Actually Move the Needle 1
Beyond the Basics: Understanding Amazon's Promotional Hierarchy 1
The Timing Game: Strategic Promotion Planning 12
Bundling on Amazon: Advanced Value Engineering 13

Amazon Advertising Mastery for Peak Traffic 14
The Prime Day Advertising Paradox 14
Sponsored Products: Ride the Wave 14
Sponsored Brands: The Brand Awareness Multiplier 15
Sponsored Display: The Retargeting Goldmine 16
Amazon DSP: The Advanced Operator's Secret Weapon 17
Real-Time Optimization During the Event 18
Post-Fall Prime Advertising Strategy 18

Copyright © 2025 Levanta, Inc. All rights reserved. f; Levanta



Table of Contents

The Off-Amazon Traffic Opportunity 19

What Is Off-Amazon Traffic? 19
Why External Traffic Matters 20
Why Affiliate Marketing Stands Out 21
Your Fall Prime Selling War Room 23

Strategic Timeline: Your Roadmap to Fall Prime Success 23
Real-Time Management During the Event 25
Decision-Making Framework for Peak Traffic 26
Post-Prime Day: Maximizing Your New Customer Base 27
The Complete Q4 Sales Events Checklist 28

Pre-Event Preparation Checklist 28
During-Event Management Checklist 31
Post-Event Analysis Checklist 32
Your Next Level Awaits 34

Copyright © 2025 Levanta, Inc. All rights reserved. f; Levanta




Executive Summary

One thing is clear this Q4 and holiday sales season: consumer o
behavior has shifted. Reports show that 76% of shoppers state 7 6 /o
inflation concerns as a major factor in their buying decisions.

of shoppers factor inflation

Meanwhile, Amazon's advertising costs continue to climb and best into buying decisions
practices on how and where to reach your customers seem to be
ever-changing.

The good news is that there is an opportunity to see significant profit if you move
your attention from Amazon-only strategies to a mix of on-and-off platform
marketing. Sellers who crack this code (those who master Amazon Attribution,
Creator Connections, and external traffic acquisition) are seeing 3- to- 5 times the
revenue lifts of their Amazon-only competitors.

This guide is a tactical playbook featuring advanced strategies that go far beyond basic deal
submissions and budget increases. You'll discover:

The inventory sweet spot: \WWhy 25-35% stock increases work for most, but
sophisticated demand forecasting can do better

Pricing psychology: How to hit the discount thresholds that matter without racing to
the bottom

The promotion hierarchy: \Which deal types actually move the needle for 7- and 8-
figure sellers

Advanced advertising tactics: Real-time bid optimization strategies that can improve
your ROAS by 40% during peak traffic

The external traffic playbook: How sellers are leveraging affiliates to improve organic
rank and BSR while increasing sales with a low risk, high return tactic.

Most importantly, y()u']] Sellers who treat Q4 purely as a sales season will miss the bigger picture. The
3 sellers who use it as a customer acquisition engine, a brand awareness catalyst,
learn the tactics Other 7_ and a testing ground for their most aggressive growth strategies? They're building

and 8-ﬁgure Sellers are businesses that compound year over year.

usmg to win durmg the Whether you're a mature 7-figure seller or scaling beyond $50M annually, this

most ChaOth Shopplng guide vv|'ll'help you extract ma><|m'um value from Q4 and the holldgy sa!es season,
and position your brand for sustained growth long after the last Lightning Deal

event of the year.

expires.
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Chapter 1

Amazon’s Q4 & Holiday

2025 Opportunity

Today, it's evolved into a global retail phenomenon rivaling Black Friday in total

Prlme Day Data sales volume. As we head into Amazon's next big sales event, Prime Big Deal Days,

& Th C which then rolls into the holiday sales season, and even Q1 and Spring Prime and
e Url'erlt beyond, it's useful to take a fast look at how we just did.

Consumer The numbers tell the story. Prime Day 2025, a 4-day event for the first time, greatly

Mi n d S et surpassed 2024 in volume and sales. Amazon’s four-day Prime Day event, held

from July 8—11, 2025, shattered previous records with $24.1 billion in U.S.
ecommerce sales, according to Adobe Analytics, marking a 30% YoY increase.
Ten years ago, Prime Day was Amazon said Prime Day 2025 resulted in record sales and more items sold.

Amazon's answer to Alibaba’s
This performance over the recent Prime Day sets a precedent to beat for Q4’s

upcoming sales events. How can you capture shopper demand this holiday
season and get the same results as the top sellers?

Singles' Day. The mid-summer
shopping event was designed
to boost Q3 numbers and
showcase the value of a Prime
membership.

Your customers are more deliberate, more

price-conscious, and more likely to

comparison shop than they were even two
Sales +12.55%

years ago.
©

@ Amazon Attribution ($307.65K)
Creator Connections ($131.85K)

188%

Your Total Growth

primeday
SN—""

Ju Aug Sep Oct Nov Dec

Copyright © 2025 Levanta, Inc. All rights reserved. f; Levanta




Prime Day Data & The Current
Consumer Mindset

Shifting global and market forces have fundamentally altered how
people shop, and this Q4 and holiday season will be a first major
test of these new behaviors. According to eMarketer:

Consumer personal
savings rates have
declined to historic lows,
making deal events like

of shoppers report being say price and discounts . .
concerned about inflation are the most influential FluDIE L Sl
- . . critical than ever.
and rising costs factors in their purchase
decisions

The implications run deeper than Looking at last year’s figures, a few baseline facts to frame what we might expect
pricing strategy. Your product for 2025:
positioning, your advertising creative,
and even your inventory allocation Revenue Concentration
need to account for a customer base For Fall Prime, sellers saw , especially in seasonal and
that's fundamentally more cautious gift categories, with Day 2 sales just , showing stronger
with their spending but paradoxically retention than previous years. For the BFCM weekend,
more likely to splurge during shopped online, with sales up 10.2% for Black Friday, with a
confirmed deal events. 7.2% YoY bump for Cyber Monday.

Customer Behavior

During Fall Prime, 46% of customers shopped for deals theyd been
waiting on, while . Evening hours saw
the highest sales spikes, which was a shift from traditional morning
peaks, with 55% of shoppers comparing prices at Walmart, Target, and
club stores before buying on Amazon.

Cross-Platform Effect

Sellers who ran coordinated campaigns across social and paid search
saw higher overall revenue lifts compared to those who relied solely on
Amazon's internal traffic. External traffic adds to your Amazon sales and
amplifies them. More on this in Chapter 5.

