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Introduction 
 
Hey, friend! Leslie here. 
You know, when I first started my journey in self-publishing on Amazon, advertising felt terrifying and 
overwhelmingly complicated. I looked at all the settings, the targeting, the budgets, and thought, “Damn it, I’m 
a writer, not a marketer! How am I ever going to figure all this out?” 
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My first attempts at running ads were full of mistakes and wasted money. I was basically poking around in the 
dark, not really understanding what I was doing — and of course, the results were pretty disappointing. 
But you know what? I didn’t give up. 
I kept digging, learning, testing different approaches. And little by little, I started to get the hang of it. 
 
Turned out, Amazon ads aren’t some kind of dark magic reserved for the chosen few. 
They’re just a tool. 
A powerful one — a tool that can act like a rocket booster for your book sales. 
But like any tool, you have to learn how to use it the right way. 
 
Now, after 10+ years in self-publishing, hundreds of thousands of books sold, and countless experiments with 
ads, I’m ready to share everything I’ve learned with you. 
No fluff. No false promises. Just real knowledge and strategies that have actually been tested and proven to 
work. 
 
Believe me, I remember exactly what it’s like to be a brand-new author staring at Amazon ads like a deer in 
headlights. 
And I want to help you save the time, money, and stress I wasted figuring it all out the hard way. 
 
So let’s figure this out together. 
In this chapter, I’m going to walk you through what Amazon KDP ads really are, why they matter for indie 
authors like us, and the key concepts you need to understand to use them effectively. 
I promise — no useless jargon, no filler. Just the good stuff. 
 
Let’s go!  
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What Are Amazon KDP Ads? 
Amazon KDP Ads — also known simply as KDP Ads — are an insanely powerful marketing tool that lets you 
promote your books right where the real sales magic happens. 
Just picture this: you get to place your book on the most visible shelf in the biggest bookstore in the world. 
Your book can appear everywhere your ideal reader might be looking — in search results when they’re 
hunting for a story like yours, on the product pages of your competitors (yes, you heard that right — right 
there!), in personalized recommendations, and even in Amazon’s own promotional emails. 
 
It’s like having your own tireless promoter, working 24/7 — no days off, no lunch breaks — showing your book 
to exactly the kind of people who are most likely to buy it. 
And here’s the best part: unlike traditional advertising, with Amazon Ads you only pay when someone is 
actually interested enough to click on your ad. No wasted money on people who wouldn’t touch your book 
even in their nightmares. Pretty awesome, right? 
 

A Hot Audience with Open Wallets 
Unlike Facebook, Instagram, or other social media platforms where you're shouting into the void — trying 
desperately to catch the attention of people who are just killing time scrolling — Amazon offers you a 
completely different stage. 
This isn’t a random crowd. It’s a focused, high-intent, laser-targeted audience. These are readers who came 
with a mission — not just to browse, but to buy. They didn’t just stumble upon a book — they’re actively 
looking for one. Deliberately. With intent. With wallets in hand. 
 
It’s like the difference between a street performer hoping passersby will stop and listen (hello, social media!)... 
and a private concert where every single person in the room bought a ticket because they want to hear you 
play. 
Or — to paint an even clearer picture — it’s like trying to sell umbrellas in the park on a sunny day (again, 
social media), versus offering one to someone who just ran into a store, dripping wet, after getting caught in a 
sudden downpour. 
That’s your real customer — someone who needs what you’re offering right now. 
 
Amazon is that store people run into during the rain. 
They’re not just looking for inspiration — they’re looking for a solution. They need a book. And if your book 
shows up in front of them at that precise moment? Your chances of making a sale skyrocket. 
 
That’s why Amazon KDP advertising isn’t just “another marketing option” to try. It’s a powerful tool that puts 
you in the moment of intent. 
You’re not interrupting someone’s day. You’re extending your hand exactly when they’re reaching for a book. 
 
Your job? Be on the shelf when they start searching. 
Amazon will take care of the rest — surfacing your book, recommending it, nudging them at just the right 
time. All you have to do is set your campaigns up properly. 
 
And the best part? You don’t even have to leave your house. 
No awkward pitches, no book fairs, no traveling for signings. 
Just you, your writing, and a well-tuned ad system that works like a tireless sales rep — day and night.
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Why Authors Need Ads — Now More Than Ever 
Let’s be brutally honest for a moment: 
There are over 32 million books on Amazon right now. Your brand-new book? 
It’s just a grain of sand in this massive ocean — a tiny dot on the sprawling map of the book world. Without 
advertising, the chances of someone randomly stumbling upon your masterpiece are about as likely as hitting 
the lottery jackpot… or finding one particular seashell on a miles-long beach. 
 
And believe me, I know exactly how that feels. I’ve been there. I still remember the sting of my first book 
launch — it was a story I’d poured my heart into, powered by sleepless nights and way too much coffee. And 
yet... it sold a humiliating one or two copies a month. No traction. No visibility. Just silence. 
 
It wasn’t just disappointing. It was painful. 
 
But here’s the truth: 
Advertising changes the game. 
It gives you a real shot at breaking through the noise. 
Here’s what the right kind of ad strategy can do for you: 
 
●​ Get those critical first sales and reviews 
And let’s be real — nobody wants to be the first buyer of a book with zero ratings. Ads help you spark that 
initial momentum, building social proof and trust with future readers. 
 
●​ Climb the category ranks and escape the abyss of obscurity 
With sales and traffic comes visibility. Ads help lift your book out of the dark corners of Amazon and into the 
spotlight, where people can actually see it. 
 
●​ Trigger Amazon’s organic recommendation engine 
Once Amazon’s algorithm starts working in your favor, it’s like rolling a snowball downhill — the momentum 
builds, and the system starts promoting your book for you. But it all starts with that first push. 
 
●​ Scale up once you find what works 
Imagine turning $10 in ad spend into $100 in profit — then scaling that up to $1,000, and beyond. Sounds like 
a dream? It’s not. Plenty of indie authors are doing exactly that. You just need the right system. 
 
Without ads, publishing a book on Amazon is like opening a tiny shop deep in the forest, far from any roads 
— and hoping that, by some miracle, a traveler will wander in. 
With ads, you’re building a big, glowing neon highway straight to your store. You’re pointing readers toward 
your work and giving them a reason to stop, browse, and buy. 
 
So if you’re serious about your books — if you don’t want them collecting digital dust in the back aisles of 
Amazon — then ads aren’t optional. 
They’re essential. 
 
And don’t worry — I’m here to walk you through the process, step by step. 
No pressure. No hype. Just a real, proven system for turning ads into one of the most powerful tools in your 
author toolbox. 
 
Let’s get your book the attention it deserves.  
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Core Concepts You Absolutely Need to Know 
Before we dive headfirst into the world of Amazon advertising, let’s hit the brakes for a second and make sure 
we’re speaking the same language. 
There are a few key terms you’ll keep hearing over and over — and understanding them will make the entire 
journey so much easier. 
I know all this technical lingo can feel overwhelming at first (believe me, I’ve had my fair share of 
“head-in-hands” moments), 
but I promise to break it all down in the simplest, most down-to-earth way — like we’re just two friends 
chatting over coffee. 
 
Conversion Rate 
Let’s start with one of the most important metrics in your advertising journey. 
 
Conversion Rate tells you what percentage of people who click on your ad actually follow through and do 
what you want — which, in our case, means buying your book. 
 
For example, if 100 people click on your ad and 10 of them make a purchase, your conversion rate is 10%. 
 
This number is crucial because it tells you how effective your ad is at turning casual browsers into real 
buyers. A high conversion rate means your ad is attracting the right people and your book page is doing its 
job. 
Tracking and improving your conversion rate is one of the most valuable things you can do to make the most 
out of every advertising dollar. 
 
ACOS (Advertising Cost of Sales) 
Now let’s talk about the king of ad metrics — ACOS. 
This stands for Advertising Cost of Sales, and it tells you what percentage of your sales revenue is going 
toward advertising. 
 
Here’s a simple example: 
If your ACOS is 50%, that means for every $10 you earn, you’re spending $5 on ads. 
 
When I first started out, my ACOS was often over 100% (yep — I was literally losing money). But over time, I 
learned how to bring that number down and make my campaigns profitable. 
 
The lower your ACOS, the more profit you keep in your pocket. 
That’s the golden rule of Amazon advertising. 
 
Some of my students manage to keep their ACOS in the 30–40% range — which is absolutely fantastic for 
beginner authors. 
 
CPC (Cost per Click) 
CPC is another important piece of the puzzle. 
It stands for Cost per Click, and it shows how much you’re paying every time someone clicks on your ad. 
 
Think of it like a bidding system — you’re competing with other authors for a reader’s attention. The higher 
the competition in your niche, the more you’ll typically pay per click. 
 
Your CPC depends on your targeting settings, your bids, and how relevant Amazon thinks your book is to the 
reader. 
Monitoring and optimizing your CPC helps keep your ad costs under control and ensures you're getting clicks 
at the best possible price. 
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Indexing and Keywords 
Let’s move on to a concept that’s just as critical as your ad metrics — indexing and keyword optimization. 
 
Indexing is the process by which Amazon connects your book to the search terms readers are typing in. 
If you want your book to show up in relevant search results, you need to make sure it’s indexed properly. 
 
That means doing thorough keyword research and selecting keywords that accurately reflect your book’s 
content, genre, and reader intent. 
 
Without proper indexing, your book might end up floating around the vast Amazon marketplace like a 
message in a bottle — technically there, but impossible to find. 
That’s why this step is non-negotiable. 
 
I’ll show you exactly how to build a strong indexing system and choose the right keywords so your book 
stands out from the competition — and lands in front of the readers who are most likely to click and buy. 
 

Why Most Authors Lose Money on Ads 
Sadly, I’ve seen way too many authors go through the same painful story. They launch an ad campaign, 
invest a few hundred bucks, get a couple of sales at best — and walk away frustrated, thinking, “Amazon ads 
just don’t work.” 
 
But here’s the truth: the problem usually isn’t with the tool. It’s with the approach. 
 
Amazon ads can absolutely work — but only if you build your foundation first. For ads to generate steady, 
reliable profits, you need to dial in a few critical elements: a high-converting book listing, the right keywords, a 
smart ad spend strategy, and a clear understanding of your target reader. 
 
This isn’t a “push-button, get-sales” kind of system. It takes time, testing, and attention to detail. But trust me 
— if you do it right, it’s so worth it. 
 
That’s exactly why, in the upcoming chapters, I’m going to walk you through each of these pieces one by one 
— so you can set up your ads the right way and avoid the costly mistakes I made when I was starting out. 
 
Let’s break down the most common reasons authors fail with Amazon ads — based not only on my own 
experience, but also on working with dozens of struggling writers over the years. 
 
Running Ads on an Unpolished Product 
This is probably the number one mistake I see: authors rush to promote a book that just isn’t ready. 
 
Think of a cover that looks amateurish or doesn’t fit the genre, a book description that reads like a rough 
draft, or a product page with weak or no reviews. It’s like trying to sell a great product in a dented, dirty box. 
Even if what’s inside is brilliant, the first impression is already ruined. 
 
Ads can only amplify what’s already there — good or bad. 
 
No Clear Reader Target 
I often hear authors say, “My book is for everyone!” That’s a fast track to wasting money. 
 
If you don’t know exactly who your ideal reader is — what they want, what they struggle with, what books 
they’re already reading — then your ads are basically shooting in the dark. Ads need focus, not wishful 
thinking. 
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Random Keyword Selection 
Grabbing a handful of random keywords — or copying someone else’s list without research — almost always 
backfires. You end up attracting the wrong kind of traffic, and then wonder why your ad gets clicks but no 
sales. 
 
Every keyword should reflect clear buyer intent — meaning, someone typing that term is actually looking for 
your kind of book. Anything else is wasted spend. 
 
Obsessing Over the Wrong Metrics 
Another common mistake is celebrating a low cost-per-click (CPC) or lots of impressions while ignoring the 
fact that no one’s actually buying. 
 
I’ve seen ad campaigns with thousands of clicks and zero conversions. That’s not success — that’s just 
money down the drain. Clicks mean nothing without sales. 
 
Scaling Too Fast 
You get your first few sales and think, “Let’s go big!” So you crank your ad budget up five or ten times — and 
then your ad spend explodes, but the sales don’t follow. 
 
Scaling should always be gradual, based on stable, profitable performance — not early excitement. 
 
I’ve personally stepped on every one of these landmines. I remember spending hundreds of dollars on broad, 
generic keywords that brought in tons of traffic but almost no purchases. 
 
That’s when I finally realized: winning with Amazon ads isn’t a sprint. It’s a marathon. You don’t just throw 
money at it and hope. You build a solid system, test patiently, and refine every element — from your 
keywords to your listing to your targeting. 
 
And that’s exactly what I’m here to help you do. 
 

Focus on Conversion First, Then Scale 
I take a very different approach from what most authors do. Instead of pouring money into ads right away, I 
first build a high-converting book listing — a product page that turns visitors into buyers. 
 
What does that mean in practice? 
 
A professional cover that instantly signals genre and quality. It should stand out among competitors, catch the 
eye, and create a strong urge to click. I always work with experienced designers who understand Amazon's 
unique environment and know how to design covers that improve conversion rates. 
 
A description that grabs attention from the first line and creates a burning desire to buy. It’s not about listing 
facts — it’s about tapping into the reader’s emotions, showing what problem the book solves and what value 
it brings. I use proven sales copy templates and test multiple versions until I find the one that converts best. 
 
Carefully chosen categories and keywords. Many authors overlook this step, but it's absolutely critical for 
discoverability. I do deep market research, select relevant but not overly competitive categories, and compile 
a list of keywords that my ideal reader is actually searching for. 
 
Initial reviews (yes, you need them before scaling ads). Reviews are social proof. When a potential reader 
sees that others have read and enjoyed the book, their trust and willingness to buy increases dramatically. 
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That’s why I always launch ARC campaigns and gather at least 10–20 honest reviews before I invest serious 
money into ads. 
 
Only when your conversion rate reaches at least 10–15% does it make sense to scale up your ad budget. 
Otherwise, you’re just paying to show more people a product they don’t want to buy. It’s like pouring water 
into a leaky bucket — no matter how much you pour, it just keeps draining out with no benefit. 
 
Believe me, I’ve seen far too many authors make this mistake and burn thousands of dollars on ineffective 
ads. Don’t follow that path. Instead, focus on building a truly valuable product — and packaging it the right 
way. Then, when you’re ready to scale, every advertising dollar will bring a strong return. 
 
In the next chapters, I’ll walk you through this entire process step by step — starting with how to create a truly 
high-converting listing. We’ll go into detail on every element: from your book cover to your description and 
keyword strategy. You’ll get a clear action plan along with real examples from my own experience. With these 
tools, you’ll be able to lay a strong foundation for your book’s success — before spending a single cent on 
ads. 
 
So get ready — we’re about to dive deep into what it takes to build a bestseller on Amazon. And I promise: 
this won’t be vague theory, but real, actionable strategies you can start applying to your own book today. 
 
You already know that Amazon ads can be a breakthrough moment for your book. But just like with anything 
in life, it’s not about jumping in blindly. It’s about doing things right, in the right order. Otherwise, not only do 
you risk losing money, but you may end up feeling disappointed and discouraged about promoting your work 
altogether. 
 
That’s why I want to walk you through the very first — and most important — step to running a successful ad 
campaign: creating a high-converting product listing. 
 
Believe me, I’ve spent years testing and refining what actually makes a product page convert. And I’m going 
to share everything I’ve learned with you. 
 
Let’s start with the cover. I used to think I could whip something up in Photoshop myself. I mean, how hard 
could it be? It’s just an image and some text, right? 
 
Oh boy, was I wrong. 
 
I quickly learned that professional cover design is an art form in itself. Everything matters — the color 
scheme, the font choice, the composition, even the mood of the image. 
 
I remember one of my early experiments where I tested two different covers for the same book. One I 
designed myself, and the other I hired a pro for. The results blew my mind: the version with the professional 
cover had nearly three times the conversion rate. 
 
That was a turning point for me. Since then, I’ve never skimped on the cover. It’s the face of your book. It’s 
your biggest marketing billboard. And it doesn’t just need to look “nice” — it needs to instantly tell the reader: 
“This is exactly what you’ve been looking for.” 
 
But even the best cover won’t save your sales if your book description is a bland collection of clichés. I’ve 
seen hundreds of listings with descriptions so dull, they’re physically painful to read. You know the kind — 
“This book will change your life!” or “A gripping story that won’t let you go!” 
 
Ugh. 
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That brings us to the second most important element of a high-converting listing: your book description. And 
just like with the cover, it pays to bring in professional help if you can. 
 
I spent years learning how to write effective copy. I read books on copywriting, studied bestselling product 
pages, and tested different angles. 
 
What I’ve discovered is this: a good description isn’t just a summary. It’s a sales message — one designed to 
spark emotion and inspire action. 
 
So how do you write one? 
 
There are a few reliable techniques. First, identify your audience and their pain points. For example: “This 
book is for anyone who feels stuck in a meaningless job and wants to find their true calling.” Second, explain 
how your book solves those problems: “You’ll discover five proven steps to uncover your natural talents and 
start making money doing what you love.” Third, make clear, specific promises: “By the end of this book, 
you’ll know how to increase your income by at least 30% within six months.” And finally, include a call to 
action: “Start changing your life today — download the book and take your first step toward your dream.” 
 
When your description follows this formula, it becomes a powerful sales tool. 
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A Listing That Sells 
Let’s talk about what really drives book sales on Amazon. And no — it’s not just pretty images, even though 
that’s what so many authors obsess over. 
 
You know what always surprises me? Authors who spend weeks choosing the perfect font for their A+ 
content, but treat the actual copy like an afterthought. As if a buyer will be dazzled by decorative swirls, and 
happily overlook a dull, cookie-cutter book description. 
 
I fell into that trap myself. For my first book, I spent tons of time crafting a visually polished A+ section. I paid 
for expensive custom banners, chose the perfect color palette… and guess what? My conversion rate barely 
scraped past 2%. Ouch. 
 
Then I ran an experiment. I kept the exact same images but completely rewrote the copy — this time focusing 
on what the reader actually cares about. The result? My conversion rate jumped to 23%. That’s more than 11 
times higher. All thanks to words — not pixel-perfect design. 
 
You might be thinking, “Okay, Leslie — but how do I know what words work?” 
 
Let me give you a real example. I had a fantasy novel series. In my original A+ content, I opened with the 
usual: 
 
“Step into a thrilling world of magic and adventure…” 
 
Sound familiar? You’ve seen that line (or some version of it) in a thousand fantasy books. Then I rewrote it to: 
 
“Imagine a world where magic has a price. Where every spell drains a piece of the caster’s life. Where your 
next decision could be your last…” 
 
Guess which one led to more sales? 
 
The second version worked better because it: 
●​ Paints a vivid picture in the reader’s mind 
●​ Highlights what makes your story unique 
●​ Sparks curiosity and emotional engagement 
●​ Makes the reader want to know more 
 
Here’s what truly matters: effective A+ content isn’t just about nice words. It’s a strategic tool with a clear 
purpose. It should: 
 
●​ Answer the reader’s objections before they even form 
●​ Showcase the value of your book through specific, relevant details 
●​ Build an emotional connection with your ideal buyer 
 
I remember working with a sci-fi author who complained that his books weren’t selling — even though his A+ 
design looked amazing. We checked his analytics. People were clicking on the pretty banners… but they 
weren’t buying. 
 
Why? His content was like a beautiful candy wrapper with nothing inside. Eye-catching on the surface, but 
lacking substance. So we rewrote everything. Instead of vague lines like “a gripping interstellar adventure,” 
we described the complex system of interplanetary trade he’d invented in the story — something truly 
original. 
 

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY



The result? His conversion rate increased eightfold. Not because we added new graphics. Not because we 
changed the font. But because we finally spoke to the reader about what actually mattered to them. 
 
Here are the three core principles I use when crafting A+ content that converts: 
 
The 15-Second Rule 
Your reader should understand the core value of your book within the first 15 seconds of viewing your page. 
Don’t try to say everything at once. Focus on what matters most — and lead with it. 
 
The Escalator Principle 
Every block of text should build momentum. Start with a hook, follow up with details, then stir emotion, and 
end with a strong call to action. Step by step, increase the reader’s desire to buy. 
 
The Law of Specificity 
Avoid generic phrases. Instead of saying “a thrilling plot,” describe a specific plot twist that will leave readers 
breathless. Details sell. 
 
You might be asking, “But Leslie, what about visuals? Don’t they matter?” 
 
Of course they do — but not the way most authors think. 
 
Images in your A+ content should support your copy, not replace it. They’re like seasoning in a good dish — 
they enhance the flavor, but they’re not the main ingredient. And here’s what I see all the time: authors spend 
weeks obsessing over image choice, while completely neglecting the words. 
 
I follow a simple rule: for every visual element, there should be at least three strong blocks of copy. That 
helps keep the balance right and prevents your book page from becoming a hollow image gallery. Trust me 
— I’ve seen hundreds of A+ sections that looked like fashion catalogs, but converted worse than plain text 
descriptions. 
 
And here’s another point I always emphasize to my students: effective A+ content must be written for a 
specific audience. 
 
I’ve seen so many authors try to please everyone. That’s a dead end — and yes, I’ve made that mistake 
myself. For example, if you’re writing romantic fantasy, your A+ content should speak directly to readers who 
are craving that blend of magic and emotional connection. Don’t try to appeal to hardcore fantasy fans or 
pure romance lovers. Stay in your lane — your true readers will appreciate it. 
 
In fact, I constantly see authors who are afraid of “turning people away” by being too specific. But it’s actually 
that laser focus that leads to consistent sales. 
 
Remember this: every word in your A+ content should move the reader closer to a purchase. If a line doesn’t 
serve that goal — cut it. No room for fluff, vanity, or poetic indulgence. 
 
Effective A+ content isn’t art for art’s sake. 
It’s a powerful marketing tool. Its job is to turn views into sales. 
 
And trust me — a well-written block of copy will do more for your book than a dozen fancy banners ever 
could.  
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What New Authors Get Wrong 
You know what constantly surprises me about new KDP authors? Their unshakable belief that a long list is 
the magic formula for a winning book title. I’ve been there myself. I’ve stepped on every landmine you can 
imagine. So let me walk you through the hard lessons I’ve learned — honestly, and from experience. 
 
I remember my first cookbook like it was yesterday. I was so proud of the title I came up with: 
“100 Best Italian Recipes: Pasta, Pizza, Risotto, Homemade Desserts and Fresh Salads.” 
I sat back, rubbing my hands together, convinced that any potential buyer would be blown away by the sheer 
richness of that title, appreciate the massive value inside — and immediately hit the Buy button. 
 
Oh man, I was so naïve back then. 
You want to know how many sales I got? 
Zero. Crystal-clear, screaming-zero kind of zero. 
 
For two long, painful weeks my listing sat on Amazon like dead weight. I refreshed the reports every hour — 
but the numbers stayed stubbornly at zero. 
 
You might be thinking, “But Leslie, come on… I’m being transparent! I’m showing everything the book 
contains. Isn’t that what readers want?” 
And here’s where we hit the core of the problem. 
You see, a list is not value. It’s just a menu. A list of ingredients. A table of contents. People don’t buy lists. 
They buy outcomes. They buy a promise. They buy a path to the result they want. 
 
That’s a marketing principle I had to learn the hard way. 
 
Here’s a real example. 
A new writer, Marina, came to me recently with her book listing. The title read: 
“50 Meditation Techniques: Morning Practices, Evening Rituals, Breathing Exercises, Chakra Work, 
Visualization…” 
I asked her, “Why would someone want these 50 techniques?” 
She blinked, confused. “To meditate, obviously.” 
 
“No,” I said. “People don’t want techniques. They want to feel less anxious. They want to sleep better. They 
want to feel calmer and more in control. That’s what they’re actually looking for.” 
 
So we rewrote the title: 
“A Calm Mind in Just 10 Minutes a Day: A Proven Meditation System for Busy People.” 
 
Guess what happened? 
Her sales multiplied by six. Because we stopped selling the list — and started selling the result. 
 
Here’s another classic case. 
An author wrote a book on personal finance. The title? 
“200 Ways to Save Money: Utilities, Groceries, Clothing, Entertainment…” 
 
I asked, “Why 200? Why not 50? Or 500?” 
 
He hesitated. “I don’t know… it just sounded like a good round number.” 
“Exactly,” I said. “You don’t know, and neither does the reader. It’s just a number to them.” 
 
We rewrote it to: 
“How to Save for a Home in 3 Years: A Step-by-Step Plan for a Regular Income.” 
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Result? 
Conversion rate jumped from 1.5% to 12%. Because now the title answered the one question every reader is 
silently asking: 
“What’s in it for me?” 
 
Let’s look at some common title mistakes I see again and again: 
 
“The Big Book of…” 
Really? Who cares how big it is? Readers care about results, not page count. 
 
“The Complete Guide to…” 
Completeness is not a selling point. People want solutions, not encyclopedias. 
 
“Everything You Need to Know About…” 
That’s an empty promise. No one wants to know everything. People want the one thing that solves their 
problem. 
 
Here’s a story from a gardening author I once worked with. He came to me full of excitement, eyes sparkling. 
His title? 
 
“150 Types of Houseplants: Care, Watering, Lighting, Repotting, Fertilizing, Pest Control…” 
I gently pushed my coffee aside and said, “Hold on a second. Who’s your reader? Picture them.” 
He paused. “Well… beginner plant lovers, I guess.” 
 
“Exactly,” I said. “And do you really think a total beginner wants to see 150 plant types right away? Someone 
just looking to keep their first plant alive is going to panic. They’ll think: ‘Wait, I have to know all this?’” 
 
After a long talk, we changed the title to: 
“7 Unkillable Houseplants: How to Create a Green Oasis Even If You’re a Total Beginner and Everything You 
Touch Dies.” 
 
The result? Sales skyrocketed. 
Why? Because we removed the barrier of overwhelm. We replaced a scary, exhausting list with a clear, 
achievable promise. 
 
Here’s another fresh example from just last week.  
An author came to me with a yoga book. Proudly showed me his manuscript. The title? 
 
“108 Asanas: Standing, Twists, Folds, Balances, Inversions…” I asked, “Why 108?” 
 
“Because it’s a sacred number in yoga! It symbolizes spiritual completeness!” He was almost bouncing with 
passion. 
 
“That’s amazing,” I said. “But does your average reader — the one who just wants to stretch after work — 
understand or care about that?” 
He paused. The realization sank in. 
 
We reworked the title to: 
“Yoga for Back Pain: End the Ache with 15 Minutes of Daily Practice (Even If You’ve Never Done Yoga 
Before).” 
 
And guess what? 
The book didn’t just “sell.” It became a bestseller in its category on Amazon. 
 

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY



Because now the title promised a real benefit. A real solution. Not a symbolic number, not a list of poses, but 
relief from a painful, familiar problem. 
 
Here are my three golden rules for creating book titles that actually sell: 
 
1. Focus on the Result 
Don’t say “100 Slow Cooker Recipes” — say “Dinner in 30 Minutes: Feed Your Family Without Slaving Over 
the Stove.” 
 
Not “50 Ab Exercises” — say “Flat Stomach in 30 Days: 10-Minute Workouts for Busy People.” 
 
2. Specificity Beats Vagueness 
Not “Everything About Weight Loss” — say “Lose 10 Pounds Without Starving: A Meal Plan for People Who 
Love Food.” 
Not “Complete Guide to Personal Finance” — say “From Debt to Freedom in One Year: A Plan That Actually 
Works.” 
 
3. Solve a Clear, Defined Problem 
Not “200 Ways to Save Money” — say “Stop Overpaying for Utilities: Cut Your Monthly Bills in Half.” 
 
Not “The Big Book of Sleep” — say “Sleep Better Without Pills: Fall Asleep in 7 Minutes, Naturally.” 
 
And one last thing — maybe the most important. Stop thinking like an author who’s in love with their material. 
Start thinking like your reader, who’s exhausted by their problem. 
 
They don’t need to see a long list of what your book contains. They need to understand, in seconds, how 
your book will make their life better. 
 
When I finally got that — when I stopped trying to “impress” with lists and started focusing on value — my 
sales took off. I saw the difference right away, even with my early books. 
 
And so will you. 
 
Once you ditch the “longer is better” mindset and start writing titles that speak directly to your reader’s needs, 
everything changes. Trust me — that works a whole lot better than any shiny number in a headline ever 
could. 
 

The Meaning of Your Book Through the Eyes of the Reader 
 
You know what always surprises me when I meet with aspiring authors? I ask them, “Why would someone 
buy your book?” and they start talking about the number of pages, the quality of the paper, or how cool the 
plot is. As if a reader sits at home thinking, “Gosh, I really need to find a book with extra-thick paper!” 
 
I remember one author—let’s call him Mikhail. He came to me with a detective novel, full of excitement. He 
proudly said, “Look, Leslie, 400 pages, hardcover, a silk bookmark... I even picked a special font and hired a 
professional illustrator!” “Hold on,” I said. “But what does the reader get out of all that? Picture someone 
walking into a bookstore after a long, exhausting workday. Do you really think they’re dreaming about a silk 
bookmark?” He looked confused, nervously gripping his manuscript. “What do you mean? It’s a high-quality 
book! I invested so much into it…” “Mikhail,” I replied, “when someone’s looking for a mystery novel, they’re 
not thinking about bookmarks. They want to escape from their problems, feel smart solving puzzles, maybe 
even brag to their friends that they figured out the killer before the last page. They’re looking for emotions, 
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excitement, the chance to feel like Sherlock Holmes.” You should’ve seen his face in that moment. Like a light 
bulb turned on. He even started taking notes—for the first time during the entire meeting. 
 
Here’s a more recent example. An author came to me with a personal finance book. He brought along charts 
and graphs, and spent two hours walking me through every formula for calculating interest rates. So I 
interrupted and asked, “Why do you personally read books about finance?” “Well... to make more money,” he 
said after a pause. And I saw the understanding begin to dawn in his eyes. “Exactly! Not because you love 
spreadsheets, right? People want to stop being afraid of bills, to sleep better at night without worrying about 
debt. Maybe they want to save up for their dream vacation.” People don’t buy books. They buy hope. They 
buy solutions. They buy emotions. Your romance novel? That reader isn’t just craving a story—she’s hoping 
to believe that true love still exists. Your business manual? That reader dreams of breaking free from their 
9-to-5—not studying flowcharts. 
 
Let me share a real story from my own journey that completely changed how I think about book marketing. 
My first book about writing craft totally flopped. Want to know why? I was so proud of my knowledge and 
experience that I titled it “Comprehensive Guide to Novel Writing” and packed it with every possible 
technique, advanced literary methods, and deep theory about story structure. Sales? I’m embarrassed to 
say—three miserable copies in a whole month. Two of them were bought by my mom to support her poor 
struggling son. That was my “big launch.” And then something happened that changed everything. 
 
I started having real conversations with aspiring writers—not just giving advice, but listening to their fears, 
hopes, and doubts. And you know what I discovered? They didn’t care one bit about dialogue structure or 
metaphor theory. They were terrified. Terrified they’d never even finish a page. That their friends would laugh 
at their dreams. That they’d waste a year of their life only to end up with something worthless. I rewrote the 
entire book from scratch, reframing every chapter through the lens of those fears. I retitled it, “Finish Your 
Novel: Even If You’re Not Tolstoy.” And guess what? It’s now selling thousands of copies every month. Why? 
Because it answers the most burning, painful question new writers are asking: “Can I actually do this?” 
 
Here’s another telling example. A woman came to me for a consultation with a cookbook. She was beaming, 
flipping through the manuscript: “I’ve got 200 clean dessert recipes in here, can you believe it? Every single 
one has exact calorie, protein-fat-carb counts, and glycemic index ratings!” “So let’s ask,” I said, “why would 
someone want to make these clean desserts?” “To lose weight, of course!” she replied confidently. “No,” I 
shook my head. “It’s so they don’t feel like a miserable person on yet another diet. So they can go to their 
friend’s birthday party and not sit there sulking while everyone else eats cake. So they don’t have to break 
their kid’s heart again explaining why Mom can’t try his birthday pie.” We completely rewrote the book’s 
description, shifting the focus from dry calorie stats to emotional freedom and the joy of living without guilt. 
The result? Sales skyrocketed eightfold. And the reviews? They weren’t about “convenient tables” 
anymore—they were about “finally enjoying dessert without feeling ashamed.” 
 
Now, here are three questions I ask myself before starting any new project. And trust me, these weren’t 
chosen at random—they came from years of painful trial and error. 
 
What pain does my book solve? Not “what will it teach,” but what real, raw, personal problem does it remove 
from the reader’s life? Think of it like a toothache—when it hurts, nothing else matters. Your book has to be 
the relief for that pain. 
 
What dream does it bring closer? People don’t buy information. They buy a path to their desired future. They 
want to see themselves on the other side—successful, fulfilled, happy. Your job is to paint that bridge and 
show them how to cross it. 
 
What fear does it quiet? Sometimes the greatest value of a book isn’t what it gives—but what it takes away. 
Doubt. Shame. Fear of failure. A good book is like a trustworthy friend whispering, “Hey, I got you. You can do 
this.” 
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“But Leslie,” you might be wondering, “how do I actually figure out what my reader wants? How do I get inside 
their head?” I use a simple but incredibly powerful technique: I read reviews. Not just any reviews—reviews of 
competing books. Especially the negative ones—they’re a goldmine. Because that’s where people speak 
without a filter. They say exactly what disappointed them and what they were really hoping to find. They open 
up their hearts and practically scream, “Here’s what I was missing! Here’s what I truly wanted from this book!” 
 
I remember analyzing reviews for startup books. Know what I noticed? Nobody cared about business models 
or market research. They were saying: “Doesn’t explain how to manage it alongside a day job.” “No clear first 
steps.” “Way too complicated for beginners.” So I built all that into my own startup book. Titled it, “From Idea 
to First Clients in 90 Days: Launch a Business Without Quitting Your Job.” And it exploded—because it 
tackled the real fears and needs readers actually had. 
 
Here’s another case. An author wrote a book about meditation. He was frustrated—no sales. I checked it out: 
technically everything looked fine. Poses, mantras, chakras… I said, “Let’s look at reviews of similar books.” 
What did we find? “No time for hour-long sessions.” “Can’t quiet my mind.” “Too spiritual, too mystical.” So we 
retitled the book: “Real-World Meditation: How to Stay Calm in Moscow Traffic.” And guess what? It hit the 
top of its category. 
 
Because here’s the truth you absolutely need to understand: Your book is a bridge. A bridge between a 
problem and its solution. Between “now” and “someday.” Between fear and confidence. And to build a strong 
bridge, you must know both sides clearly—not just what you can offer, but why the reader needs it in the first 
place. 
 