These data points illustrate strategic imperatives that should inform how you
allocate your time, budget, and attention over the next few months as we head
toward Q4 and the holiday shopping season.
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Chapter 2

Amazon’s Q4 & Holiday

2025 Opportunity

The GOldll 0 Cl <S Let’s start where it all begins: with inventory. Inventory

management might not be the most interesting aspect of prep for
Approach tO major sales events, but it's often the difference between a good

event and a great one.
Stock Levels

Run out of stock during peak traffic, and you've essentially thrown away months
of preparation. Overstock, and you're dealing with storage fees and cash flow
issues through Q4 and Q1.

4

For many sellers, increasing FBA inventory by 25-35% for top SKUs works, but
sophisticated operators dig deeper to work the system in their favor.

The sales volume changes the calculation

With these big sales events you're planning for sustained
elevated demand over a very short span of time (days), with
different intensity patterns. As an example, over BFCM, a 4-

If you participated in any of the major Q4 sales
day event, expect:

events in 2024, such as Prime Big Deal Days (Fall
Prime) and BFCM (Black Friday Cyber Monday),
that sales data is your best predictor for 2025.
Examine the hour-by-hour velocity, identify which
products had the steepest upticks, and note any
inventory constraints that limited your
performance.

® Days1-2

60% of total event volume

Days 3-4
40% of total event volume, but
with higher conversion rates as

deal fatigue sets in for your

competitors

This suggests an inventory strategy that's slightly more conservative on total
volume but with better replenishment planning. If you can arrange for mid-event
restocking (challenging but possible with Amazon's freight partners), you can
potentially capture share from competitors who run out of stock by Day 3.

Copyright © 2025 Levanta, Inc. All rights reserved. r} Levanta




The Supply
Chain Reality
Check

But here's what many sellers miss:
inbound performance matters more
during preparation for these events
than any other time of year.

Amazon's fulfilment centers are operating
at near capacity in the weeks leading up
to Fall Prime and BFCM. Shipments with
labeling errors, incorrect quantities, or
other issues that might normally be
resolved quickly can sit in limbo for
weeks.

Pricing
Psychology in
an Inflation-
Conscious
Market

With 63% of consumers citing
price as their primary
purchase driver, your pricing
strategy should be focused on
customer psychology in
addition to margin
optimization.

Copyright © 2025 Levanta, Inc. All rights reserved.

Amazon's FBA cut-off
dates are non-
negotiable, and
they're getting earlier
each year.

Remember there are two major sales events in Q4, Fall
Prime and BFCM, and sellers need to make sure they’re
adequately stocked for both. Most sellers needed to have
their inventory checked in by early September to guarantee
availability. If you don't make that deadline you'll be working
with whatever inventory is already in the system.

If you're still in the inventory planning phase, build in extra buffer time. If you're
past that phase, make sure you have contingency plans. This might mean:

Keeping some inventory merchant-fulfilled as a backup

Using another warehouse outside Amazon’s warehouses for buffer
stock

Arranging for expedited shipping if Amazon's check-in process hits
shags

Having alternative products ready to promote if your primary SKUs
become unavailable

The discount threshold has shifted. Historical data suggests that Prime
Day discounts of 15-20% were sufficient to drive meaningful lift. In 2025's
environment, you're looking at 25-30% as the new baseline for capturing
attention, with some categories requiring even deeper cuts.

But here's the reality: perceived value is more important than actual
discount percentage. A 20% discount on a $100 item ($20 savings) often
outperforms a 30% discount on a $50 item ($15 savings) because the
absolute dollar savings feel more substantial. This is why bundling
strategies can be so effective. You're increasing the nominal discount while
maintaining margin on the total transaction.

Dynamic pricing during the event becomes critical with multi-day
sales events. Your competitors will be adjusting prices in real-time, and
you need the capability to respond. This doesn't mean engaging in a race
to the bottom, but it does mean having the tools and processes to make
quick decisions when competitive dynamics shift.

Consider this scenario: Your Lightning Deal is scheduled for Day 2, but a
competitor launches an aggressive price cut on Day 1that impacts your
organic ranking. Do you have the ability to adjust your base price to
maintain a competitive position? Do you have alternative promotional
levers you can pull?
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Total Growth Competitive Intelligence for
*" Pricing Decisions

Your pricing strategy can't exist in isolation.

During Q4 and Holiday sales preparation, your competitors are making
their own calculations about margins, inventory, and promotional
depth. The most sophisticated sellers are already monitoring
competitive pricing and building their strategy around anticipated
market movements.

. Advertising ROAS + 40%
Tools like s , Or even Tactics

manual monitoring can give you insight into:
Which competitors are likely to participate in
major promotions
Historical pricing patterns during peak events

Inventory levels that might indicate
promotional intensity

Your biggest competition during sales events
might not be your traditional competitors.

Sales events attract opportunistic sellers, liquidators, and even
Amazon's own private label team. Your pricing strategy needs to
account for competitive pressure from sources that might not be
factors during normal selling periods.

This is where having a clear positioning strategy becomes crucial. Are
you competing on price, value, quality, or convenience? Your answer
should inform your entire promotional approach and not just your
discount depth.

Copyright © 2025 Levanta, Inc. All rights reserved. ¢ Levanta
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The Hi d den Ma thema tiCS Let's break down the real cost structure:

Lightning Deals

Of Prime Day FeeS $500 per deal during Fall Prime and BFCM (increased from

$150 for regular periods)
One of the biggest mistakes sellers make is
planning their sales event pricing based on
normal Amazon fees, and discovering too late
that promotional fees have eaten into their
margins.

Prime Exclusive Discounts (PED)
$100 per SKU for Fall Prime and BFCM

Coupons

New in June 2025, all coupons now carry a $5 flat fee +
2.5% of sales for each redemption

These fees can quickly add up. If you're running a Lightning Deal on a
$50 product with a 25% discount, your unit economics look like this:

Selling price Amazon referral fee (15%)  FBA fee Lightning Deal fee Net revenue per unit

assuming 1,000 units sold

Compare this to your regular cost structure, and you might find that your "profitable" sales event pricing actually puts
you underwater. The solution isn't necessarily to raise prices. It's to be more strategic about which products you
promote and how you structure your promotions.

The fee structure for the The Break-Even Analysis
Q4 sales events is higher For a Lightning Deal to be profitable at the $500 fee level, you need to either:
compared to previous

years. Lightning Deals that Move significant volume (1,000+ units on a $50 product with healthy margins)

cost $150 during regular Use the deal strategically for ranking benefits that drive long-term organic sales
eriods now cost $500. . . )

2 ) ) .$ Treat the deal as a customer acquisition cost rather than a direct profit center

Prime Exclusive Discounts,

previously free, now carry

a $100 fee per SKU.

Coupons have a flat $5 fee.

Fee Mitigation Strategies

The most sophisticated sellers engineer their promotional strategy to minimize fee impact
and don't just accept promotional fees as a cost of doing business. Instead they:

Consolidate promotion types: Alternatively to running multiple small promotions,
they focus on fewer, larger promotions that maximize the fixed fee investment

Leverage organic ranking benefits: Use promotional volume to improve organic
ranking, which drives fee-free sales after the promotion ends

Optimize for lifetime value: Focus promotions on products that historically generate
repeat purchases or lead to cross-sells

Copyright © 2025 Levanta, Inc. All rights reserved. f) Levanta




Chapter 3

Promotions That Actually

Move the Needle

Beyond the Basics:
Understanding Amazon's
Promotional Hierarchy

Lightning Deals

These remain the gold standard for
generating immediate velocity. A well-
executed Lightning Deal can move
thousands of units in a 4-12 hour
window and create ranking
momentum that lasts weeks. That
said, the competition for Lightning
Deal slots has intensified, and the
$500 fee means you need significant
volume to make the economics work.

The key to Lightning Deal success is
optimizing for the surge. Your listing
needs to be conversion-ready before
the deal goes live. Your inventory
needs to support rapid sell-through
and your advertising strategy needs
to complement, not compete with, the
deal traffic.

Copyright © 2025 Levanta, Inc. All rights reserved.

Not all Amazon promotions are created equal.

While every seller knows about Lightning Deals

and coupons, savvy sellers understand that
Amazon's promotional ecosystem has distinct
tiers, each with different visibility algorithms,

customer behaviors, and ROI profiles.

Prime Exclusive Discounts (PEDs)

These fly under the radar for many
sellers, but they're often the most
efficient promotional vehicle for seven
and eight-figure brands. PEDs run for
the entire Prime Day period (and can
extend beyond), they're exclusive to
Prime members (your core audience),
and at $100 per SKU, they're
significantly more cost-effective than
Lightning Deals for sustained
promotion.

The strategic advantage of PEDs is
positioning. They reward Prime
membership, which aligns with
Amazon's core business model. This
alignment often translates to better
organic placement and more
favorable algorithmic treatment
during the event.

Coupons

Often dismissed as basic, coupons
have evolved into a sophisticated
promotional tool. The visual badge
creates urgency and draws attention
in search results. The clipping
mechanism creates a micro-
commitment from the customer. And
the new fee structure ($5 + 2.5% of
sales) makes them particularly
attractive for sellers, especially on
higher-priced items.

The advanced play with coupons is
stacking them strategically with other
promotions. While you can't stack two
price-based promotions on the same
SKU, you can use coupons to
highlight products that aren't in your
Lightning Deal or PED lineup, creating
a comprehensive promotional
portfolio. Note: Stacking promotions
can incur additional charges.
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Th T . With multiple sales days and events in Q4, the most successful
€ lmlng sellers are thinking about promotional sequencing and how to

Game St]‘ateglc maintain momentum.

Promotion In addition to the big sales events, customers are buying more throughout this
annual shopping season. You'll want to keep this in mind and plan deals and

Plannlng promotions throughout all of Q4, balancing your overall strategy around the
majors.

An example of an approach for a 4-day event like Black
Friday Cyber Monday would be:

Maximum Impact Strategy

+25% 1T

Front-load your most aggressive promaotions.
Customer attention and media coverage
peak during the first 48 hours. This is when
Lightning Deals have maximum impact and
when early adopters are making their
shopping decisions.

Sustained Engagement Strategy

Shift to promotions that reward patience and
discovery. PEDs and coupon-based offers
perform well during this period because the
deal-fatigue shoppers have moved on,
leaving a more engaged audience.

You can use the most recent 4-day Prime Day as a
helpful model here. Similar to BFCM, it followed a
pattern where Day 1 was actually the slowest day
of the event — making it even more important to
maintain momentum and stagger your strongest
offers for sustained performance.

Consider this sequencing strategy

Day 1: Lightning Deal on your hero product
Day 2: Prime Exclusive Discount on complementary products

Day 3-4: Coupon-based promotions on inventory you need to move

Copyright © 2025 Levanta, Inc. All rights reserved. r} Levanta




Bundling on Amazon: Advanced
Value Engineering

Bundling is another effective strategy. Consider bundling products
in order to move more units and encourage the customer's
purchase decision.

Instead of comparing your individual product to competitors, your prospective
customer is evaluating your unique bundle against individual alternatives.

Note: FBA prep services are The Psychology of Bundle Pricing
. January 1, 2026 prep and item labeling T . _—
b
services for Fulfilment by Amazon (FBA) A $100 individual product with a 20% discount ($80) feels less
shipments will no longer be available in the US compelling than a $120 bundle with a 25% discount ($90), even though
marketplace, which includes bundling. You can the customer is paying $10 more. The bundle

still take advantage of bundling through Q4, but

while improving your unit economics.
beyond that you'll want to consider alternatives.

The Bundle Advantage

When you run the numbers, there is an upside. For example, a bundle
that increases your average selling price from $50 to $80 not only
improves your absolute margins but also makes the fixed promotional
fees a smaller percentage of each transaction.

Operational Considerations for Bundles

Amazon's bundling requirements are strict. Products must be
complementary, packaging must be professional, and SKU
management becomes more complex. But for sellers who execute well,
bundles often outperform individual products by 2 to 3 times during
promotional periods.

The increased volume of Q4 and Holiday sales events gives you room to test
bundle performance and adjust your promotional focus based on real-time data. If
your bundle is dramatically outperforming your individual SKUs, you can shift
advertising budget to amplify what's working.
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Chapter 4

Amazon Advertising

Mastery for Peak Traffic

The Prime Day Advertising Paradox

Here's the challenge every seller faces during Prime Day:
advertising costs skyrocket just when customer intent peaks. The
result is an advertising environment that's simultaneously more
expensive and more profitable than normal periods.

Sponsored Products: Ride the Wave

Budget Management for Sales Events

Traditional daily budgets become meaningless during major sales events. A
campaign that normally spends $500/day might burn through $2,000 in 4 hours
when traffic spikes. The solution is to implement dynamic budget management.