I always tell authors: stop falling in love with your product. Fall in love with your reader’s problem. Because 
it’s the problem, not the solution, that determines a book’s value. 
 
You know what I’ve realized after all these years in publishing? The most successful books are not the 
smartest or most beautifully written. They’re the ones that understand their reader better than anyone else. 
 
So before you write your next book, ask yourself one simple question: “Whose life will this book change?” 
And not just “change,” but how exactly will it change? In what way? Through what experience? Answer that 
honestly—and you’ll not only know what to write, you’ll know how to sell it. Because you’re not just selling 
words on pages. You’re selling a path to a better version of your reader’s life. 
 

How to Write Book Titles That Actually Work 
Let me walk you through how I approach writing titles for books on Amazon. Honestly, it’s like solving a math 
problem — there’s a reliable formula that works every time, even when the book seems “too niche” or “hard to 
market.” 
 
Step one: I grab a blank sheet of paper and start writing down everything that’s in the book. And when I say 
everything — I mean every single detail, every twist in the plot, every character quirk. Just recently, I was 
working with a mystery author. He handed me his manuscript and casually said, “It’s about a private 
investigator in St. Petersburg.” A classic rookie mistake — describing your book in two vague words. 
 
“Hold up,” I said. “Let’s go deeper. What’s actually in there?” And you know what? This is always my favorite 
part — when the author starts opening up. 
 
We sat down and mapped out every detail: a tangled murder case set in the historical center — not just 
anywhere, but in an old mansion on the Petrograd Side; a main character with an unusual gift for seeing the 
past of objects (plus some serious inner demons, by the way); a romantic subplot beautifully woven into the 
main storyline; and a jaw-dropping twist at the end that literally made my mouth drop. 
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Step two: I dive into the reviews of similar books. And I don’t just skim them — I immerse myself in the 
emotions of real readers. I write down every pain point, every frustration, every subtle nuance that readers 
complain about. For that same detective novel, here’s what we found: 
 
“Tired of predictable endings — I figured it out halfway through.” 
“Sick of superhuman detectives who have no flaws and know everything.” 
“Looking for something different — not just another Sherlock clone in a modern wrapper.” 
“Why are all detectives so dry? Where’s the emotion, the real people?” 
 
Step three: this is the most creative — and the most fun. I take everything we wrote down about the book and 
start matching it to the readers’ pain points. It’s like solving a puzzle — you find the exact words that strike the 
right chord. That spark curiosity. That make someone click. 
 
Initially, the author wanted to call the book “Secrets of the Petrograd Side.” Boring, right? After our work, the 
new title became: 
“The Detective Who Sees the Past: A Supernatural Case in Old Saint Petersburg.” 
 
Why did it work? 
“The Detective Who Sees the Past” immediately hints at a unique gift — intrigue. 
“A Supernatural Case” distances it from cliché procedural mysteries. 
“Old Saint Petersburg” adds setting and atmosphere. 
 
Or take another great example from my client's work. A woman wrote a cookbook for slow cookers. Like most 
first-time authors, she chose the most obvious title: “100 Meals for the Whole Family.” Sounds like a 
supermarket catalog, doesn’t it? 
 
We met and had a full-on brainstorming session, unpacking every real strength of her book: 
The recipes are fast — no need to stand over a hot stove. 
Minimal ingredients — no weird spices you’ll use once and never again. 
You can dump everything in and walk away — the slow cooker does the rest. 
Perfect even for someone whose only kitchen skill is making scrambled eggs. 
 
Then we went even deeper. We walked through an imaginary day in the life of her target reader — a busy 
mom. 
She barely has time to cook after work. 
She’s afraid of wasting expensive groceries if a new recipe fails — especially now, when food prices are 
insane. 
She’s exhausted from cooking every day. By dinner, she’s out of steam. 
 
What did we come up with? 
 
We renamed the book: 
“Lazy Cooking: Delicious Slow Cooker Dinners for Busy Moms.” 
 
And it took off like a rocket — sales jumped fivefold! Why? Because we nailed the audience’s pain. We spoke 
their language. We offered a real solution. 
 
“But Leslie,” you might ask nervously, looking at all these marketing tactics, “what about SEO? Don’t I need to 
stuff keywords into the title? I read that Amazon favors titles packed with search terms…” 
 
Of course you need keywords! But there’s a way to do it with elegance and wit — not by turning your title into 
a robotic string of search phrases. 
 
Instead of the dull and clunky “100 Slow Cooker Recipes,” try: 
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“The Lazy Man’s Slow Cooker: 100 Recipes Even Your Husband Can Handle.” 
 
See the difference? 
 
You’ve still got the keyword “slow cooker” right there, but now it’s fun. It’s human. It makes people smile. And 
most importantly, the ideal reader instantly knows, “Hey — this book is for me.” 
 
Think of it like seasoning in a dish. It’s not about how much you add — it’s about how skillfully you blend it all 
together. 
 

Perceived Value: How It’s Really Formed in the Reader’s Mind 
You know what never fails to surprise me when I talk to new authors? Their unshakable—almost 
childlike—belief that the quality of their book speaks for itself. “Leslie,” they say with a smug little smile, “why 
would I need all these marketing tricks? My book is great! People will see that for themselves.” 
 
And I get it. I really do. I used to be the same wide-eyed dreamer when I took my first steps into 
self-publishing. I still remember my debut novel—God, I was so proud of it! I was practically glowing with 
confidence, convinced readers would physically feel how amazing it was just by glancing at the cover. Guess 
how many copies I sold that first month? Seven. And five of them were bought by my relatives—two of whom 
later admitted they never actually opened the book. That was a humbling moment, let me tell you. 
 
Let me share a story that completely changed how I understand value in publishing. It happened a couple of 
years ago when a writer named Anna came to me for a consultation. She’s an incredibly talented author of 
historical fiction. She had written a phenomenal novel about the era of Peter the Great. Picture this: authentic 
historical documents she had spent months digging out of dusty archives, years of meticulous research, 
characters so vivid they practically leaped off the page… 
 
“Anna,” I asked, “how do you describe your book to potential readers?” 
 
She pulled out her phone, nervously scrolled through the screen, showed me her Amazon listing, and proudly 
read aloud: “A historical novel about early 18th-century Russia. Based on real events.” 
 
“That’s it?” I leaned in, expecting more. 
“What else is there to say? It’s all clear!” she said with genuine confusion, as if I had asked something 
completely obvious. 
 
We spent two hours breaking her book down, page by page. I kept asking questions, and she kept 
answering—until the true picture began to emerge. Hidden within her novel were absolute storytelling 
treasures: 
 
Unique historical details you won’t find in textbooks—fragments she unearthed from private diaries and 
forgotten memoirs of courtiers. 
 
A love story based on real letters from that time—documents she discovered in the archives and which had 
never been fully published. 
 
European court intrigues, seen through the eyes of a Russian princess—a completely new perspective on 
events most people only know through a Western lens. 
 
Secrets of Peter’s court revealed through newly uncovered materials—including scandalous affairs that most 
historians prefer not to talk about. 
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We took all of that gold and rewrote the entire book description to spotlight those gripping, emotionally 
charged elements. We added drama, intrigue, and subtle hints at secrets readers could uncover. 
 
Want to guess what happened? That same book—with not a single edit to the manuscript itself—started 
selling twelve times better. Within the first week after the listing update. 
 
“But it’s the same book!” Anna exclaimed when I showed her the sales stats a month later. Her face lit up with 
a mix of disbelief and joy. 
 
“Yes,” I said, leaning back in my chair, “but now readers can see its value. Before, they were just walking right 
past it, never suspecting the treasures you’d hidden behind that boring description.” 
 
This is the truth: value only exists in the reader’s mind. Not in your text, not in your years of research, not in 
your brilliant talent—but in the way the reader perceives your book. That’s a fundamental principle so many 
authors overlook. Then they wonder why their masterpiece gathers dust on virtual shelves. 
 
I remember working with the author of a popular science book about the brain. This guy was a neurosurgeon, 
twenty years of experience, countless accolades, tons of articles in prestigious journals. He had written an 
incredible book, explaining complex neurobiology in accessible language—but the book wasn’t selling. Not 
even one copy in the first week. Why? 
 
Because his book description was two dry lines: 
“A popular science book about how the brain works. Written by a practicing neurosurgeon.” 
 
When he came to me for help, I nearly fell out of my chair. The man had poured two years of his life into this 
thing and thought those two facts would move people. 
 
So we rewrote the description from the ground up, shifting the focus away from credentials and features 
toward the value it would bring to the reader: 
 
“Find out why you make poor decisions—and how to stop. A neurosurgeon with 20 years of experience 
reveals brain secrets that will transform your life. You’ll finally understand why you snap at loved ones, 
procrastinate important tasks, and sabotage your own success—and get practical tools to change it.” 
 
Same book. Same author. But now the value was visible. Sales shot up 23x in a single month. And again, we 
didn’t change a single word of the actual book. All we changed was the way it was framed. 
 
Or take a recent example from just last week. A woman had written a gluten-free cookbook. Her description? 
A single, utterly useless line: “100 healthy gluten-free recipes.” She couldn’t understand why people weren’t 
snapping up her book. She had spent years testing these recipes, cooking them for her family, photographing 
each dish with professional lighting equipment. 
 
“Why would someone want to cook gluten-free?” I asked, staring at her puzzled face on our Zoom call. 
“Well… it’s healthy!” she shrugged, as if it were the most obvious thing in the world. 
 
“Healthy” is not value. It’s a feature. What problem do your recipes solve? I leaned in closer to emphasize the 
question. “What’s going to change in the reader’s life if they start cooking from your book?” 
 
She paused, and then her eyes lit up. Turns out, behind the bland phrase “gluten-free” was a goldmine of 
actual benefits: 
 
●​ Her recipes reduce bloating—which affects nearly a third of people. 
●​ They improve sleep quality—people stop waking up in the middle of the night with stomach 
discomfort. 
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●​ They increase daytime energy—no more horrible post-lunch crashes. 
●​ They clear up skin issues—acne and irritation disappear in about two weeks. 
 
We rewrote the book’s description to focus on those concrete outcomes and the emotional pain points her 
recipes addressed. No more “healthy recipes.” Now it was, “Say goodbye to chronic fatigue and finally wake 
up feeling refreshed.” Sales jumped sevenfold in just the first month after the update. And again—no new 
recipes, just a clearer picture of their real value. 
 
Here are the three golden rules for creating value in your reader’s mind: 
 
1. Talk about results, not features. 
Bad: “400 pages of motivational content.” 
Good: “Finally start taking action instead of putting your dreams on hold.” 
 
2. Show transformation. 
Bad: “A book about personal finance.” 
Good: “From paycheck-to-paycheck to your first million: a proven roadmap.” 
 
3. Speak to emotion, not logic. 
Bad: “Scientifically backed weight-loss methods.” 
Good: “Say goodbye to diets forever—learn to love your body and your food again.” 
 
“But Leslie,” you might ask, “isn’t that manipulation? I don’t want to trick people with pretty words!” 
 
No—not if you’re honestly describing what your book truly offers. You’re just helping the reader see the value 
that’s already there but might be hidden behind a dry list of contents. That’s not deception—it’s clarity. 
 
It’s like a diamond. On its own, it’s just a rock—a lump of carbon that most people would walk right past. But 
under the right lighting, professionally cut, beautifully presented—it shines. You’re not making the diamond 
better than it is. You’re simply removing what gets in the way of its brilliance and helping others see its true 
beauty, which was always there. 
 
I often see authors hesitate to talk about the value of their books, as if it’s something shameful. They hide real 
treasures behind boring descriptions, then wonder why no one buys their work. 
 
Remember: your job is not to sell your book at all costs. Your real mission is to help the reader clearly 
understand how your book can genuinely change their life for the better. And for that, you need precise, 
powerful words that create the right perception of value in their mind. When you do that sincerely—based on 
the truth of what your book contains—it’s not manipulation. 
 
It’s effective communication. 

Components of Perceived Value: Trust and Desire 

Building Trust 
You know what I believe is the most critical factor in building trust with your reader? Empathy. When someone 
reads your book’s description and thinks, “Wow, this author really gets me,” that’s when a powerful 
connection forms—like an instant bond between you, even though they’ve never heard your name before in 
their life. 
 
I remember consulting with an author who had written a book on time management. He came to me with the 
most typical title you can imagine: “How to Get More Done: 10 Time Management Techniques.” I’ve seen that 
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title format a hundred times—dry, soulless, straight out of a textbook. Nothing that hits you in the gut. I looked 
him in the eye and asked: 
 
“Tell me, why do people even want to get more done? What’s the real problem? What do they feel each 
morning when they wake up and look at their to-do list?” 
 
He paused, scratched his head. “Well... I guess they feel like time’s slipping through their fingers. Like they 
don’t have control over their lives. Like they’re just spinning their wheels and getting nowhere.” 
 
“Exactly!” I said. “That’s what you need to write. Don’t appeal to logic—speak to the emotion your reader 
wakes up with every single day. Speak to the pain that’s driving them to look for answers.” 
 
We sat right there in the café and rewrote the title together: 
“Stop Drowning in Tasks: How to Finally Take Control of Your Life.” 
Simple words, but they reflected a real, emotional problem. 
 
Want to guess what happened? The day after we updated the listing, his sales tripled. Not by 10%, not by 
20%—they tripled. 
 
Why? Because the reader saw that title and thought, “Damn... that’s me. This author knows exactly what I’m 
going through.” That emotional click—that feeling of being seen and understood—is what created trust. It 
wasn’t about selling productivity tips anymore. It was about offering relief from a problem that had been 
weighing on them for years. 
 
And trust me, it’s not just about the title. That same empathy has to run through your entire listing. Every 
section, every paragraph should say to the reader: “I know what you’re going through. I’ve been there.” 
 
Here’s a simple technique I use: 
Picture your ideal reader. Really picture them—what they look like, where they live, how they spend their day. 
Now write them a letter. Talk to them about their struggles. Show them that you see them and understand 
them. 
 
If you’re writing a book about public speaking, maybe it sounds like this: 
"Hey Alex, I know how it feels to be terrified of speaking in front of people. Your palms sweat, your voice 
trembles, and the only thing going through your head is, ‘God, when will this be over?’ You’re not alone. I’ve 
been there too…” 
 
And that line—“I’ve been there too”—is the key. Because empathy isn’t just understanding someone’s 
problems from the outside. It’s shared experience. It’s the reader sensing that you’ve lived their struggle. 
 
That’s why I always encourage authors to write about what they truly know. If you’re writing about weight 
loss—share your own journey. If you’re writing about launching a business—tell them how you stood at 
square one with zero idea what to do. 
 
Because when readers see that you’ve walked the same path, something clicks inside: 
“If they did it, they know how. And maybe they can show me how too.” 
That builds trust on a deep, almost subconscious level. 
 
Of course, empathy isn’t the only way to build trust. There’s also social proof, credentials, guarantees, 
endorsements… but all those work on a logical level. Empathy works on the emotional level. It creates that 
sense of being seen, of being understood. And no amount of certifications can replace that feeling. 
 
And you know what’s really cool? When you genuinely understand your reader, you don’t even need to “try” 
to show your humanity or authenticity. It shows up naturally in your writing—in the words you choose, the 
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details you highlight, the emotions you lean into. Your message becomes alive. And your reader can feel it. 
Just like we can all instinctively sense when something is fake—even if we can’t explain why. 
 
It took me a long time to learn this skill—really hearing my reader. I remember writing my second book and 
constantly picturing the real people I had helped with their projects. I’d recall their questions, their doubts, 
even the looks on their faces when they hit roadblocks. And it completely changed how I wrote. 
 
So here’s my advice to every author: 
Before you write—listen. 
Really listen. Step into your reader’s world. Feel their pain and their hopes. Dive into forums where your 
target audience hangs out. Read the comment sections. Talk to them directly, if you can. 
 
Because when you do that—when you really listen—your words start hitting straight into the heart. No 
barriers. No resistance. Just that quiet, powerful moment where the reader thinks: 
 
"This book? It’s for me." 

Creating Desire 
But you know what? Even if a reader trusts you, that alone doesn’t mean they’ll buy your book. 
 
I’ve learned that the hard way. I still remember how proud I was of the feedback I got on my first book about 
writing. People were praising it, hitting like, leaving comments saying how useful the tips were… but the 
actual sales? Barely a trickle—laughably low compared to all the attention the book was getting on social 
media. 
 
I remember staring at my KDP dashboard, frustrated and confused: 
“How is this possible? People clearly trust me. They say I’m helping them become better writers. Why aren’t 
they buying the book?” 
 
And then it hit me: trust creates goodwill—but desire to buy is something entirely different. 
 
It’s like dating. You can totally trust someone, admire them even—but that doesn’t mean you want to date 
them or start a life together. Different emotions. Different mechanics. And until you experience this disconnect 
firsthand, it’s easy to overlook. 
 
Here’s a real example from my consulting practice. I was working with a cookbook author—a talented woman 
who had poured her heart into her project. On paper, everything was perfect. She had 15 years of experience 
as a head chef in well-known restaurants, a trophy shelf full of awards, features in respected culinary 
magazines, and a thriving Instagram full of engaged followers who loved her recipes and asked her for 
advice. 
 
People trusted her completely. They saw her as an authority. 
 
But the book? It wasn’t selling. Not on Amazon, not on her website. 
 
And this wasn’t some amateur effort either. The design was gorgeous. The price was reasonable. Everything 
should have worked. 
 
So I asked, “Let’s look at your promise to the reader. What are you actually offering them?” 
 
She pulled up her listing and read it aloud: 
“Signature recipes from a professional chef. All the secrets to creating gourmet dishes.” 
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“And why would an average person want that?” I asked, leaning back in my chair. 
“Think about a mom with two kids, coming home from work with just 40 minutes to cook before her husband 
gets home. Or a single guy who’s planning a date and the most ambitious thing he’s ever cooked is 
scrambled eggs and bacon. What does your culinary expertise mean to them?” 
 
She sat there in silence, fidgeting with the corner of her beautiful, non-selling book. I could see the realization 
hit—she had never looked at her recipes from the reader’s pain point. 
 
We rewrote the description together: 
“Restaurant-quality meals from your own kitchen—even if you’ve never picked up a ladle. 50 recipes to make 
your guests think you secretly trained at a culinary academy.” 
 
And guess what? Sales tripled in just one week. 
Why? Because now the reader saw more than just her expertise. They saw a specific solution to a real-life 
problem: 
“I can impress my guests, even with my basic skills and my tiny apartment kitchen.” 
 
Here’s what I’ve learned after working with dozens of authors: 
Desire to buy is born at the intersection of two key factors: 
A reader’s intense pain or dream—the thing that keeps them up at night. 
A crystal-clear understanding of how your book helps them fix it or move toward it. 
 
Let me give you another example. I had a series of books on personal finance. At first, I marketed them 
proudly as “The Complete Guide to Financial Literacy.” It sounded serious. Sounded credible. 
 
But the sales were terrible. I even started to doubt the whole project. Then I reframed the entire positioning. 
 
What are people really worried about when it comes to money? They don’t want to “learn finance.” They want 
to stop being afraid to check their bank account. They want to sleep through the night without stressing about 
debt. They want to feel safe and in control. 
 
So I rewrote the description: 
“Stop Being Scared of Money: A Step-by-Step Guide to Financial Peace for People Tired of Cutting Every 
Corner.” 
 
And that’s when things took off—because now the book wasn’t about “finance,” it was about emotional 
freedom. 
 
“But Leslie,” you might be asking, “how do I find that perfect match between pain and solution?” 
 
I use a simple formula: 
From [problem] to [desired outcome] through [unique method]. 
 
Here are some examples: 
●​ From chaos to clarity through a 15-minute cleaning system 
●​ From diet burnout to food freedom through intuitive eating 
●​ From creative block to idea flow through micro-writing exercises 
 
The key? Your promise has to feel doable. 
 
If you overpromise—“Become a millionaire in a week!”—people won’t believe you. 
If you underpromise—“Learn better money habits”—they won’t care. 
 
The sweet spot is like a well-tailored suit: a little ambitious, but still within reach. 
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And here’s one more powerful piece of the puzzle: 
Desire increases when the reader feels the solution was made specifically for them. 
Not “for everyone”—but for people just like them. 
 
So I always recommend weaving in phrases like: 
●​ “Even if you’ve never…” 
●​ “Especially for those who…” 
●​ “Unlike the usual approaches…” 
 
These subtle cues help the reader think: “Wow, this really is for me.” 
 
Remember: your job isn’t just to build trust. 
Your job is to create such a compelling desire that the reader has to buy the book. 
To make them feel: “If I don’t grab this right now, I might miss the exact solution I’ve been searching for.” 
 

The Book Title Formula That Sells 
You know what I’ve noticed after years of working with authors? A lot of them treat their book titles like labels 
on a can—just name what’s inside. “50 Recipes,” “Meditation Techniques,” “Back Exercises”… But a title isn’t 
a label. It’s a bridge between your reader’s problem and your solution. It’s the first handshake, the first 
glance, the first “hello” between you and your future reader. And if that handshake is weak—if that glance is 
indifferent—the conversation is over before it begins. 
 
Let me share my go-to formula: 
Fact + Benefit + Problem Solved. 
Sounds simple, but this simplicity is where the real sales magic happens. The fact tells readers what they’re 
getting. The benefit explains how it improves their life. And the problem solved speaks to that emotional sigh 
of relief they’ll feel once their pain is gone. 
 
I remember working with a children’s book author. She came to me with the title “50 Illustrations for 
Developing Attention.” Technically accurate—there were indeed 50 illustrations inside. But guess how many 
copies she sold in the first month? Eight. Not eight thousand. Not eight hundred. Just eight. And the 
illustrations were actually excellent—colorful, engaging, created with guidance from a child development 
specialist. 
 
I said, “Let’s think deeper. What real-life problem are your illustrations solving?” 
We sat down and really started digging. 
Who’s your reader? What are they struggling with? What’s keeping them up at night? 
How can your book be a lifeline in the chaos of their day? 
 
Turns out, moms were using her book to keep their kids occupied during car rides, in waiting rooms, while 
making dinner, or when they just desperately needed five minutes of silence to take a call or finish a work 
task. This wasn’t just entertainment—it was a survival tool for overwhelmed parents trying to juggle a million 
things at once. 
 
So we rewrote the title: 
“50 Magical Illustrations to Keep Your Child Busy While You Get Things Done (Yes, Even Works for Super 
Energetic Kids!)” 
 
Same fact (50 illustrations), now paired with a clear benefit (entertain and occupy the child), and a specific 
problem solved (give mom a moment to breathe). We even added an emotional hook that speaks directly to a 
tired mom: “Yes, even YOUR kid.” 
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The result? Sales jumped 15x in just the first month. And by month three, the author came back to me with a 
sequel idea—because parents were flooding her inbox asking for more. 
That’s what the right title does—it transforms your book from “just another product on the shelf” into an 
answer people are actively searching for. 
 
Here’s another recent case. An author had written a cookbook titled simply: 
“Healthy Recipes.” 
 
I asked him, “Why would someone want to cook healthy food?” 
 
He replied, “Well… to be healthy.” 
 
“Nope,” I said. “Dig deeper. What pain is your reader feeling around food? What keeps them from sleeping 
soundly at night when it comes to their eating habits?” 
 
So we unpacked it. His target audience? People who LOVE food but are haunted by guilt. 
They wake up thinking about diets and fall asleep regretting that second slice of cake. 
They don’t want to give up their favorite dishes—but every time they see something delicious, they feel like 
they have to choose between pleasure and health. 
 
“Your book solves that exact dilemma,” I told him. “You’re not just giving recipes. You’re giving people 
permission to enjoy food again—without guilt.” 
 
We retitled the book: 
“Delicious Recipes Without the Guilt: How to Enjoy Food and Stay Healthy (Even If You Love Dessert and 
Pizza!)” 
 
See the difference? 
●​ Fact (recipes) 
●​ Benefit (healthy and tasty) 
●​ Problem solved (freedom from food guilt) 
●​ Emotional hook for the self-identified “lost cause” in healthy eating 
 
After the rebrand, sales went up 8x. 
And the author started receiving thank-you messages from readers saying it was the first time in years they 
were able to enjoy food without shame or anxiety. 
 
Here are a few more examples using this formula: 
 
“Meditation Journal” → 
“15-Minute Meditations for Beginners: How to Find Calm in a Busy City Life (Even If You’ve Never Meditated 
Before)” 
 
“Back Exercises” → 
“7 Simple Back Exercises: Relieve Pain Even If You Sit at a Desk 10 Hours a Day in a Terrible Chair” 
 
“Sales Techniques” → 
“Selling Without Manipulation: How to Close Deals Honestly (And Still Sleep at Night)” 
 
When I was starting out, I thought a good title had to be clever and creative. I’d spend hours coming up with 
puns and wordplay. 
I remember titling my time-management book: 
“Time Is Money: Invest It Wisely.” 
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It sounded smart, but sales? Meh. 
 
Experience taught me this: the best titles are the ones that clearly show the reader their journey from problem 
to solution. 
 
Use this formula and you’ll see the shift immediately. 
Start with the fact — What exactly is the reader getting? This is your product, plain and simple. 
Add the benefit — What result will it bring? This speaks to the reader’s dreams and desires. 
Finish with the problem solved — What pain will this remove? This is your power move—because people 
respond more to eliminating pain than to gaining pleasure. 
 
And remember: a great title isn’t the one that wins writing awards. 
 
It’s the one that makes your reader stop scrolling through Amazon and think: 
“Damn. That’s exactly what I need right now.” 
 

Communication Style: Use “I” and “You” Instead of “We” 
You know what always surprises me at marketing conferences? When speakers start with: “We’d like to 
introduce…” or “We recommend using…” I can literally feel the audience disengage. Eyes glaze over. 
Phones appear under tables. Because “we” creates a wall between the author and the reader. It’s like 
showing up to a beach party in a three-piece suit—technically appropriate, but totally out of place. 
 
I remember my first book. Oh man, what a disaster. I wrote it like a corporate report: “We will examine the 
methods…”, “Our experience suggests…” I thought I was sounding professional and credible. But the sales 
were worse than I could’ve imagined. And you know why? Because readers didn’t feel a real person behind 
the text. All they saw was a faceless “expert mask,” not a real guy who had made mistakes and was now 
ready to share what he’d learned. 
 
Everything changed the moment I started writing from the heart: “I’ll show you…”, “Let’s figure this out 
together…”, “Here’s where I screwed up so you don’t have to…” 
And you know what? People started READING. They started BUYING. They started WRITING to 
me—because they felt a real connection. 
 
Here’s a true story from my practice. I had a client named Maria, an author writing a book on parenting. Super 
talented mom of three with tons of hands-on experience. But her book description read something like this: 
 
“We offer modern parenting techniques. Our recommendations are backed by scientific research and years of 
work with diverse families…” 
 
I read it and nearly fell asleep on the spot. Then I asked her: 
“Maria, how would you explain these techniques to your best friend? Imagine she just called you in tears after 
another meltdown in the supermarket. What would you say to her?” 
 
She thought for a moment and said: 
“I’d say, ‘Look, I’ve been through all those tantrums too. There were days when I’d sit in the car crying after 
just trying to buy groceries. But you know what? I found a way to get through it without yelling or 
punishments. It actually works—even when you feel like the whole world’s against you.’” 
 
“That!” I said, slapping the table. “That’s the real you. That’s what people want to feel when they read your 
description!” 
 
So we rewrote it from scratch: 
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“I know how hard it is when your child melts down in public and everyone around looks at you like you’re the 
worst mom in the world. I’ve been there—three times over, with each of my kids—and I found a way to handle 
tantrums with calm and love, even in the most stressful moments. Let me show you how, because you 
deserve to enjoy motherhood—not just survive it.” 
 
The result? Sales skyrocketed—6x in the first month after the rewrite. Why such a massive shift? Because 
now it wasn’t a lifeless textbook filled with generalities. It was an honest, heartfelt conversation with someone 
who truly gets it. Moms didn’t see a parenting “expert” anymore—they saw a friend offering a lifeline. 
 
I often see authors hiding behind “we,” thinking it sounds more authoritative. But you know what? Your 
readers aren’t looking for authority. They’re looking for understanding, support, and real solutions from a real 
person who’s walked the path and is willing to share it—warts and all. 
 
Here are the three key elements I always keep in mind when writing copy. They’ve completely transformed 
how readers respond: 
 
Speak like a human being. 
Not “We will explore book promotion strategies”, 
but “I’ll show you how I personally use these techniques to get my books into Amazon’s top 100.” 
 
Create a personal connection. 
Not “Our research shows this method is effective,” 
but “You know what I’ve noticed after launching dozens of books?” 
 
Share your real experience—mistakes included. 
Not “Our company recommends the following approach,” 
but “I tried this myself, and here’s what happened—total failure at first, but then I figured out what actually 
works.” 
 
I recently worked with a gifted fitness author. His original description said: 
“We offer a workout program for effective weight loss without dieting.” 
Sounded like a boring ad from a gym brochure. No soul. No story. Nothing to connect with for someone 
desperately looking for help. 
 
We changed it to: 
“I’ll show you the same exercises that helped me lose 65 pounds. And guess what? You don’t need any 
special equipment—just your body and 15 minutes a day.” 
 
See the difference? Now it’s not just a workout plan—it’s my experience, shared with you. It’s a real story 
from someone who’s been through the same struggle. It’s like I’m sitting across from you at a coffee shop, 
looking you in the eye and saying, “Hey, I’ve been where you are. Here’s what helped me get out.” 
 
And you know what else? When you write honestly, in the first person, you naturally start to organize your 
thoughts better. You can’t hide behind vague language—you’re forced to explain things the way you would to 
a friend. Every word becomes intentional. Every tip becomes something you’ve actually tested. It’s like doing 
a mental audit of your own expertise, keeping only what truly works. 
 
I often notice how even the tone of voice changes in authors’ writing when they switch from the corporate 
“we” to a sincere “I.” The text comes alive. It has emotion, humor, little personal quirks—everything that 
makes human communication memorable. And that’s exactly what your reader needs—to feel like there’s a 
real person behind the book, someone with a unique story and a distinct voice. 
 
I always tell authors this: 
Imagine you’re writing to one specific person. 
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Not to a faceless audience, not to “dear readers,” but to one real person you genuinely want to help. The guy 
or girl sitting there right now, phone in hand, scrolling through your Amazon page, wondering: “Is this really 
for me?” 
 
That changes everything. Your words become warmer. The distance disappears. That stiff, formal tone we so 
often mistake for professionalism melts away. 
And in its place comes connection. Trust. 
And readers feel it. They see the real you behind the words—someone speaking to them honestly, openly. 
Someone who’s not afraid to admit their failures or tell a funny story if it helps deliver a lesson. 
 
And remember this: 
Your authority doesn’t come from sounding smart or corporate. 
It doesn’t live in fancy jargon or elegant turns of phrase. 
Your real authority comes from your ability to help your reader solve a problem. 
To take their hand and guide them through the hard stuff. 
 
And that always works best in the form of an honest, personal conversation—filled with stories, lived 
experience, and the little details that make your journey real and your voice unforgettable. 
 
When I sit down to write a new book, I always picture one specific reader in front of me. Sometimes it’s a real 
person—someone who emailed me or asked a great question online that sparked the book’s idea. And I write 
like I’m speaking directly to them. It works every time. 
 

The Power of Brevity 
You know what I’ve noticed after years of working on Amazon? People don’t read long descriptions. They 
scan them. Just like in a supermarket—glancing across the shelves, grabbing whatever has the brightest 
label. 
 
At best, they’ll spend 15–20 seconds on your description before deciding whether the book is worth their time 
and money. I still remember my first epic failure. I wrote a long, elaborate description for my copywriting 
book—2,000 characters of pure gold! It had everything: the backstory, the methodology, testimonials from 
early readers... I polished every sentence, chose every word with care. It felt unskippable. 
 
Sales? 
 
Zero. 
Absolutely nothing. 
Week after week—empty reports. 
 
People visited the page, but they didn’t buy it. It hurt. And it made no sense. 
 
“But how is that possible?” I thought. 
“I explained everything!” 
 
I reread the text again and again. It still felt flawless. But then a friend of mine, a seasoned marketer, said: 
 
“Leslie, open your listing on your phone.” 
 
I did—and suddenly, I saw it. To get to the actual value, you had to scroll through three screens! Who’s going 
to do that? 
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The first screen was all intro fluff. The actual benefit? Hidden halfway down the second paragraph. No one 
even got there. We cut the whole thing down to three tight paragraphs. Sales jumped—eight times higher. 
Not 8 percent. Not 80 percent. Eight. Times. 
 
Why? Because readers could finally spot the value immediately, without digging. 
 
From that moment on, I made myself a rule: 
If you can’t explain the value of your book in three sentences, you don’t really understand it yet. 
When you truly grasp what your book offers, you can say it clearly, briefly, powerfully. If you can’t—you're not 
there yet. 
 
Here’s a real example. 
I worked with the author of a baking book. Her original title? 
“The Big Book of Homemade Baking: Detailed Recipes for Delicious and Healthy Desserts the Whole Family 
Will Love and Anyone Can Make.” 
 
Just reading it made me yawn. It was vague, wordy, and lacking punch. 
I asked her: 
“What’s the number one thing about your book?” 
“Well… the recipes are simple.” 
“Exactly. Let’s start with that.” 
 
After a few rounds, we landed on: 
“Simple Baking: 50 Desserts Even a Beginner Can Make.” 
Clear. Specific. Results-focused. 
No fluff. No filler. Just a promise that hits the right nerve. 
Sales tripled. 
 
Why? Because readers instantly got the point: these recipes are for them. They’re simple. Doable. No 
gourmet nonsense. Just clear, honest communication. 
 
Here’s another one. 
A guy brought me his book on meditation. The title? 
 
“The Complete Guide to Meditation: Ancient Techniques and Modern Practices for Achieving Inner Peace 
and Balance in Daily Life.” 
 
I almost fell asleep halfway through. 
Long. Abstract. Boring. 
It didn’t answer the one thing the reader wants to know: “How does this help me?” 
 
We changed it to: 
“Meditation for Busy People: 10 Minutes a Day for Calm.” 
Eight words. Every one of them matters. 
Audience (busy people), time commitment (10 minutes), benefit (calm). 
“But I’m losing so much important info!” he protested. 
“Nothing important is lost,” I said. 
“The rest, the reader will find in the book. Your job isn’t to explain everything—it’s to make them want to 
read.” 
 
After that change, his conversion rate jumped 300%. 
No content edits. No ads. Just clarity. 
 
Here are the three principles I follow when writing concise copy: 
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1. One Core Idea 
Don’t try to say everything. 
Focus on the single most compelling benefit. 
Remember: people scan. You have seconds to hook them. 
 