Amazon's budget rules feature allows you to automatically scale budgets during
specific date ranges. Set up rules that increase your daily budgets by 3-to-5 times
during Fall Prime or Cyber Monday, but monitor closely for the first few hours to
ensure you're not overspending on low-converting traffic.

Bidding Strategy for Peak Traffic

Conservative bidding strategies that work during normal periods will leave you
invisible during the Fall Prime and BFCM surge. This is the time to push your bids to
the maximum you can afford while maintaining profitability.

Dynamic bidding becomes crucial. Amazon's "up and down" (dynamic) bidding
strategy can automatically increase your bids by up to 100% for searches that are
likely to convert. During major sales events this feature often separates the
winners from the also-rans.

Copyright © 2025 Levanta, Inc. All rights reserved.

An example from the recent Prime
Day event in July: Ad spend, clicks
and conversions all went up, even

by 11%.

Sellers who thrive understand that sales-event
advertising means deploying strategies
designed for peak traffic conditions.

Keyword Strategy Evolution

Your normal keyword strategy needs
a Q4 and Holiday overlay. High-
converting keywords that might
normally be cost-prohibitive become
viable when conversion rates
improve. Conversely, broader
keywords that work well during
normal periods might become
inefficient when competition
intensifies.

Create sales event-specific
campaigns targeting:
Your highest-converting search
terms with maximum bids

Competitor brand names (when
they're not participating
aggressively)

Deal-seeking keywords like "prime
day deals [category]"
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Sponsored Brands: The Brand
Awareness Multiplier

Store-Centric Strategy

With multiple sales events and even seasons, from Halloween/Fall and Christmas/
Holiday, BFCM and Amazon’s own Fall Prime, sellers have a chance to drive traffic
to a dedicated section of your Amazon Store. Create a curated experience that
showcases all your deals in one place, then use Sponsored Brands ads to drive
traffic to this custom landing page.

This strategy has multiple benefits: it keeps customers in your brand ecosystem
longer, it showcases your full product range, and it can improve your overall
conversion rates by giving customers more options to find something they want
to buy.

Video Creative

Sponsored Brands video ads often see improved performance during high-traffic
periods because they stand out in busy search results.

last," or "Biggest sale of the year."

Defensive Brand Strategy

These major sales events bring out aggressive competitive tactics. Competitors
who might not normally bid on your brand terms often see them as an
opportunity to steal market share. Implement defensive Sponsored Brands
campaigns that ensure your brand name searches drive traffic to your products,
not competitors.

Copyright © 2025 Levanta, Inc. All rights reserved.

4.9
Immune Vitamin
Gummy - 60 Count
$14.50 .

44
Hyperice
Normatec 3

$1,149.00

As you create holiday-specific video content that highlights your deals do not explicitly mention
Fall Prime or Prime Day, per Amazon's advertising guidelines.

Focus on creating urgency through scarcity messaging: "Limited time offers," "While supplies
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Sponsored
Display: The
Retargeting
Goldmine

Copyright © 2025 Levanta, Inc. All rights reserved.

Audience Retargeting Strategy

Online shoppers are researching and comparing options more than usual.
Someone who viewed your product page 3 days ago is prime (pun intended) for a
retargeting ad that highlights your event deals and promotions.

Set up Sponsored Display campaigns targeting:
Viewers of your product detail pages (30-day window)

Viewers of competitor products in your category

Customers who purchased similar products

Product Targeting for Competitive Advantage

Sponsored Display allows you to show ads on competitors' product pages. During
sales events — and especially in the current economic environment — this
becomes particularly effective because shoppers are more likely to compare
options before making final decisions.

Target your top 3-5 competitors' ASINs with ads highlighting your better deals or
unique value proposition. The key is creating ad copy that provides a compelling
reason to switch without directly disparaging the competitor.

Cross-Selling and Upselling

Use Sponsored Display to promote your other products to customers viewing
your main event deals. If someone is looking at your discounted headphones,
show them an ad for your discounted charging cables.

& Levanta




Amazon DSP: The Advanced !
Operator's Secret Weapon

Programmatic Reach Beyond Amazon

Amazon DSP (Demand-Side Platform) is an advertising option that allows sellers to
reach Amazon shoppers across the entire web, not just on Amazon properties.
During the busy season, this creates unique opportunities to build awareness and
drive traffic from customers who might not be actively shopping on Amazon.

Audience Segmentation

DSP's audience targeting capabilities become particularly powerful during sales
events because they can show you:

Cart Abandoners: Target people who added your products to their
Amazon cart, but didn't purchase

Competitor Shoppers: Target people who have viewed or purchased
from your competitors

Lookalike Audiences: Target people similar to your best customers

Creative Strategy for DSP

DSP campaigns can use rich media and video creatives that aren't available in
other Amazon advertising formats. Create compelling visual content that builds
brand awareness and drives traffic to your Q4 deals.

Attribution and Measurement

DSP provides sophisticated attribution modeling that shows how your off-Amazon
advertising contributes to Amazon sales. This data becomes particularly valuable
for understanding the full impact of your Q4 and Holiday marketing investment.
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Real-Time
Optimization
During the Event

CTR
\/ 1740%

Conversions Total Growth

88% Views

Post-Fall Prime
Advertising
Strategy

Copyright © 2025 Levanta, Inc. All rights reserved.

Hour-by-Hour Performance Monitoring

Sales day advertising requires active management. Set up dashboards that allow
you to monitor key metrics in real-time:

Spend pacing across all campaigns
Conversion rates by traffic source
Inventory levels for promoted products

Competitive pricing changes

Dynamic Budget Reallocation

Be prepared to shift budget from underperforming campaigns to overperforming
ones during the event. A campaign that's delivering 5% ACoS should get more
budget at the expense of one delivering 50% ACOS.

Competitive Response Strategy

Monitor competitor advertising activity and be prepared to respond. If a major
competitor launches an aggressive campaign targeting your brand terms, you
may need to increase your defensive spending.

Momentum Maintenance

The traffic and ranking benefits from major sales events don't disappear when
they’re over. In each case plan your post-Fall Prime advertising strategy, carrying
sales momentum from that event into BFCM. Capitalize on improved organic
rankings and increased customer awareness to keep the sales train rolling.

New Customer Nurturing

Use Sponsored Display to target people who purchased from you during the Fall
Prime event with complementary products or consumables. These new
customers represent your highest-value advertising audience for the next 90
days.

Data Analysis and Optimization

Conduct a comprehensive analysis of your advertising performance to identify
tactics that can be applied to future peak periods and integrated into your
ongoing strategy.
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Chapter 5

The Off-Amazon

Traffic Opportunity

When we talk about off-Amazon or external traffic, we’re referring
to any visitor who lands on your Amazon product listing after first

engaging with it outside of Amazon’s ecosystem (think first-touch
attribution).

That could mean someone clicked a TikTok video, a Facebook ad, a Google
Shopping link, an influencer’s blog post, or even a product mention in a newsletter
— and ended up on your product detail page. If the click didn’t originate from
Amazon’s own channels (like search, ads, or placements), it's considered external
traffic.

External traffic is a way to break out of the
crowded Amazon marketplace and create
demand through new channels that you can then
direct back to your listings.

While Amazon has traditionally rewarded sellers who win the internal
traffic game through PPC, SEO, and deals, the platform has become
more favorable to sellers who can bring traffic to Amazon from external
sources especially during major shopping periods like Q4.
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20

Improved Organic Rank

A hy EXternal External traffic with strong click-through and conversion signals can
Trafﬁ C Matters accelerate your keyword rankings. When Amazon sees shoppers arriving

from outside and converting, it boosts your listing’s visibility across

. relevant searches.
Amazon rewards sellers who bring

their own demand, with external traffic
unlocking meaningful advantages you
can’t get with internal efforts alone:

Improved Best Sellers Rank (BSR)

Sales velocity driven by off-Amazon traffic contributes to a healthier BSR.
This creates a compounding effect: more visibility — more clicks - more
sales — even better rank.

Earn a ~10% Kickback with the Brand Referral Bonus (BRB)

When you drive external traffic using Amazon Attribution links, you can
earn an average of 10% back on qualifying sales. This Brand Referral Bonus
reduces your true cost per acquisition and allows you to reinvest in

EXternal Mai’ketmg growth especially critical during high-competition windows like Q4.
Channels: Pros and Cons
Channel Pros Cons
Paid Social (Meta, / Scalable X Requires media buying expertise
TikTok) / Precision targeting X High cost per acquisition (esp. in Q4)
v/ Fasttesting & learning cycles X Creative burnout risk
Google Ads (Search v/ High-intent traffic X Expensive keywords
& Shopping) < Ideal for branded queries X Complex setup and optimization
v/ Drives consistent volume X Lower margins without strict targeting
Email Marketing v/ Low-cost channel X Limited to your existing list
v/ Fully owned audience X Doesn’t reach new audiences
v/ Great for repeat purchases & launches X May require automation setup
PR / Publisher v/ Strong trust signal X Hard to land coverage
Articles « High domain authority X Unpredictable RO
v/ Long-term SEO impact X Long lead times
SEO / Organic v/ Compounding traffic source X Slow to ramp up
Content « Builds brand authority X Requires consistent content output
v/ Supports conversion funnel X Less effective for short-term goals
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Why Afﬁhate A Low-Risk, High-Return Channel

Affiliate marketing is fundamentally performance-based. You're only paying when

Marl(eting a partner drives a pre-determined result, typically a sale (CPA) or sometimes a
click (CPC), making it one of the most cost-efficient ways to acquire customers on

Stands Out Amazon

. This structure allows you to:
While there are many ways to i

drive off-Amazon traffic, Control your Customer Acquisition Cost (CAC) by setting fixed
affiliate marketing offers a commissions

unique combination of control, Avoid wasted ad spend on non-converting traffic
scalability, and performance- Scale confidently knowing your margins are protected

based efficiency which makes Since most affiliate programs run on a CPA model, any traffic that doesn’t convert

still sends positive engagement signals to Amazon helping improve your organic
and underutilized channels in a rank at no additional cost.

seller’s external traffic mix.

it one of the most powerful

Each of these content types drives traffic with

When deployed correctly, affiliate programs power built-in credibility, and when properly tracked,
a wide range of trackable, scalable content gives you clear insight into which partner,
formats: channel, or content type is performing.
Listicles on review sites or publisher The catch? Without the right infrastructure, managing
platforms affiliate relationships, tracking attribution, and scaling

. . campaigns can be complex.
Long-form articles from niche blogs or palg .

media outlets

Influencer videos on TikTok, YouTube, or
Instagram

Email newsletters from curated
communities

Programmatic placements by media That;,s where L_OOIS like
Levanta come in.

Affiliate marketing works, but only if you have
the systems in place to scale it, track it, and
manage performance with precision.

That’s where most marketplace sellers run into roadblocks.
Traditional affiliate platforms were built for DTC brands. They
weren’t designed for the operational complexity or scale of
marketplace businesses.
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@ Snapshot Bismtard + Soaphhot

Overview Haotifications

$21.2K $16.0K $24.8K

Performance Report

T 88% Views

Conversions

Sellers can partner directly with 40k+ vetted creators: affiliates, influencers,
media buyers, and publishers. These are performance-minded partners
who operate across channels like:

B TikTok, Instagram, and YouTube
B Review and publisher sites
B Email newsletters and curated communities

B Paid media strategies

Full Control Over Commissions

Sellers can define commission structures at the product and partner level.
Levanta supports both cost-per-acquisition (CPA) and cost-per-click (CPC)
models, giving you full control over how performance is incentivized. This
helps stabilize CAC and reduce wasted spend, especially in high-traffic
seasons like Q4.

Unified Campaign Management for Amazon Attribution
and Creator Connections Campaigns

Levanta integrates directly with Amazon Attribution and Creator
Connections (CC). Sellers can manage both within a single dashboard, with
additional controls and reporting not available in Amazon’s native UL

If you want a deeper breakdown of how Amazon Attribution compares to
Creator Connections — and when to use each — we've covered it in detail in
this eBook Download now

Copyright © 2025 Levanta, Inc. All rights reserved.
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Levanta Fills
that Gap

Levanta is built specifically for
sellers on Amazon and Walmart
who are ready to treat affiliate
traffic as a performance channel.

From a single platform, sellers can launch,
manage, and optimize campaigns that align
with how marketplaces function and across
five Amazon marketplaces: the US, UK,
Canada, Germany, and France and
Walmart.

For Sellers Who Are Ready to
Scale

If you're a 7- or 8-figure seller investing in
external traffic this Q4, get started or
schedule a call with an affiliate expert here
Schedule a call.

If you're relying on Amazon alone, you're
already behind.

External boosts your organic rank and BSR,
earns you a kickback, and gives you more
control over how customers find and buy
your products.