2. Use Specific Numbers 
“50 recipes” beats “plenty of recipes.” 
“15 minutes a day” beats “quick workouts.” 
 
Numbers stand out. They build trust. Odd numbers (5, 7, 9) often perform even better—little psychological 
trick. 
 
3. Speak in Results 
Say “flat stomach,” not “core training program.” 
Say “deep sleep,” not “relaxation techniques.” 
 
People don’t buy processes. They buy solutions to problems. 
 
Use emotional trigger words: 
“instantly,” “easily,” “guaranteed.” 
 
Make the result something they can picture, feel, and crave. I’ve tested these rules on hundreds of books. 
They work. Even when your topic feels too complex—trust me, it can still be shortened. 
 
I know authors fear being brief. They think a short description won’t do their book justice. They’re scared of 
leaving out something important. I’ve been there too. But your job isn’t to explain everything. Your job is to 
make the reader curious enough to want more. 
 
Recently, I ran an experiment. I analyzed my ten best-selling books—titles, character count, every space and 
symbol. 
 
You know what I found? 
The average winning title was 45 characters long. That’s about 6 to 8 words. That’s all it takes. Shocking? 
Maybe. But it works. And it’s not just titles. Brevity should shape your entire marketing copy. Every paragraph 
in your description should earn its place. 
 
I follow the “three-line rule”: 
If a paragraph takes more than three lines, cut it. 
Trim ruthlessly. Every word should deliver value. 
 
I often cut 30% of my original draft—and every time, the final result is stronger. In a world overflowing with 
noise, the winner isn’t the one who says the most—it’s the one who says it best. Learn to be brief. To the 
point. Sharp. Your books will sell better. And that skill will pay you back for life. 
 

How to Boost Your Book Sales by 50% for Free — Just by 
Fixing Your Cover 
Let me walk you through a simple mental model that changed the way I think about selling books on Amazon. 
Imagine your book’s journey to the reader as a system of three buckets connected by pipes. The first bucket 
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is where ad impressions go. The second one collects the clicks. The third? That’s where the magic happens 
— actual sales. 
 
Sounds straightforward, right? But here’s the catch: every single one of those buckets is leaking. Badly. And if 
you don’t patch the holes, your entire marketing system will quietly bleed out — along with your money and 
sanity. 
 
I remember my first year on Amazon KDP like it was yesterday. I was staring at my ad dashboard, watching 
thousands of impressions roll in every day. I thought, “Great! People are seeing my book!” But then came the 
painful reality — hardly anyone was clicking. And those who did? Barely anyone bought. My sales chart 
looked like a desert. Tumbleweeds. I was pulling my hair out thinking, What the hell is going on? The book’s 
decent, so where are the readers? 
 
It took a sleepless night and a third cup of coffee for it to hit me: this wasn’t a sales funnel — it was a freaking 
colander. And every hole in that colander was leaking out not just sales, but hope. Every lost click was a 
missed chance. Every bounce was a wasted ad dollar. 
 
The worst part? Most first-time authors — myself included — try to fix the problem in the most obvious (and 
most expensive) way possible: by dumping more water into the top bucket. In other words, we just throw 
more money at ads. 
 
“More impressions = more sales, right?” 
Wrong. 
 
If your buckets are full of holes, it doesn’t matter how much you pour in — it’s all going to leak out. I’ve seen 
authors burn through thousands of dollars this way. So instead of endlessly filling up a broken system, let’s 
walk through how to fix each bucket — starting with the first one. 
 
Because once you plug the leaks, your existing budget will go a lot further — and that 50% increase in sales? 
Totally achievable, without spending another dime. 
 

Bucket One: Impressions → Clicks 
This is where most of the leakage starts — and the main culprit? The cover. Yep, the cover! When a potential 
reader scrolls through their Amazon feed and sees the thumbnail of your book in an ad, you’ve got literally a 
fraction of a second to win their attention. And guess what? In 99% of cases, they scroll right past — unless 
the cover grabs them instantly. 
 
Here’s a real example from my own consulting practice. I was working with a mystery author — a very 
talented writer, by the way. But his cover was... how do I put this politely? Let’s just say it was “artistic.” A dark 
silhouette on a dark background, the title written in a fancy cursive font that was barely legible even at full 
size — and completely unreadable in thumbnail view. 
 
He was getting thousands of impressions per day, but the click rate? Less than 0.2%. That means out of 
every 1,000 people who saw the ad, only two were interested enough to click. 
 
After a week of gentle persuasion (he was very emotionally attached to his “artistic vision”), we finally 
redesigned the cover — this time using proven principles for the genre: 
 
●​ We boosted the contrast so the cover would pop even on a small phone screen. 
●​ We made the title large and easy to read in thumbnail view — no more fancy fonts. 
●​ We added a bold red accent at the center of the composition — in this case, a silhouette of a running 
figure. 
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●​ We used a typeface that screams “thriller” — the same kind you see on John Grisham or Dan Brown 
bestsellers. 
 
The results exceeded every expectation. The CTR (Click-Through Rate) jumped to 0.8%! That’s four times 
more clicks from the same ad impressions — without spending a single extra penny on ads. We simply fixed 
the first "bucket," and the results followed immediately. 
 

Bucket Two: Clicks → Sales 
Now things get interesting. A person clicks on your ad, lands on your book’s page... and what do they see? 
That’s right — the description! And this is where the real magic of conversion happens. It’s the moment of 
truth — when the reader either pulls out their wallet or closes the tab forever. 
 
One of my favorite examples is a self-help book. The author complained, “I’m getting clicks, but no sales.” I 
took a look at the description — and there it was, the classic mistake. The first paragraph read: 
 
“In this book, you will find a comprehensive approach to personal growth, based on the latest research in 
psychology and neurobiology...” 
 
Bored already? Couldn’t even finish the sentence? Yeah — and neither could potential readers. You can 
practically see them falling asleep halfway through the first line and leaving without spending a cent. 
 
So we sat down together and completely rethought the approach. We rewrote it like this: 
 
“Imagine waking up in the morning with a clear mind, knowing exactly what you want out of life. No more 
doubt, no more procrastination — just a solid plan and the energy to follow through…” 
 
See the difference? 
 
The first version talks about the book. The second one talks about the reader — their desires, their future, 
how their life will change. 
 
We moved away from dry, academic language and into an emotional, one-on-one conversation. 
 
And the results? They didn’t take long to show up. 
 
The conversion rate jumped from a measly 2% to an impressive 7% — without changing a single word in the 
actual book or adjusting the ads. 
 
All we did was start talking about what the reader really cares about — their problems, their dreams, their 
hopes. We helped them feel the value of the book instead of just listing its contents. 

Bucket Three: Sales → Reviews 
Yes, there’s a third bucket! Because a sale is not the end of the journey — it’s the beginning of a relationship 
with your reader. Every buyer can become your promoter if you build the right kind of communication. And 
trust me — based on my own experience — a single active reader-promoter is worth ten random buyers. 
 
Many authors forget about this bucket — and that’s a big mistake. Strong reviews are the fuel for future sales. 
They boost your conversion at every stage: from impression to click, and from click to purchase. I’ve seen 
books with 50+ glowing reviews outsell similar titles by 3 to 4 times, even when priced higher. 
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Here’s what I recommend doing right after launching your book: 
 
●​ Ask for a review at the end of the book. But don’t just say “please leave a review.” Instead, explain 
how a review helps independent authors and future readers. Give it meaning. Make it personal. 
●​ Offer a bonus in exchange for joining your email list. This could be an extra chapter, a checklist, or 
even a mini-course based on the book’s topic. It not only builds goodwill but also starts growing your 
audience for future launches. 
●​ Create a “beta reader” or “early reader” group for your next books. I call mine my “literary family.” 
They’re the first to hear about upcoming projects, and they become a core tribe that roots for your success 
and spreads the word organically. 
 
Remember: every bucket matters, and all of them are connected. 
 
There’s no point in chasing more impressions if your cover is pushing readers away. It’s useless to celebrate 
clicks if your description doesn’t convert them into buyers. And even if you’re making solid sales, there’s 
always room for growth if you’re actively working on generating reviews. 
 
I personally ignored this third bucket for far too long — and it was costing me hundreds of dollars in lost 
potential every single month. 
 
Your mission is to identify and fix the leaks at every stage of the funnel. Think of it like tuning a complex 
machine — miss just one gear, and the whole engine runs at half power. Only when all parts are in place and 
working in sync does your advertising begin to generate true profit instead of just burning through your 
budget. 
 
And believe me — the difference between “just making sales” and “building a reliable, scalable system of 
sales” can be massive. 
 

The 3 Golden Rules of a High-Converting Book Cover 
You know what always amazes me? How many authors will spend weeks — even months — pouring their 
heart into writing a book… only to completely drop the ball when it comes to the cover. “I’ll just grab 
something cheap on Fiverr for five bucks, no big deal.” 
 
No, my friend. It is a big deal. 
 
That’s like building a luxury house… and then slapping on a flimsy plastic door with peeling paint. First 
impressions matter — and no matter how hard you try later, you don’t get a second chance. 
 
I’ve personally wasted thousands of dollars on ads before I learned a painfully simple truth: your cover is not 
decoration — it’s a sales tool. And just like any tool, it only works if you use it correctly. 
 
I still remember my first book. I cheaped out on the design — thought I was being smart. It looked like a 
toddler made it in MS Paint. And guess what? I sold a grand total of three copies in the first month. (Pretty 
sure two of them were my mom.) 
 
Over the last 10 years working with Amazon KDP, I’ve identified three core principles that every successful 
book cover follows. These aren’t just theories — they’re hard-earned lessons, tested on hundreds of projects, 
both my own and my clients’. And the results speak for themselves. 
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1. The 3-Second Rule 
Picture this: a reader is endlessly scrolling through Amazon, skimming past thousands of books competing 
for their attention. Yours flashes by for a split second. 
 
You’ve got three seconds — that’s it — to: 
●​ Instantly grab the eye 
●​ Clearly communicate the genre (no room for confusion!) 
●​ Evoke the exact emotion that makes the reader pause and think, “Ooh, what’s this?” 
●​ Let me share a case study that screams the importance of this rule. 
 
One of my clients had written a killer thriller — fast-paced, full of twists, edge-of-your-seat tension. But the 
cover? Let’s just say it was artsy. A moody black-and-white photo of a foggy forest. Atmospheric? Sure. 
Artistic? Absolutely. But did it sell the book? Not at all. 
 
Here’s what we did when we rebuilt the cover from scratch: 
 
We placed a dark, hooded figure front and center — the kind that immediately signals danger and suspense. 
We used bold red highlights in the title — leveraging the primal, attention-grabbing power of red. 
In the background, we added the silhouette of a creepy old mansion to hint at the setting. 
 
And guess what? Sales jumped by 65% — and that was without changing the price or spending a single 
extra dollar on ads. That’s the power of a good cover. It doesn’t just look good — it converts. 
 

2. The Thumbnail Test 
This is my absolute favorite trick — the real moment of truth for any cover. I shrink it down to postage-stamp 
size and look at it from an arm’s length away — pretty much how it’ll appear to readers scrolling on Amazon. 
If the core elements are still legible, and it still catches my eye even in this miniature version — then the 
cover passes the test. Believe me, this simple test has saved more than a few books from sales disaster. 
 
Here are some of the most common mistakes I see (the kind that make you want to smack your forehead): 
●​ Tiny fonts in the title — usually because the author fell in love with some elegant 12-point typeface 
●​ Visual overload — like the designer tried to cram the entire plot onto one cover 
●​ Low contrast between text and background — a classic example: pale gray text on a white 
background (please, no!) 
●​ Thin, delicate fonts — they look classy full-size, but they vanish completely at thumbnail size 
 
Want a real-world example? This one still makes me smile. 
 
I once worked with a talented author of romantic fantasy. She had a beautiful book series — truly magical 
stories — but sales were weak. Her cover used a delicate script font, the kind with long flourishes and 
feather-light strokes. Full-size, it looked gorgeous. Like something straight out of a medieval manuscript. 
 
But in a thumbnail? 
Total disaster. It turned into a blurry mess — completely unreadable. 
 
After a lot of back-and-forth (she was understandably attached to her vision), we finally switched to a thicker, 
more modern typeface. Not only was it readable, it still felt on-brand. 
 
The result? Her ad click-through rate jumped from a sad 0.3% to an impressive 1.2%. Four times higher — 
just from changing the font. That, my friend, is the power of the Thumbnail Test. 
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3. Genre Expectations 
Every genre has its own visual language — its own code between author and reader. And breaking that 
code? That’s not just a stylistic choice. That’s a marketing mistake. 
 
You’re not just designing a cover — you’re making a silent promise. And when you break that promise, 
readers walk away. Let’s break it down. Here’s what really works, visually, for some common genres: 
 
Romantic Fantasy: 
●​ A beautiful heroine (often in a flowing dress or with some visual cue of power) 
●​ Magical effects (glowing orbs, light flares, shimmering particles) 
●​ Warm or purple-toned palettes (they evoke both enchantment and romance) 
●​ Decorative fonts (but still legible — don’t go overboard with swirls) 
 
Thrillers: 
●​ Dark, moody colors (black, navy, blood red — danger tones) 
●​ High contrast lighting (sharp shadows to create tension) 
●​ Minimalist imagery (a lone figure, a discarded object, a smear of blood) 
●​ Strong, blocky fonts (angular, bold — they scream intensity) 
 
Let me share a powerful story. 
 
I once worked with an epic fantasy author — a really talented guy. But he was insisting on using soft pastel 
colors and an ornate, romantic font on his cover. 
 
“But it’s beautiful!” he kept saying. “It stands out in the genre!” 
Yes… it stood out. But not in a good way. 
 
His target audience — fans of gritty battle-driven fantasy — thought it was a romance novel. They just kept 
scrolling past it. When we redesigned the cover to match genre expectations — dark tones, an action-driven 
composition, and a bold, masculine font — his sales jumped 5x in the very first month. That’s the power of 
visual code. 
 
Bottom line: Your cover doesn’t just need to look good — it needs to signal to the right reader that this book is 
for them. Whether it’s romance, thriller, fantasy, self-help, or memoir, your design has to play by the rules of 
the genre. 
 
Once you align with those expectations, you’re not just selling a book — you’re speaking your reader’s 
language before they even click. 
 

Practical Cover Design Checklist 
Before you finalize your book cover, run it through this checklist: 

Readability 
●​ Can the title be read from an arm’s length away? 
●​ Are all key elements visible in thumbnail size? 
●​ Is there strong contrast between text and background? 

Genre Alignment 
●​ Does the cover clearly signal the right genre? 
●​ Are the visual elements consistent with genre conventions? 
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●​ Do the fonts match your readers’ expectations? 

Emotional Impact 
●​ Does the cover evoke the right emotion? 
●​ Is the main message of the book instantly clear? 
●​ Is there a strong focal point that catches the eye?​
 
And one more thing — don’t be afraid to test! 
I always create at least three different versions of a cover and show them to my target audience. Sometimes 
the one I thought would flop ends up winning by a landslide. Even after ten years in the business, I'm still 
surprised. 

Tools and Resources for Creating a High-Converting Cover 
I often hear authors say:​
 "Leslie, this is all great, but I’m not a designer!" 
Guess what? Neither am I. But over the years, I’ve built up a reliable toolkit that helps even total beginners 
create professional-looking, competitive covers — and if I can do it, so can you. Confession time — my first 
covers were awful. I made them in PowerPoint (yes, seriously — go ahead and laugh). I thought creativity 
was enough. Spoiler: it’s not. What matters is understanding your market and using the right tools. I spent 
thousands of dollars learning that lesson the hard way. Now I want to save you the pain. 

Free (or Affordable) Tools That Actually Work 
Canva Pro (Free trial available) 
●​ Built-in book cover templates with proper KDP dimensions 
●​ Massive library of stock photos and design elements 
●​ Beginner-friendly drag-and-drop interface 
●​ Ability to save brand colors and fonts for consistency 
●​ One-click resizing for different formats​
 
Pro Tip: Never use Canva templates as-is. Start with a template, but customize at least 70% of the design. 
Otherwise, you risk ending up with a near-identical twin of someone else’s book. Trust me — nothing kills 
credibility faster than a confused reader thinking your book is a duplicate. 
 
Pixlr 
●​ Advanced photo editing with professional-grade filters 
●​ Layer and masking support for complex visual effects 
●​ Lighting and texture tools for dramatic atmospheres 
●​ Fine-tune color and contrast with precision 
●​ Retouching tools to boost image quality 
 
Real-World Story: 
A mystery author once sent me a cover — just a dark alley photo. That’s it. We used Pixlr to bring it to life: 
●​ Added fog at the bottom (to create an air of mystery) 
●​ Introduced a red glow from a streetlamp (for tension and atmosphere) 
●​ Placed a blurry silhouette in the distance (to spark curiosity) 
●​ Applied a soft vignette (to draw the eye inward) 
●​ Boosted contrast (to improve text readability)​
 
Result? CTR jumped from 0.4% to 1.1%. No change in ad budget, no change in copy — just a smart visual 
transformation that aligned with genre expectations and stirred the right emotion. 
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Where to Find High-Quality Images 
Let me tell you about one of my early failures. I once bought a "cool" fantasy image for just $1 from a cheap 
stock site. I thought I’d scored a great deal… until a month later, I saw the exact same image on five other 
book covers. That’s when I realized: saving money on your cover image can cost you in the long run — in 
sales, credibility, and uniqueness. 
 