Affiliate marketing is the most efficient way
to tap into that traffic. And with the right
tools, it’s scalable.
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Chapter 6

@
Your Fall Prime

primeday

Selling War Room O

Success during major sales
events is about strategy and
execution under pressure.
While event days are all about
being prepared, there are also
dozens of real-time decisions
that need to be made over the
course of the event.

The sellers who thrive during this
chaos are the ones who prepare for
execution excellence.

Note: These guidelines apply to any major sales
event, including the massive BFCM 4-day event,
which follows 7 weeks after Fall Prime.

Copyright © 2025 Levanta, Inc. All rights reserved.

Strategic Timeline: Your Roadmap to
Holiday Sales Success

12 Weeks Out

Start with demand forecasting based on your performance for the prior event,
category trends, and the duration of the event. If you're projecting 25-35%
inventory increases, place those orders now to account for manufacturing and
shipping lead times.

Submit your deal applications during this period. In the case of Fall Prime,
Lightning Deals and Best Deals require early submission, often with deadlines in
late August. Don't wait. The best deal slots get claimed by sellers who apply early.

Begin optimizing your product listings now. New content needs time to index, and
you want Amazon algorithms to recognize your improved relevance before the
traffic surge hits.

6 Weeks Out

Plan your inventory shipments to Amazon. The cutoff dates are non-negotiable,
and late shipments often sit in limbo during peak periods. Build in buffer time for
potential delays or check-in issues.

Launch your awareness campaigns. Start running Sponsored Brands and DSP
campaigns that build familiarity with your brand without necessarily pushing for
immediate sales. This early investment often pays dividends when event traffic
hits.

& Levanta



4-5 Weeks Out

Your advertising strategy should shift into preparation mode. Create event-
specific campaigns that you can launch quickly when the sales event begins. Test
different creative approaches, bidding strategies, and keyword combinations.

Begin building buzz with your external audiences. Your email subscribers, social
media followers, and affiliate partners should start hearing about your upcoming
sales event participation.

This is also when you should stress-test your operations. Can your customer
service team handle 3x normal volume? Do you have processes in place for real-
time decision making?

2-3 Weeks Out

Lock in your promotional calendar. Know exactly which deals are running which
days, how your advertising campaigns will complement your promotions, and
what your backup plans are if things don't go according to schedule.

Finalize your external partnerships. Influencers, affiliates, and media partners
should have their content created and their posting schedules confirmed.

Conduct your final inventory check. Verify that all your Prime Day stock has been
received and is available for sale.

Week Before The Event

This is your final systems check. Review every aspect of your strategy:
Are all your deals approved and scheduled correctly?
Are your advertising campaigns ready to launch?
Do you have sufficient budget allocated across all channels?

Are your external partners ready to execute?

Create your holiday monitoring dashboard. You'll need real-time visibility into sales

velocity, inventory levels, advertising performance, and competitive dynamics.

Brief your team on roles and responsibilities. Everyone should know exactly what
they're monitoring and what decisions they're empowered to make without
escalation.

Levanta, Inc. All rights reserved.
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Major Sales
Events in

Targets for Amazon sellers this
season are as follows. To ensure
Prime-badge eligibility during key
2025 sales events, make sure your
inventory arrives by the following
dates:

Prime Big Deal
Day Event

Amazon Warehousing Aug 29
and Distribution (AWD)

Fulfillment by Amazon Sep 10
(FBA) Minimal shipment
splits

FBA Amazon-optimized Sep 19
shipment splits

Black Friday/Cyber
Monday Week Event

Amazon Warehousing Oct 9
and Distribution (AWD)

Fulfilment by Amazon Oct 20
(FBA) Minimal shipment
splits

FBA Amazon-optimized  Qct 30
shipment splits

Source: Amazon,

T )
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Real-Time Management
During the Event

The First Hour Strategy

The first hour often sets the tone for the shopping season. Early momentum can
improve your organic rankings and create a virtuous cycle that lasts all winter.

Be prepared to make quick adjustments. If a Lightning Deal is performing
exceptionally well, can you quickly increase advertising spend to amplify the
momentum? If a deal is underperforming, do you have alternative promotional
levers to pull?

Monitor your competitors closely during the opening hours. Aggressive
competitive moves early in deal events often signal their strategy for the entire
event.

Daily Rhythm Management

With any event you need a sustainable monitoring process. You can't maintain war
room intensity day and night (or maybe you can), but for the duration of the event
you need consistent oversight.

Establish check-in schedules:

Morning (8 AM): Review overnight performance, adjust budgets based on pacing
Midday (12 PM): Competitive analysis, deal performance review
Evening (6 PM): End-of-day analysis, next-day preparation

Late night (10 PM): Final budget adjustments, issue resolution

Crisis Management Protocols Prepare standard responses for common issues:
Things will go wrong. Stock outages, Stock outage: Immediately pause advertising for out-of-stock products
advertising account issues, and activate backup promotional products

competitive attacks, technical
problems. The question isn't whether

you'll face challenges, but how quickly
you can respond. Competitive price attacks: Know your minimum profitable price points and

have dynamic pricing tools ready

Advertising account suspension: Have backup advertising accounts ready
and know Amazon's appeal process

Technical issues: Have Amazon Seller Support contacts and know
escalation procedures
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How to Apply the 80/20 Rule to Sales Events

D€CISIOH'Maklng During the chaos of the high season, you'll be tempted to optimize everything.
Frameworl( for Resist this urge. Focus on the 20% of decisions that will drive 80% of your results:

P 1 T fﬁ Budget allocation: Moving money from underperforming campaigns to
ea ( ra C overperforming ones

Inventory management: Ensuring your best-selling deals don't run out of
stock

Competitive response: Responding to significant competitive threats

Technical issues: Resolving any problems that prevent customers from
buying

Everything else can wait until after the event.

Data-Driven Decision Making
Set up automated alerts for key metrics:

ACoS exceeding target thresholds
Inventory dropping below safety levels
Sales velocity falling significantly below projections

Competitive pricing changes exceeding certain percentages

These alerts help you focus your attention on decisions that matter while avoiding
the noise of constant minor fluctuations.

Immediate decisions Tactical decisions Strategic decisions
The Authority Matrix
Establish clear decision-
making authority before Front-line team Team leads with Senior leadership
Prime Day begins: members notification required

This prevents bottlenecks during high-pressure moments while ensuring significant
decisions get appropriate oversight.
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The 72-Hour Window

Post-Event Day: - - )
The 3 days immediately following a major sales event represent a critical
Maximizing YOur opportunity. You've just acquired more customers in one short period than you

might have during the months preceding it, and their purchase intent is still high.

New Customer This is when you can maximize lifetime value through strategic follow-up.

Base Launch post-event campaigns targeting:
Complementary products for recent purchasers
Consumables and accessories for durable goods buyers

Higher-margin alternatives for customers who bought entry-level
products

Customer Retention Strategy

Use Amazon's post-purchase communication tools to begin building relationships
with your new customers. Send helpful content related to their purchase (setup
guides, usage tips, care instructions) that establishes your brand as a valuable
resource.

E’ Consider creating a post-event email campaign using Amazon's tools or external
g collection methods that continues to provide value while introducing your broader
product line.

Data Analysis and Learning
Conduct a comprehensive post-mortem within one week of event wrap-up:

Which promotional strategies delivered the best ROI?
What advertising tactics were most effective during peak traffic?
Which external traffic sources drove the highest-value customers?

What operational issues need to be addressed before the next peak
event?

This analysis should feed directly into your next event, which in this case is BFCM.
Your planning for that and the November/December holiday shopping season
should already be in place.

Momentum Maintenance Continue elevated advertising spend for 1-2 weeks to capitalize on

o improved organic rankings
The ranking improvements and P 9 9

customer awareness gains from Q4 Launch follow-up promotions for customers who might have missed your
sales events don't disappear deals or promotions
overnight. Plan your post-event

Use your improved rankings to expand into new keyword territories
strategy to maintain momentum:

Leverage increased review volume and social proof in your ongoing
marketing
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Chapter 7

The Complete Q4

Sales Events Checklist

Success during Q4 sales events comes down to preparation and execution.
This comprehensive checklist ensures nothing falls through the cracks.

Pre-Event Preparation Checklist

Customer service team briefed on inventory
status and alternatives

Demand Forecasting Complete

Historical sales analysis conducted for Fall

Prime Day 2024 or proxy events Pricing Strategy Finalized

Category growth trends researched and

) Competitive analysis completed for all
incorporated

promoted products
Safety stock calculations completed for all

4SKU Minimum profitable pricing thresholds
promote s

established
FBA Inventory Secured Dynamic pricing tools configured (if using third-
party repricing)
Additional inventory ordered (typically 25-35%
increase for top SKUs) Promotional fee budget allocated and
approved

All event inventory shipped to Amazon by
cutoff date (typically early September for Fall
Prime or mid October for BFCM)

Lightning Deals Secured

Deal applications submitted by Amazon's
deadline (typically late August for Fall Prime or
mid September for BFCM)

Inbound shipment tracking confirmed - all
inventory checked in and available

Low-stock alerts configured for day-of event

o Deal approval confirmations received
monitoring

Deal scheduling confirmed in Seller Central

Backup Fulfiliment Plans $500 per deal fees budgeted and approved

FBM capabilities assessed for emergency

fulfilment

Alternative SKUs identified if primary products
stock out
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Prime Exclusive Discounts (PEDs) Created

Eligible ASINs identified (must meet 10%
minimum discount)

PED campaigns created in Seller Central
Scheduling configured for sales event period

$100 per SKU fees budgeted

Coupon Strategy Implemented

Coupons created for non-deal products
(minimum 5% discount)

Prime member targeting enabled

Coupon scheduling aligned with sales event
dates

New fee structure budgeted ($5 + 2.5% of sales

per redemption)

Bundle and Value-Add Offers

Complementary product bundles created
where appropriate

Bundle pricing strategy optimized for
perceived value

Bundle inventory levels coordinated across
component products

Sponsored Products Optimization

Event campaigns created with 3-5x normal
budgets

Budget rules configured for automatic scaling
during event

Bid increases implemented for high-converting
keywords

Copyright © 2025 Levanta, Inc. All rights reserved.
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Dynamic bidding enabled for "up and down"
optimization

Defensive campaigns created for brand term
protection

Sponsored Brands Enhancement

Fall Prime, BFCM, or Holiday Store page
created and submitted for approval

Custom headlines and images created
(avoiding "Prime Day" or “Fall Prime” in copy)

Video ads created for key products with
urgency messaging

Campaign budgets increased to capture
brand-level traffic

Sponsored Display Activation

Retargeting campaigns created for product
page viewers

Competitor ASIN targeting campaigns set up

Cross-sell campaigns configured for existing
customers

Defensive campaigns created for own ASIN
targeting

Amazon DSP (If Applicable)

Programmatic campaigns created for cart
abandoners

Lookalike audiences identified and targeted

Creative assets developed for rich media
placements

Attribution measurement configured for
comprehensive tracking
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External Traffic Holiday Readiness Checklist

Affiliate Strategy & Platform Setup

Connect Levanta or chosen affiliate platform L L.
Product Listings Optimized

Create campaigns across active marketplaces

(US. UK. CA, DE, FR) Titles updated with relevant keywords and

clarity improvements
Identify top products to promote via affiliate

traffic Bullet points refreshed to highlight key benefits

and differentiators
Define CPA or CPC commission structure by

Product descriptions enhanced for conversion
product

optimization
Prioritize partners who drive high-intent traffic

- . All variations checked for consistency and
(e.q. listicles, email, influencers)

accuracy
Confirm eligibility for Brand Referral Bonus

Visual Assets Updated

Partner Activation
High-resolution main images confirmed for all

Recruit and approve affiliate partners through promoted products

Levanta’s Marketplace ) ) o
Lifestyle and infographic images updated

Provide samples, marketing assets and briefs where needed

where needed )
Video content created or updated for key

Lock in timelines for content launches before ASINS
Black Friday ) )
A+ Content reviewed and enhanced for mobile
Performance & Optimization optimization
Monitor traffic, conversion rate, and sales by Amazon Storefront Preparation

creator and product . ]
Fall Prime, BFCM, or Holiday section created in

Adjust commissions to prioritize top- Brand Store

performing products and creators . )
Deal showcase pages designed and submitted

for approval
Navigation optimized for sales event traffic flow

Mobile experience tested and optimized
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During-Event Management Checklist

First Hour Monitoring

All deals confirmed live at event start (12:00 AM
PT)

Advertising campaigns verified as active and
spending

Initial sales velocity tracking initiated

Competitor monitoring dashboard activated

Performance Baseline Establishment

Hour 1 sales metrics recorded for pacing
analysis

Advertising spend and performance captured
Inventory depletion rates calculated

Customer service volume assessed

Performance & Optimization

Monitor traffic, conversion rate, and sales by
creator and product

Adjust commissions to prioritize top-
performing products and creators

Morning Check-in (8:00 AM)
Overnight performance analysis completed
Budget pacing reviewed across all campaigns

Inventory levels checked for all promoted
products

Competitive landscape assessed for any
overnight changes

Midday Optimization (12:00 PM)

Campaign performance analysis completed

Copyright © 2025 Levanta, Inc. All rights reserved.