Since then, I only use trusted sources like: 
Shutterstock (Yes, it’s expensive — but absolutely worth it) 
Huge selection of high-resolution, professional-quality images 
Much lower risk of image duplication on other covers 
Consistent and polished aesthetic 
Licensing that covers commercial book use 
ArtStation (Perfect for fantasy and sci-fi authors) 
You can find talented digital artists specializing in genre artwork 
Many artists offer truly unique work — not available on stock platforms 
You can reach out and commission custom illustrations 
Builds a long-term working relationship with creatives in your niche 
 
Pro Tip: Follow artists on ArtStation who illustrate in your genre. Many offer discounts or bundle deals to 
repeat clients. Plus, you’ll be the first to see new work they post — sometimes before anyone else. 

Working with Designers: How to Avoid Wasting Money 
If you decide to hire a professional designer (which I often recommend, especially for genre fiction), here’s my 
safety checklist to protect your time, money, and sanity. 
 
Before you even hire someone: 
Collect a folder of competitor book covers you admire — especially top sellers in your genre 
Write a short book summary — 3–5 sentences to explain the tone and key theme 
Set a clear budget range and maximum spend 
Make a list of must-have elements (title, subtitle, series name, tagline, etc.) 
 
When choosing a designer: 
Review their portfolio — look specifically for covers in your genre 
Ask to see thumbnail previews — remember, most readers will first see your cover at a tiny size 
Confirm turnaround time and how many rounds of revisions are included 
Discuss licensing — will you receive the source files (Photoshop, Illustrator)? Do you fully own the design? 
 
Personal Lesson: 
The most expensive mistake I ever made? Paying $300 for a “creative” cover that totally failed to sell the 
book. The designer was talented, no doubt — but he had no understanding of the KDP market. His work 
looked beautiful, but it didn’t convert. Lesson learned. 

Cover Testing: The Scientific Way to Get Better Results 
You’ve created your cover? Great — but now comes the most important step: testing. 
 
Here’s my proven process: 
1. Run Polls in Genre-Specific Facebook Groups 
Post 2–3 cover options 
Ask specific, actionable questions like: 
“Which cover looks more like a thriller?” 
“Which one would you be more likely to click on?” 
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Focus on qualitative feedback (comments), not just votes 
 
2. Use PickFu 
Instant feedback from your actual target demographic 
Includes data on age, gender, preferences 
Rich comments with reasons why people chose what they did 
Helps validate your gut feeling with real numbers 
 
Leslie’s Tip: 
Never ask: 
“Which cover is prettier?” 
 
Instead ask: 
 
“Which one would you buy?” 
“Which one fits the genre better?” 
“Which cover looks more professionally published?” 

Common Mistakes That Kill Sales 
I’ve reviewed hundreds of covers over the years — and these are the pitfalls I see most often: 
 
1. Visual Overload 
Too much text crammed onto the front 
Too many design elements fighting for attention 
Multiple focal points — the eye doesn’t know where to go 
 
2. Genre Confusion 
Romantic fantasy cover looks like a horror novel 
Thriller cover reads like a romance 
Cozy mystery cover could be mistaken for a college textbook 
Genre mismatch is one of the deadliest sins in KDP marketing. It doesn’t matter how beautiful your cover is 
— if it doesn’t scream the right genre, your readers won’t click. 
 
3. Technical Issues 
Low-resolution images that appear blurry in print or thumbnails 
Wrong aspect ratio or file size that doesn’t meet KDP specs 
Poor color profile choices (CMYK vs. RGB, or dull colors that don’t pop) 

Final Word: Unique ≠ Confusing 
The biggest mistake I see from authors trying to “stand out” is making covers that are too original — meaning 
they ignore genre conventions completely. 
Look, I get it. You want your book to be unique. 
 
But here’s the truth: 
Your cover doesn’t need to be “different.” 
It needs to be familiar, but better. 
 
If readers can’t instantly recognize what kind of book it is — they won’t click. Period. So yes, aim for 
high-quality design. Yes, use fresh imagery. But always stay within the visual language of your genre. Do that, 
and you’ll dramatically increase your chances of selling more books — without touching your ad budget. 
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How to Avoid the Most Expensive Mistakes When Creating a Book Cover 
You know what the hardest part of creating a high-converting book cover is? 
It’s not the design. 
It’s not choosing fonts. 
It’s not even finding the perfect image. 
 
The hardest part — by far — is setting aside your ego and admitting that your artistic preferences might 
conflict with what actually sells books. 
 
I remember the painful lesson I learned with my third book. I was so proud of my “creative” cover — 
minimalist design, unconventional typography, a conceptual image that I thought looked brilliant. I hired a 
high-end designer and spent a fortune. 
 
And guess what? 
It turned out to be my biggest flop. 
The book barely sold, despite excellent content and a well-funded ad campaign. 

The Most Expensive Mistakes I’ve Seen (And Made Myself) 
1. Skipping Market Research 
Most authors start with an idea for a cover and only afterward wonder why it doesn’t convert. 
 
Here’s the correct (and profitable) approach: 
●​ Start by studying the Top 100 books in your genre 
●​ Identify visual trends and patterns 
●​ Look for elements that repeat across bestsellers 
●​ Then design your cover around what’s proven to work 
 
I personally spend 2–3 hours minimum researching the market before starting any new cover project. That 
habit alone has saved me thousands in costly redesigns. 
 
2. Trying to “Stand Out” at All Costs 
●​ I hear this all the time: 
●​ “I want my book to look different!” 
●​ And I get it. I really do. But let’s face the facts: 
●​ Readers browse with genre-specific expectations 
●​ They’re looking for certain visual cues 
●​ If your cover looks too far off the mark, they’ll just scroll past 
 
Real story: 
A fantasy author I worked with insisted on using an abstract modern-art-style cover. 
 
“It’s going to be groundbreaking!” he said. A month later? Almost zero sales. 
 
We scrapped it and created a genre-standard epic fantasy cover — dark tones, sword-wielding hero, bold 
serif font — and sales increased 8x the very first month. Standing out is great — but only if readers still know 
what they’re looking at. 
 
3. Cutting Costs on Key Elements 
I get it — you’re on a budget, especially if this is your first book. But there are certain areas where cutting 
corners costs you more in the long run: 
 
●​ High-quality stock images or illustrations 
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●​ Professionally licensed fonts 
●​ Basic image editing and retouching 
 
I once bought a “cheap” stock photo for a thriller cover — looked fine at first. A week later, I saw that same 
image in ten other thrillers. Had to redesign everything last-minute — lost time, lost money, lost potential 
readers. 
 
4. Skipping the Testing Phase 
The most dangerous sentence I hear from authors is: 
“Well, I like it, so it must be good.” No. No, no, no. 
 
Here’s my testing protocol: 
●​ Show your cover to at least 50 people in your target audience 
●​ Collect structured feedback (don’t just ask “Do you like it?”) 
●​ Run A/B tests with 2–3 cover variations 
●​ Focus on reader reactions and comments, not just preferences 
 
True story: I worked with a mystery author who was sure he had the right cover. 
We tested two versions anyway. 
The version he liked less received 73% more positive feedback from real readers. 
That’s the version we went with — and it made a real difference in sales. 
 
5. Ignoring Scalability 
Planning to write a series? (And if you’re serious about success, you should.) 
 
You need to think about scalable design: 
●​ Create a recognizable visual style 
●​ Make sure the design can be easily adapted for future books 
●​ Test how the covers look side-by-side as a collection 
 
My most successful project was a five-book series, each with a unique color scheme but a consistent overall 
design. Readers instantly recognized the books in search results — boosting brand recall and cross-sales 
between titles. 
 

Final Tips for Cover Success 
Before we move on, here are a few quick tips that have saved me and my clients countless hours (and 
dollars): 
 
Keep Your Source Files: 
●​ Store all PSD or AI files 
●​ Keep track of every font name used 
●​ Save image licenses and design asset details 
 
Create Multiple Formats: 
●​ High-resolution file for print 
●​ Optimized version for Amazon KDP 
●​ Square cover version for social media posts 
 
Stay Up to Date: 
●​ Regularly check what’s trending in your genre 
●​ Analyze newly released bestsellers 
●​ Be willing to update or refresh your cover when needed 
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Final Thought: Don’t Be Afraid to Start Over 
Sometimes the hardest — but smartest — thing to do is admit your current cover isn’t working and begin 
again. 
 
Yes, it’s painful. Yes, it costs more up front. 
 
But I’ve personally relaunched books with new covers that paid for themselves in a matter of weeks. 
A strong cover is not just “nice to have” — it’s a core sales asset. Treat it like one, and it will reward you 
accordingly. 

The Most Effective Approach to Testing Your Book Cover 
Let me share with you the cover testing system I’ve refined over years of trial, error, and hands-on work with 
indie authors. It’s helped me — and hundreds of my clients — avoid expensive mistakes and create book 
covers that actually sell. 
 
You know what’s funny? 
When I first got into publishing, I thought showing my book cover to friends and family was enough. Big 
mistake. Their polite “yeah, it looks nice” nearly cost me my entire career. What I’ve learned since: real 
testing is a science, not just a popularity poll. 
 
Step 1: Prepare Before You Test 
 
Before you show your cover to anyone, get the following ready: 
 
●​ 2–3 different cover variations 
●​ Thumbnail versions (shrink them to postage-stamp size) 
●​ A clear set of questions to ask 
 
Your criteria for success (what are you measuring?) 
 
True story: I once spent an entire month running a test but forgot to define my goal. The result? A bunch of 
conflicting opinions and no clear direction. I’ve never made that mistake again. 
 
Step 2: Ask the Right Questions 
 
Here are the exact questions I use in my cover testing framework: 
 
About the Genre: 
“What genre do you think this book belongs to?” 
“Does this cover remind you of other books in the same genre?” 
“What emotions does this cover trigger?” 
 
About Buying Intent: 
“Would you click on this book if you saw it on Amazon?” 
“How much would you expect to pay for a book with this cover?” 
“What might convince you to buy this book?” 
 
And the most important question — the one I always save for last: 
“What would stop you from buying this book?” 
You’d be surprised how often that final question reveals problems you didn’t even know existed. 
 
Step 3: Where (and How) to Test Your Covers 
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I use a three-tiered testing system: 
 
Online Polls: 
PickFu (paid, but highly effective) 
Facebook groups related to your genre 
Reddit communities for writers and readers 
 
1-on-1 Interviews: 
Active readers in your genre 
Successful indie authors 
Book bloggers or reviewers 
 
A/B Testing: 
Run small ad campaigns with different covers 
Compare CTR (Click-Through Rates) 
Track conversion rates to actual sales 
 
Real-world example: I worked with a romance fantasy author. We created three cover options: 
Classic: a couple in a magical landscape 
Minimalist: a symbolic design with clean lines 
Hybrid: the heroine in focus with glowing magical elements 
 
Online polls leaned heavily toward the classic design. But in an actual ad campaign, the hybrid version 
delivered 40% higher CTR. Moral of the story? Real-world performance always trumps opinion. 
 
Step 4: Analyze the Data 
Here’s how I break down the results: 
 
Quantitative Metrics: 
CTR (Click-Through Rate) 
% of positive reactions 
Click-to-impression ratio 
 
Qualitative Feedback: 
Emotional responses 
Alignment with genre expectations 
Clarity of the cover’s message 
 
What matters most is identifying patterns. If three people say the font is hard to read, maybe it’s a fluke. But if 
thirty people say it — time to fix the font. 
 
Step 5: Make Changes (One at a Time) 
Once I’ve reviewed all the data, I follow this rule: 
 
Only change one thing at a time. 
 
Why? Because otherwise, you won’t know which change made the difference. 
 
Here’s a real example from a thriller project: 
Readers said the cover looked “too dark” and “the font was hard to read.” 
Instead of redesigning everything at once, we: 
 
Increased the contrast — CTR rose 15% 
Changed the font — another 20% boost 
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Added a color accent — final lift of 45% in total 
 
This incremental process gave us total clarity on what was working. When you change everything at once, 
you’re just guessing what caused the results. 
 
Your book cover is one of the most powerful tools you have. Don’t leave its performance up to chance — test 
it like a pro. Ask the right questions. Run the right tests. And be ready to adjust based on what the market — 
not your taste — is telling you. 
 
That’s how you stop guessing… 
And start selling. 
 

When to Change Your Cover: Signs It’s Time to Act 
You know what I hear most often from authors? “Leslie, my book is already published. Isn’t it too late to 
change the cover?” And I always say: it’s only too late when you’ve given up and stopped believing in your 
book. As long as you’re still willing to improve it, this is the perfect moment for change. 
 
I remember my first “serious” relaunch like it was yesterday. I spent three long months staring at sad sales 
numbers. “Maybe the book just isn’t good enough?” I wondered. But when I finally pulled the trigger on a new 
cover, sales spiked within the very first week. The problem wasn’t the content — it was that the old cover was 
pushing my ideal readers away. 
 
Here are the key signs that your book needs a new cover: 
 
High Impressions, Low Clicks 
If your ads are generating thousands of impressions but the CTR is under 0.3%, that’s your first red flag. 
Especially if your competitors in the same genre are pulling 0.8% or higher. When readers are scrolling right 
past your book — it’s almost always a first impression problem. 
 
Clicks But No Sales 
People are interested enough to click, but something stops them once they land on the book’s page. More 
often than not, it’s a mismatch between the cover and the description. I recently worked with an author who 
had a great CTR (about 1%), but an abysmal conversion rate. The cover suggested a light romantic fantasy, 
while the book itself was dark and heavy. Readers felt misled — and they left. 
 
Negative Comments on the Design 
Phrases like: 
“It looks amateurish.” 
“I can’t tell what the book’s about.” 
“Doesn’t look like a [your genre] book.” 
 
Comments like these are gold. Don’t get defensive — listen carefully. They’re usually pointing straight at 
what’s holding your book back. 
 
Outdated Design 
Cover trends shift every 2–3 years. If your book cover looks like it was made in 2015, it’s probably time for an 
update — especially in genre fiction, where visual language evolves quickly. I once worked with an author 
whose book was selling just 2–3 copies a month. The cover, while well-made, was five years old and visually 
outdated. We gave it a modern refresh, and sales jumped to 30–40 copies per month — with zero changes to 
the content or marketing. 
 
Scalability Problems 
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Some covers just don’t hold up at thumbnail size. Details get lost. Text becomes unreadable. One of my 
clients had an amazing, detailed illustration on the cover — it looked gorgeous full-size. But in ads, it turned 
into a blurry mess. Once we simplified the design and boosted the contrast, CTR tripled. 
 
But the most important thing is this: don’t be afraid of change. I’ve seen many “dead” books come back to life 
just by updating the cover. One author I worked with had written a fantastic technothriller. His first cover 
was... well, let’s call it unique. A minimalist design he believed was “modern and stylish.” After three months 
of nearly zero sales, he finally agreed to try something new. 
 
We created a genre-standard cover that added tension through composition, used recognizable visual 
elements, boosted title readability, and highlighted the book’s tech angle. The results were incredible: CTR 
jumped from 0.2% to 1.1%, conversions increased by 300%, and the book hit the top 100 in its category for 
the first time. 
 
And you know what’s funny? The author later admitted that he liked the new cover even more than the 
original. Sometimes we just get too attached to our first vision and resist change — even when it’s clearly 
needed. 
 
Remember: your book cover is not a work of art for a gallery. It’s a marketing tool, and its job is to sell your 
book. If it’s not doing that, it’s time to make a change. Don’t be afraid to experiment, test, and evolve. Your 
readers — and your royalty checks — will thank you. 

How to Find a Great Cover Designer Without Losing Money 
You know what I consider the most expensive mistake of my self-publishing career? No, it wasn’t a failed ad 
campaign or even a bad niche choice. My biggest mistake was trying to save money by hiring a cheap cover 
designer for my first book series. 
 
I still remember the moment I said to myself, “Why not just order covers on Fiverr for five bucks? It’s just a 
picture, right?” Oh, how naïve I was. That “cost-saving” decision ended up costing me several months of poor 
sales — and nearly $2,000 to redo the entire series. 
 
Let me share how I now find and work with designers, so you don’t repeat the same mistakes I did. 
 
Where to Find Professionals 
I use a three-tiered system when looking for cover designers. 
 
First, there are the specialized platforms like Reedsy (expensive but worth it), 99designs (where you can run 
design contests), and Book Brush (great for simple DIY covers). 
 
Second, I tap into author communities: Facebook groups for authors in your genre, Reddit’s r/selfpublish, and 
self-publishing forums. 
 
Third — and most effective — personal recommendations. The best designers I’ve ever worked with came 
from author friends and industry contacts. I remember one author who referred me to a fantasy cover 
designer whose base rate was $350 per cover — five times more than I was planning to spend. But the 
result? The book made back the cost of the design in its first week of sales. 
 
How I Vet Designers 
Here’s how I assess potential designers today. 
 
For their portfolio, I look for at least ten covers in my genre, stylistic variety within those examples, and recent 
work — nothing older than two years. 
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I check reviews from real authors (pro tip: look up their books on Amazon), paying attention not just to final 
results, but also to how the designer communicates and meets deadlines. 
 
I always run a small paid test project first. I ask for a rough sketch or draft, we discuss creative directions, and 
I see how they respond to revisions. 
 
One time, I was launching a new thriller series and tested three designers with the exact same cover brief. 
The first one was delivered a week late. The second did beautiful work, but completely ignored the brief. The 
third hit the deadline, delivered three concepts, and clearly explained the rationale behind each one. That 
designer is now my go-to for all major projects. 
 