Budget reallocation decisions made based on
ROI

Deal performance reviewed (Lightning Deals,
PEDs, coupons)

Customer service issues escalated if needed

Evening Review (6:00 PM)

Daily performance summary compiled
Tomorrow's optimization plan created

Inventory projections updated for remaining
event days

Team briefed on next-day priorities

Late Night Final Check (10:00 PM)

Final budget adjustments made for overnight
performance

Any urgent issues resolved before reduced
monitoring hours

Automated alerts confirmed active for
overnight monitoring

Performance-Based Budget Allocation

Underperforming campaigns paused or budget
reduced

Overperforming campaigns scaled with
additional budget

Cross-campaign budget transfers executed
based on ROI

Inventory Management

Stock-out prevention measures activated when
inventory drops below thresholds

Alternative product promotion initiated for
stock-out situations

Advertising paused for out-of-stock products
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Competitive Response

Price monitoring alerts acted upon within established parameters
Aggressive competitive moves countered with strategic responses

Market share protection measures implemented as needed

Post-Event Analysis Checklist

Performance Data Collection Campaign Effectiveness Review
All campaign performance data exported and Best performing promotional types identified
compiled

Most effective advertising channels determined
Sales velocity analysis completed by product

Highest ROI external traffic sources analyzed
and day

] o Customer lifetime value projections updated
External traffic attribution data analyzed

Customer acquisition metrics calculated Competitive Intelligence Gathering
Competitor strategy analysis completed

Financial Analysis

_ Market share impact assessment conducted
Total revenue impact calculated

_ ) Pricing strategy effectiveness evaluated
Promotional fee impact assessed

Advertising ROl analyzed across all channels Learning Documentation
Profitability analysis completed for each Key insights documented for future events

FleluteiCe )2l liol Process improvements identified and prioritized

Operational Review Team feedback collected and analyzed
Customer service volume and resolution quality Best practices codified for holiday preparation
assessed and Q1

Invent ory management effectiveness evaluated Note: Some sellers refer to January as Q5 because returns

are being made, refunds are being issued, gift cards are

Team performance and process efficiency being used and so on. Incorporate these realities and sales

reviewed opportunities into your plann/ng.

BFCM Prep

Review your planning and prep items already in
place for BFCM

Incorporate learnings from the Fall Prime event
into your BFCM strategies
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Customer Retention Initiative

New customer follow-up campaigns launched

Post-purchase communication sequences
activated

Cross-sell and upsell opportunities identified

Organic Ranking Optimization

Ranking improvements tracked and
documented

Keyword expansion opportunities identified

Content optimization priorities established
based on performance

Holiday Planning Initiation

Fall Prime learnings integrated into holiday
strategy

Inventory planning for BFCM and remaining
holiday sales initiated based on performance
data

Advertising strategy refinements planned for
BFCM and holiday season

This comprehensive checklist ensures
systematic preparation and execution for the
most important sales events in Q4 2025.

Each item should be assigned to specific team members
with clear deadlines and accountability measures. Regular
check-ins against this checklist during the preparation

phase will identify any gaps or delays that could impact your

Q4 performance.
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Revenue Metrics

Total revenue vs. target
Year-over-year growth percentage
Revenue per promoted ASIN

Average order value changes

Efficiency Metrics

Overall advertising ACoS/ROAS
Cost per acquisition for new customers
Inventory turnover rates during event

Customer service resolution times

Growth Metrics

New customer acquisition count
Market share changes in key categories
Organic ranking improvements post-event

External traffic conversion improvements

Remember, Q4 success is about preparation, execution, and
the ability to adapt quickly when conditions change. Use this
checklist as your roadmap, but be ready to make real-time
adjustments based on what the data tells you during the
event itself.
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Your
Next Level Awaits

The data is clear: sellers who execute comprehensive strategies
during peak sales periods see better results, and create
momentum that compounds throughout the year.

This Q4 2025, sellers who are prepared can expect to acquire customers at lower
costs, improve their organic rankings, and build brand recognition that drives i =
sustainable growth. The most successful will take advantage of the biggest
opportunities lying at the intersection of Amazon's massive traffic and external
marketing channels.

Sellers who break into 8 and 9 figures are better at using off-Amazon marketing
as part of a broader growth strategy. They drive traffic from Google, Facebook,
and email directly to their Amazon listings. They work with affiliates and
influencers to amplify their reach and drive high converting traffic. They build
audiences they own while leveraging platforms they don't.

This integrated approach becomes especially powerful during Q4 sales events because:

Customer intent peaks: People are actively shopping and comparing options
Traffic costs optimize: Higher conversion rates offset increased competition

Attribution becomes clearer: You can directly measure which external efforts drive
Amazon sales

Compound effects emerge: External traffic amplifies Amazon sales through improved
rankings and social proof
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Ready to take your
Amazon strategy to
the next level?

Sellers have found success
driving highly qualified
external traffic to their Amazon
listings with affiliate marketing
using Levanta.

Copyright © 2025 Levanta, Inc. All rights reserved.

Beyond Fall Prime & BFCM

Q4 2025 is your testing ground for strategies that will define your
next phase of growth.

The customer acquisition techniques you master during these events will fuel
your holiday performance and give you a headstart on a profitable Q1. The
external traffic channels you develop will become year-round revenue drivers. The
affiliate relationships you build will amplify every future promotion.

As you implement the strategies in this guide, remember that execution
excellence comes from preparation and the right partnerships. You can
have the best strategy in the world, but without the right tools and
partners, you'll be fighting with one hand tied behind your back.

The sellers who consistently outperform their competitors work with
better systems, better data, and better partners.

Sellers have found success driving highly qualified external traffic to their Amazon
listings with affiliate marketing using Levanta.

Schedule your free demo with Levanta and discover how the right affiliate
marketing platform can turn Prime Day 2025 into a launchpad for sustained, long-
term growth.

Your next level of success is waiting. The question is how fast you'll grow and how
many competitive advantages you'll build along the way.

Let's find out together.

Affiliate Marketing for Amazon Sellers: The
Definitive Guide
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