How to Write a Proper Design Brief 
Here’s the format I use for every design brief: 
I start with key book information: the title and series name, genre and subgenre, target audience, and primary 
competitors. 
Then I give technical specs like dimensions for Kindle and paperback, preferred color scheme, required 
elements (like series number), and deadlines. 
I include visual references — 3 to 5 covers I love, and 2 or 3 I strongly dislike, along with short notes on why. 
Saying “this one looks cool” isn’t feedback. Saying “the font is too thin for thumbnails” or “the cover lacks 
contrast” gives the designer something to actually work with. 
 
Managing the Design Process 
When I work with a designer, I follow a structured process that includes: 
• Milestone approvals: first the general concept, then a rough layout, followed by color and typography polish, 
and finally fine-tuning. 
• Clear deadlines for each stage, with buffers for delays and time zone differences. 
• A payment system that splits the cost — 30% upfront, 30% after the concept is approved, and 40% upon 
final delivery. 
 
I once nearly missed a book launch because I forgot to factor in the time difference between me and my 
designer. Since then, I always build in an extra two or three days just in case. 
 
Remember, a great cover designer isn’t just a contractor — they’re a creative partner. Treat the relationship 
with professionalism and respect, and the results will exceed your expectations. 
 
And now, let’s move on to the next crucial part of a high-converting listing… 
 

The Secret of Circular Composition: How to Design a Cover Readers Can’t 
Look Away From 
You know what I discovered after analyzing hundreds of successful Amazon book covers? There’s a powerful 
technique used by top-tier designers — one they rarely talk about. I call it “The Circular Composition 
Principle,” and it’s one of the most effective tricks I’ve seen for turning an average book cover into a 
high-converting bestseller. 
 
I still remember the night I figured it out — like it happened yesterday. I was up late, sipping my third cup of 
coffee, buried in a sea of ad data and client reports. That’s when I noticed a pattern that sent chills down my 
spine. Certain books — ones that didn’t always have the best artwork or the flashiest fonts — were 
consistently pulling 1% or even 1.5% click-through rates on Amazon ads. Meanwhile, other covers that 
looked perfectly decent were stuck at 0.3% or 0.4%. So what made the difference? It was this very design 
principle I’m about to share with you. 
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The beauty of circular composition lies in its simplicity. The idea is to arrange the visual elements on your 
cover so that the viewer’s eye naturally travels in a loop — a visual circle that repeatedly leads back to the 
focal point. This creates an almost hypnotic effect. The reader feels drawn in, as if being pulled into the 
story’s world just by looking at the cover. 
Let me break down how it works — I’ve tested this on hundreds of launches. 
 
The Central Element 
Start by placing the main visual focus in the center of the cover. This could be a striking character, a bold 
symbol, or a dramatic object — anything that grabs attention instantly. It should carry the most visual weight 
on the page, standing out clearly without overwhelming the rest of the design. Use color or contrast 
strategically here to make the focal point pop, but don’t overdo it — balance is key. 
 
I recently worked on a cover for an epic fantasy novel that’s a perfect example of this. We placed a massive 
flaming sword in the dead center — engraved with ancient runes glowing on the blade. Around it, we 
designed a glowing spiral of symbols, each one pulsing with light in its own rhythm. The result? CTR 
skyrocketed from a flat 0.5% to a jaw-dropping 1.7%. Why? Because the reader’s eyes were literally dancing 
across the cover, following the circular flow of the runes. 
 
Supporting Elements 
To enhance the effect, arrange secondary objects — like background characters, symbols, or scenery — 
along a subtle circular path. This builds a sense of depth and layering, giving the composition dimensionality. 
 
Use variations in tone or shape to create a gentle “path” for the eye to follow — subtle gradients or geometric 
curves work great for this. Diagonal lines and arcs add tension and motion to the scene, and light flares or 
glow effects can guide the viewer gently from one element to the next. 
 
This circular layout doesn’t just make your cover more visually interesting — it makes it engaging. The viewer 
lingers longer, subconsciously looping through the design. And on Amazon, that extra second or two of 
attention can be the difference between a scroll and a click. 
 
If you want to boost conversions without changing your book or doubling your ad budget, mastering circular 
composition might be the most powerful design tool in your arsenal. 
 
Let me share another real-world example from my own experience. We were working on a psychological 
thriller about a serial killer. In the center of the cover, we placed a dramatic silhouette of the victim, frozen 
mid-motion. Surrounding the figure — arranged like the ticking hands of a doomsday clock — were key clues: 
a glove, a knife, a torn letter, a broken mirror shard. Each object varied slightly in size and brightness, 
creating a natural, almost hypnotic circular motion for the eye. The result exceeded all expectations: 
conversion rates increased by a staggering 82%. 
 
Text Elements 
To reinforce the visual journey, we curved the book title in a smooth arc above the central element, using a 
font that matched the mood of the story. The author's name followed a complementary arc at the bottom, 
providing visual balance. The subtitle or series name was seamlessly integrated into the circular design, 
maintaining the flow. We also played with transparency and soft shadows on the text to add depth and subtle 
contrast. 
 
The biggest mistake I’ve seen — and one that kills circular composition completely — is when the text “cuts” 
through the artwork in a harsh, linear way. I remember one mystery author who insisted on placing all the text 
in a straight line right through the middle of the cover. It broke the entire visual rhythm. After we redesigned 
the typography to follow the circular path, his sales tripled. 
 
My Circular Composition Checklist 
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Check your focal point: 
●​ Is it clearly visible and commanding enough? 
●​ Does it grab attention instantly? 
●​ Does it convey the emotional core of the book? 
 
Track the eye flow: 
●​ Is there a natural path for the eye to follow? 
●​ Are there any abrupt visual breaks that disrupt the flow? 
●​ Does the viewer’s gaze return to the center? 
 
Test at thumbnail size: 
●​ Does the circular effect still work when the cover is scaled down? 
●​ Are all the key elements still legible? 
●​ Does the visual energy hold up at a glance? 
 
Here’s another case study: I worked recently with an author in the romantic fantasy niche. Initially, she 
wanted a standard layout — heroine in the center, glowing magical effects surrounding her. We took a risk 
and applied the circular composition method. Around the central figure, we placed five magical symbols, each 
with a distinct glow and style, forming a visual path around her. 
 
The outcome was beyond anything we expected: 
●​ CTR jumped from 0.6% to 1.9% 
●​ Time spent on the book’s Amazon page increased by 40% 
●​ Conversion to sales rose by 65% 
 
And you know what was most fascinating? When we surveyed readers, most couldn’t quite put their finger on 
what made the cover so appealing. They just said things like, “I can’t stop looking at it,” or “There’s so much 
to take in.” That’s the power of a well-executed circular composition — it works on a subconscious level. 
 
The goal of circular composition isn’t just to place elements in a pleasing way — it’s to create a visual journey 
for the reader’s eye. When the eye naturally follows a circular path and returns to the focal point again and 
again, that’s when true engagement happens. That’s when curiosity builds. And that’s when people click. 
 

Choosing the Right Font: Your Secret Weapon — or Your Biggest Mistake 
You know what never stops surprising me when working with new authors? How casually many of them treat 
font selection for their book covers. I often hear things like, “Oh, I’ll just pick one that looks nice!” or “Let’s go 
with the first one on Canva.” Every time I hear that, I wince a little inside — because I know firsthand that the 
wrong font can ruin even the most brilliant cover. 
 
I still remember my first epic failure with fonts. I chose a “creative” handwritten font for a thriller. I thought it 
would be unique. Spoiler: it was terrible. My ad’s CTR dropped to 0.1%, and one reader even commented, “I 
thought it was a cookbook, judging by the font.” Brutal — but a great lesson. 
 
Let me walk you through how I approach fonts now — and why this detail is so much more important than 
most authors realize. 

The Psychology of Fonts: What Readers Really See 
Every font sends a subconscious signal to your reader. It's the voice of your book — speaking even before 
they read a single word. 
 
Serif Fonts (with tails and flourishes) 
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They convey a sense of tradition and reliability. 
Perfect for: 
Historical fiction 
Serious non-fiction 
Classic mysteries 
Examples: Garamond, Baskerville, Georgia 
 
Sans-Serif Fonts (clean, modern) 
They feel contemporary and accessible. 
Ideal for: 
Modern fiction 
Sci-fi 
Business books 
Examples: Helvetica, Roboto, Open Sans 
 
I once worked with an author of historical fiction who had chosen a trendy, minimalist sans-serif font. The 
result? The book looked more like an iPhone manual than a sweeping historical novel. After switching to 
elegant Garamond, his sales jumped by 40%, without touching the ad budget! 

My Step-by-Step Process for Choosing the Perfect Font 
Understand the tone of your book 
What emotions should the cover evoke? 
What’s the voice of the narrative? 
Who is the target reader? 
Create a shortlist of at least 10 fonts 
3–4 classic fonts for your genre 
3–4 modern alternatives 
2–3 wildcards to experiment with 
Test in multiple sizes 
Full-size cover 
Thumbnail (how it appears in Amazon search) 
Mobile preview 
 
Real-world example: I was working on a fantasy series. We spent a week testing 15 different fonts. Know 
what worked best in the end? A two-font combo: a bold serif for the author’s name (adding epic flair), and a 
sharp sans-serif for the title (ensuring legibility at thumbnail size). Result? CTR jumped from 0.4% to 1.2%. 

Three Essential Rules for Font Pairing 
Contrast is key 
Never use two similar fonts. 
Establish a clear hierarchy between the title and author name. 
Experiment with font size and weight to guide the eye. 
Legibility matters more than style 
Keep decorative elements minimal. 
Ensure strong contrast with the background. 
Always test at the smallest size — where most readers will first see it. 
Honor genre expectations 
Study the Top 100 books in your niche. 
Note recurring font choices. 
Find a way to stand out within the expected visual code. 
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The most expensive font mistake I’ve seen? A thriller author who used a soft, rounded font because “it 
matched the color scheme.” Readers thought it was a YA romance. He lost a month of sales and burned 
through $500 in ads — with nothing to show for it. 

Where I Find High-Quality Fonts 
 
Here are my go-to sources: 
Google Fonts 
Free and legal 
Excellent on-screen readability 
Constantly updated 
 
Adobe Fonts 
Professional grade 
Massive selection 
Industry-standard compatibility 
 
Specialty Sites 
dafont.com — great for unique display fonts 
fontspace.com — creative options 
myfonts.com — premium, commercial-quality fonts 
 
Always check the license! I once nearly got fined for using a “free” font that was only free for personal use. 
Now, the first thing I do is read the licensing terms — and you should too. 
 
Let me say this loud and clear: Fonts are not just decoration. They’re communication tools. And when chosen 
wisely, they can elevate your cover from average to unforgettable. Treat font selection like the strategic 
decision it is — because it really might be your secret weapon. 
 

Practical Checklist for Choosing Fonts 
Before you approve a font for your book cover, run it through this checklist: 
 
The Basics: 
– Is it readable at the smallest size? 
– Does it complement the main imagery? 
– Does it match the genre and tone of the book? 
 
Technical Considerations: 
– Does it include all necessary weights (regular, bold, italic)? 
– Are special characters (accents, punctuation) properly rendered? 
– Is the font licensed for commercial use? 
 
Marketing Factors: 
– Does it stand out among competitors (but not too much)? 
– Does it create the right expectations for the reader? 
– Does it support your author brand? 
 
You know what I always tell my clients? “Choosing a font is like choosing the voice of your book. It can 
whisper or shout, soothe or disturb, invite or repel. And take it from me — the wrong voice can completely 
sink even the most brilliant story. Make sure your font says exactly what you want to say — clearly, 
confidently, and professionally.” 
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Remember: there's no such thing as a “perfect font” for every project. There is, however, a perfect font for 
your book. And finding it isn’t about luck or taste — it’s about careful analysis, deliberate testing, and 
understanding the psychology of your target audience. I’ve spent years and thousands of dollars learning this 
the hard way. 
 
How to Choose the Perfect Font for Your Cover — Lessons Learned the Hard Way 
You know what still makes me cringe and laugh nervously? Thinking back to my very first book cover. Like a 
total newbie, I opened Canva, picked the first “nice-looking” font I saw, and confidently thought, “This looks 
cool!” Spoiler: it didn’t work. Not even close. That cover was so off-brand that I still twitch whenever I see it in 
my archives. 
 
I remember when a seasoned designer — now a close friend and mentor — looked at that cover and gently 
asked, “Why did you use a children's unicorn story font… for a thriller about a serial killer?” That was my 
painful wake-up call. I realized just how wrong my instincts were back then. 
 
Let me walk you through how I choose fonts today — so you don’t waste months fixing something that 
could’ve been right from the start. Trust me, these lessons were paid for with stress, time, and money. 
 
Rule #1: Your Font Is the Voice of Your Book 
Think of your book as a person trying to speak to a potential reader. What kind of voice does it have? 
A serious academic thriller shouldn’t be speaking in a playful, rounded typeface. 
A light-hearted romance probably shouldn’t wear a gothic blackletter. 
A business book loses credibility if it uses a cartoon-style font. 
 
Case study: I once worked with an author writing a nonfiction book about quantum physics. He chose a 
trendy handwritten script because “it looked creative.” Guess what readers said? “Looks like a spiritual 
wellness blog.” After we swapped it for a strong serif font, his sales jumped 40%. 
 
Rule #2: Test in Thumbnail Size 
Here’s my favorite test to evaluate any font’s usability — I shrink the cover down to a postage stamp and step 
back six feet from the screen. If I can still read the title, it passes the first test. 
 
My testing process: 
I create a shortlist of 10–15 potential fonts 
Generate thumbnails with each one 
Show them to others on their phones 
Ask: “What does this say?” 
 
Real example: I was working with a fantasy author who fell in love with a fancy gothic script. At full size, it 
looked majestic. But in Amazon ads? Pure gibberish. We tested 12 alternatives before finding a typeface that 
kept the fantasy vibe but remained readable even at the smallest sizes. 
 
Rule #3: Match the Font’s Emotion to the Book 
Every font conveys emotion. Here’s a simplified breakdown: 
Serif Fonts (with decorative strokes): 
Feel reliable, timeless, intellectual 
Great for: historical fiction, serious nonfiction, academic books 
Sans-Serif Fonts (clean and simple): 
Feel modern, fresh, accessible 
Great for: contemporary fiction, business, self-help 
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I once ran an experiment using the same thriller cover, but with two versions — one using a classic serif font, 
the other using a clean sans-serif. The serif version had almost double the CTR. Why? Because readers 
subconsciously associated it with serious literature. 
 
Rule #4: Don’t Skimp on Font Licensing 
I know what you're thinking: “Why pay for a font when there are so many free ones?” Take it from someone 
who learned the hard way — free fonts can become very expensive. 
 
Here’s what happened to me: 
I used a “free” font for a three-book series 
Six months later, I got an email from the copyright owner 
Turns out, the font was for personal use only 
I had to redo all the covers and lost my Amazon ranking in the process 
 
Now I only use: 
Google Fonts (truly free and licensed) 
Licensed fonts with clear commercial rights 
Purchased fonts bought specifically for each project 
 
Yes, a good font might cost $50–$100. But that’s an investment — one that pays for itself in the first few 
weeks of launch. Plus, you get something unique — you won’t see the same font plastered across a dozen 
other books in your genre. 
 
Let me leave you with this: Fonts are silent storytellers. They speak to your reader before your first sentence 
ever does. Choose one that knows what to say — and says it well. 
 

How to Add Depth and Professionalism: Working with Layers 
You know what always surprises me when reviewing beginner book covers? Even when all the right elements 
are technically there, the cover often still looks... flat. Like someone just stuck a few stickers on a sheet of 
paper. And that kills sales faster than bad marketing ever could. 
 
I remember my first year on KDP—I was proud of my covers. “Clean and simple,” I thought. Until an 
experienced designer said, “Leslie, your covers look like a school project made in PowerPoint.” It hurt to hear, 
but he was absolutely right. I was making the classic rookie mistake: only using three basic layers. 
 
Let’s break down how to create true depth that screams professional design: 

1. Basic Layers Are Just the Beginning 
A typical beginner’s cover is made up of: 
A background image 
A central object 
Text slapped on top 
 
That’s like trying to build a computer with just a motherboard, a processor, and a case. Sure, it might turn on, 
but good luck actually doing anything with it. 
 
I recently worked with a thriller author whose first cover followed that exact formula: a blurry alleyway 
background, a silhouette of a killer, and some text across the top. Technically correct—but it looked like a 
poster for a student film. Once we redesigned it with a layered composition, his conversion rate shot up by 
127%. 
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2. The Magic of 5–7 Layers 
Here’s how I approach adding visual depth today: 
 
Layer 1: Atmospheric Background 
Not just an image, but the emotional foundation of the design. I often use gradients or textures and add subtle 
blur to create dimension. 
 
Layer 2: Shadow Layer 
Adds base-level depth and volume to the composition. It also helps connect foreground and background 
elements. 
 
Layer 3: Main Subject 
The star of the cover—this element should be crisp, contrast strongly with the background, and often break 
the boundaries of the layers behind it. 
 
Layer 4: Supporting Objects 
Additional elements like symbols or secondary characters. These should sit at different depths to create 
hierarchy and balance. 
 
Layer 5: Text Effects 
This includes subtle shadows, glow, or layering that visually integrates the typography with the image. 
Transparency tricks also help here. 
 
A real-world example: I was designing a fantasy novel cover. Instead of just slapping a dragon over a castle 
backdrop, we did the following: 
Created a misty gradient background 
Added shadowy silhouettes of distant mountains 
Layered in the castle with depth-enhancing shadows 
Positioned the dragon so it overlapped foreground and midground elements 
Placed part of the book title behind the dragon’s wing to create spatial depth 
Sprinkled glowing magical particles across the scene 
Finished with a global lighting layer for cohesion 
 
The result? CTR jumped from 0.6% to 2.1%. 
 

3. The Overlap Technique: How to Make Your Cover Come Alive 
One of my favorite tricks for creating depth is letting elements interact with each other. It’s just like theater: 
when actors just stand on stage, that’s one thing—but when they interact, everything feels more alive. 
 
Here are some of the most effective ways to use overlapping: 
Part of the title is obscured by a foreground object 
Foreground elements cast shadows on the background 
Light effects pass through multiple visual layers 
 
Case study from the field: I worked with a business author who wanted a “clean and modern” design. But his 
idea of “clean” resulted in a completely flat-looking cover. We redesigned it by adding: 
A layered background with subtle gradients 
Bold charts and graphs that extended beyond the frame 
Text elements that visually interacted with the graphics 
Subtle shadows and lighting accents 
The result? His sales jumped 85% in the very first month. 
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4. Creating a 3D Look That Makes Readers Reach Out 
You know what compliment I love hearing most about a cover? “It feels like I could reach out and touch it.” 
Here’s how you achieve that immersive, tactile feel. 
 
Working with perspective: 
Place visual elements at different “depths” in the scene 
Use blur effects for background layers 
Adjust the scale of objects to simulate foreground and distance 
 
Lighting effects: 
Directional lighting creates volume and shape 
Soft shadows add realism and dimension 
Highlights and reflections enhance visual depth 
 
Textural layering: 
Fine textures give a tangible, touchable quality 
Varying transparency makes everything feel airier 
Micro-details boost realism and polish 
 
Real success story: I recently redesigned a nonfiction science book cover. The original version was classic: a 
stock photo of a brain on a black background, with white text slapped on top. We transformed it into a true 
multi-layered composition: 
Added a cosmic background with glowing nebulae 
Created a glowing 3D model of a human brain 
Built neural connections stretching out into space 
Integrated the title so it looked like it was floating in mid-air 
Sprinkled in light particles to create motion and depth 
 
The results were incredible: conversion increased by 156%, and multiple reviews praised the “stunning cover 
that instantly grabs attention.” 

5. Common Mistakes When Working with Layers 
 
Even when authors try to add visual depth, I often see the same classic mistakes: 
Overloading with effects: 
Too many shadows clutter the image 
Excessive glow effects dilute the focal point 
Conflicting textures create visual noise 
 
Poor hierarchy: 
Key elements get lost in the design 
No clear visual focal point 
Layers placed without intent or flow 
 
Technical missteps: 
Low-resolution assets that look pixelated 
Sloppy object cutouts with jagged edges 
Transparency issues that create visual artifacts 
 
True story: I once worked with an author who got a little too excited about layering. His cover ended up 
looking like a Christmas tree—everything sparkled and flashed. I had to gently walk him through the “less is 
more” principle and show how just a few well-chosen effects could outperform a dozen chaotic ones. 
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Final takeaway: The goal of a multi-layered design isn’t just to pile on more stuff. It’s to create a harmonious 
composition where every layer reinforces the central concept and contributes to a strong, professional 
impression. Think of it like an orchestra: every instrument matters, but they need to play in sync. 
 

Step-by-Step Checklist for a High-Converting Book Cover 
You know what I love most about working with new authors? That moment when they see what happens after 
launching a properly designed cover for the first time. Their eyes go wide as their CTR jumps from a sad little 
0.3% to a confident 1.2%. It feels like magic—except it's not. It's the result of following a proven system. 
 
I still remember my first serious redesign. I delayed working on it for a whole week, telling myself, “The old 
one’s not that bad, right?” Spoiler: after the update, my sales jumped 43% in the first week. Since then, I 
religiously follow this checklist and make all my clients do the same. 
 
Let’s break it down in detail: 

1. A Unique Layout 
Forget everything you know about “classic” book cover layouts. Seriously. That tired old formula—image in 
the center, title on top, author name at the bottom? That died sometime around 2018. 
 
What works now: 
Asymmetrical compositions 
Unusual text placement 
Integrating title with artwork 
Breaking traditional layout boundaries 
 
Real-world example: I recently worked with a fantasy author who brought me a traditional cover 
draft—dragon dead center, title on top, name on the bottom. We flipped the concept: 
Had the dragon burst out beyond the frame 
Wove the title between its wings 
Used scale texture to partially conceal letters 
 
Result? CTR jumped from 0.5% to 1.8%. 
 

2. Intentional Font Choice 
You know what mistake I made most often early on? Choosing fonts because they “looked nice.” That’s like 
buying a car just because it’s red, without checking the engine. 
 
My process for picking fonts: 
Analyze the top 20 books in your genre 
Identify 3–4 dominant styles 
Test fonts at full size and thumbnail 
Check legibility in Amazon’s miniature view 
A/B test with your target audience 
 
Real story: A thriller author insisted on a gorgeous, swirling typeface. Beautiful? Yes. Legible in thumbnail? 
Not at all. We switched to a sharper, grittier thriller font, and conversions went up 67%. 
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3. A Multi-Layered Structure 
Remember the “5+ visual elements” rule? That’s not some design quirk—it’s what separates pro-level covers 
from amateur ones. 
 
My typical layer stack includes: 
Base background (often with subtle gradients) 
Texture layer (adds visual depth) 
Main visual element 
Supporting graphics or icons 
Text with effects (shadows, highlights) 
Lighting overlays 
Final polish and corrections 
 
I once ran an experiment where I created two versions of the same cover concept—one with three layers and 
one with seven. The result? Nearly double the CTR for the seven-layer version. 

4. True Depth Effect 
This is where the magic starts to happen. A flat cover is like watching a black-and-white movie in an IMAX 
world. It might “technically” work—but you can do so much better. 
 
How to build real depth: 
Use perspective in your composition 
Layer in shadows with varying intensity 
Play with transparency 
Create a sense of visual immersion 
 
Case study: A nonfiction author came to me with a classic flat cover—just a photo of a brain on a white 
background. We updated it by: 
Using a deep, gradient-rich backdrop 
Adding subtle glowing edges around the brain 
Introducing floating neurons in the foreground 
Sinking the title slightly behind the main object 
Without touching the ad budget, sales rose by 85%. 

5. Miniature Visibility 
Here’s my favorite test: I shrink the cover to the size of a postage stamp and show it to random people on 
their phones. If they can guess what the book is about in under 2 seconds, it passes. 
 
Things to verify: 
Title readability at thumbnail size 
Recognition of key visual elements 
Color contrast retention 
Genre clarity from the first glance 

6. Target Audience Feedback 
This is the most important—and most ignored—step. “I like it” is the worst possible reason to approve a 
cover. 
 
My testing method: 
Create a poll in Facebook groups related to your genre 
Show the cover to at least 100 potential readers 
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Ask specific questions: 
“What kind of book do you think this is?” 
“How much would you expect to pay for this?” 
“Would you click on this cover?” 
 
Most telling experience: A romance fantasy author insisted on a dark, moody cover because she “just really 
liked it.” We ran a test, and 82% of readers mistook it for horror. After a genre-appropriate redesign, her sales 
tripled—3.4x growth, no changes to the blurb or ads. 
 
Let me know if you'd like to continue with the next chapter—I'll keep the tone, clarity, and structure just as 
tight and helpful. 
 

CTR Is Your Money 
Let’s be real for a moment. Every percentage point in your CTR is money—cold, hard cash—in your pocket. 
So when I hear authors say, “My cover’s fine,” I always ask them, “What does ‘fine’ mean to you? A 0.4% 
CTR?” 
 
Let’s do some simple math: 
1,000 impressions with a 0.4% CTR = 4 clicks 
1,000 impressions with a 1.2% CTR = 12 clicks 
 
Assuming an average conversion rate of 10%, that’s the difference between 0.4 and 1.2 sales per thousand 
impressions. Multiply that by your ad reach, and you’ll see exactly how much money is leaking out of your 
campaign every single day. 
 
I’ve spent years and thousands of dollars refining this success formula. And every single time an author 
follows this checklist, the results blow past expectations. Not because it’s some mystical trick—but because 
it’s a system. A tested, data-driven system built on real-world experience. 
 
Here’s the truth: if you don’t change anything, nothing will change. But even minor improvements in your 
layout or font can get you a free 30–50% performance boost. And when you go all in—apply the full checklist, 
build real visual depth, and design with intent—the results can be absolutely game-changing. 
 
Now you know exactly what to do. 
The only question left is: are you ready to start today? 
 

What Is a Buyer-Intent Keyword 
When I first got started with Amazon KDP, I made the classic rookie mistake: chasing traffic at all costs. I was 
thrilled with every single ad impression—like a kid with candy—and I truly believed that the more people saw 
my book, the fatter my wallet would get. Spoiler alert: I was painfully wrong. That mistake cost me thousands 
of dollars in wasted ad spend. Even now, I still wince when I think back to those budget reports. 

Traffic Keywords vs. Buying Keywords 
Let me break it down for you with a real-world example, so you don’t fall into the same trap I did. 
 
Imagine you’re selling a book on gardening. You have two possible keywords: 
“Gardening” (traffic keyword) 
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“Beginner’s guide to growing roses” (buyer-intent keyword) 
 
The first keyword? It’ll get you tons of impressions, no doubt. People search for “gardening” all the time—it’s 
a popular topic. But here’s the key question: what’s their intent when they type that into the search bar? Are 
they just browsing? Looking up something for a school paper? Or are they actually ready to buy a book? 
 
From my experience, 90% of traffic keywords lead people to free blog articles—not sales. When I ran ads on 
generic terms like these, my budget vanished faster than fall leaves in the wind. Yes, I got thousands of 
impressions, but sales? You could count them on one hand. 
 
Why? Because those people were still in the research phase. They were just gathering info. They weren’t 
buyers yet. It’s like someone walking into a store “just looking.” We’ve all done it. 
 

The Anatomy of a Buyer-Intent Keyword 
Let’s dissect the kind of keyword that actually drives conversions. I call this the Buyer Intent Formula, and 
here’s what it includes: 
 
●​ A clear problem or goal — Not just “gardening,” but “how to grow roses” or “how to get rid of aphids in 
a greenhouse.” The more specific the need, the higher the chance they’re ready to pay for a solution, not just 
browse for info. 
●​ Skill level — Is the book for “beginners,” “advanced learners,” or “experienced gardeners”? This helps 
filter your audience so you’re attracting readers who will find your book directly useful. 
●​ Solution format — Are they looking for a “guide,” “step-by-step manual,” “handbook,” or “practical 
workbook”? When someone searches using a format, they’re already imagining how they’ll use the content. 
That’s a strong signal they’re serious. 
●​ Extra qualifiers — Things like geographic zone, season, conditions, or climate. These details mean 
the person has thought through their situation and isn’t just browsing—they’re shopping for their exact need. 
 
I’ll admit, I didn’t get this right at first. I used to bid on broad terms like “fantasy books” or “romantic fiction” 
and then wonder why conversions were so low. Everything changed when I switched to more targeted terms 
like “urban fantasy with a strong female lead” or “romantic thriller with paranormal elements for adults.” 
 
Here’s an example of a perfect buyer-intent keyword: 
“Step-by-step guide to organic gardening on small city lots.” 
 
See how specific that is? The person typing that knows exactly what they want. They’re way past the “just 
curious” phase. They’re already picturing themselves using the advice in their backyard garden. They may 
even be planning to buy seeds or tools soon. 
 
These are the kinds of search terms that drive sales with the least amount of ad spend—and these are 
exactly the keywords we’re going to focus on in this book. 
 

Why Traffic ≠ Sales 
Many authors fall into the trap of chasing big numbers, pouring money into campaigns that get tons of 
impressions—without realizing that traffic doesn’t equal sales. I’ve watched countless KDP beginners bleed 
ad dollars on broad keywords, assuming that wide reach automatically brings success. Here's the kind of 
scenario I’ve seen play out again and again: 
 
Keyword: “Gardening” 
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100,000 impressions (looks impressive, right?) 
1,000 clicks (CTR = 1% — your first red flag) 
10 sales (conversion rate = 1% — people are just browsing) 
Cost per click = $0.50 (high cost for low-quality traffic) 
Total spent: $500 
Revenue: $100 (at $10 per book) 
ACoS: 500% (a total disaster) 
 
Now let’s look at a smarter, more targeted approach: 
Keyword: “Beginner’s Guide to Growing Roses” 
1,000 impressions (fewer, but highly targeted) 
50 clicks (CTR = 5% — people are actually finding what they want) 
15 sales (conversion = 30% — now we’re talking!) 
Cost per click = $0.30 (lower, thanks to less competition) 
Total spent: $15 
Revenue: $150 
ACoS: 10% (this is what efficiency looks like) 
 
I personally lost thousands of dollars before I truly understood this difference. It was painful going through 
those ad reports, watching money vanish like water down a drain. Now, before I run any campaign, I ask 
myself one critical question: 
“Is the person searching for this keyword ready to buy a book—right now?” 
If the answer isn’t a confident yes, I don’t even bother. Trust me, your ad budget will thank you. 
 

What Amazon Really Wants 
Amazon is, above all else, a business. Its algorithm is laser-focused on three metrics—and I learned this the 
hard way, losing big money on weak campaigns. 

Clicks (CTR) 
This tells Amazon how relevant your offer is to the shopper’s search. When a reader sees your book in the 
search results and thinks, “Yes, this is what I’m looking for,” that click is a huge signal to Amazon. Without 
strong CTR, you’re invisible. Period. 

Conversions 
This is Amazon’s way of knowing whether your book actually solves the reader’s problem. They closely 
monitor how many people who click actually buy. If too many visitors leave without purchasing, Amazon 
quietly buries your book in the rankings—no matter how much you spend. 

Relevance 
This is about true alignment between your book and the reader’s intent. It’s not just matching words—it’s 
about answering the real question behind the query. And Amazon’s algorithm is getting smarter by the day at 
figuring out whether your book actually delivers on that promise. 
 
The bottom line? 
Stop chasing traffic. Start targeting buyer intent. One high-converting keyword can outperform a hundred 
broad ones—and save you thousands of dollars along the way. 
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A Practical Approach to Choosing High-Intent Keywords 
Let me walk you through the keyword method I’ve refined over years of KDP publishing—the same method 
that pulled my business back from the brink more than once. 
 

Step 1: Test for Specificity 
❌ “Business books” — That’s like shouting into the void. Too broad. Too competitive. And the buyer intent? 
Close to zero. 
✅ “How to open a coffee shop from scratch” — Now we’re talking! This person knows exactly what they 
want, and they’re ready to pay for a solution. I’ve seen conversion rates of up to 40% on this kind of 
ultra-specific phrase. 

Step 2: Analyze the Competition 
Treat the top 10 Amazon search results like a crime scene investigation: 
What do the listings have in common? 
What promises are they making in the title, subtitle, or A+ content? 
Check the BSR (Best Sellers Rank). High-performing books (low BSR = more sales) are a signal that the 
keyword is converting. 
 
And if you spot weak covers or bad copy in the top results—that’s your opening. Better quality = better 
chance to steal the sale. 
 

Step 3: The Intent Test 
These are the questions I ask myself every single time I’m evaluating a new keyword: 
Is the person searching for a clear problem or goal that your book can solve? 
Compare: “how to start an Amazon store” vs “online business ideas” 
One is ready to act. The other is just browsing. 
Is there a sense of urgency or readiness to pay for a solution? 
“Freelance contract templates” screams “I need this now!” 
Is the keyword specific enough to target a precise pain point or desire? 
“How to cure acne in 30 days” is miles ahead of “skin problems” 
 
Does it include a commercial trigger? 
Words like “buy,” “download,” “step-by-step plan,” or “beginner’s guide” are signals that the person isn’t just 
curious—they’re ready to buy. 
 
My favorite mental tool for this is the “coffee shop test.” 
Imagine meeting someone who just typed that keyword into Amazon. Ask yourself: 
“Is this person ready to buy a book right now, or are they still window shopping?” 
If it feels like the conversation would end with, “Hmm, I’ll think about it,”—ditch that keyword. 
You want the ones where the buyer is locked in, looking for your exact solution. 
 

Real-World Keyword Comparisons 
Let’s break down a few examples from my actual campaigns so you can see this principle in action: 
Nonfiction: 
❌ “How to lose weight” — too vague. Most users are just browsing free info. 
✅ “30-Day Weight Loss Plan for Women Over 40” — this has urgency, a defined audience, and a clear 
format. That’s someone who’s past the “maybe” stage and ready to buy something actionable. 
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Fiction: 
❌ “Fantasy books” — this is like walking into a bookstore and saying, “Show me something good.” Way too 
broad. 
✅ “Dark fantasy with dragons and magic” — now you’re talking. That reader knows what they love and 
they’re searching for it. They’re not just browsing—they’re hunting. 
 
Children’s Books: 
❌ “Books for kids” — this parent hasn’t made a decision yet. They’re still exploring. 
✅ “Educational books with activities for 3–4 year olds” — this parent knows their child’s age, wants 
development-focused content, and has a specific format in mind. That’s a buyer. 
 
You’re not just looking for any traffic—you want people who are ready to click “Buy Now.” 
The right keyword isn’t just a phrase—it’s a window into someone’s intent. And once you learn how to 
recognize buyer intent, you’ll never waste ad money on empty clicks again. 
 

How to Identify Buyer Intent 
Whenever I’m analyzing keywords—whether for my own books or for clients—I run every single one through 
this proven checklist. If a keyword checks most of these boxes, chances are, it will lead to real sales, not just 
empty clicks. 
 
✅ Clearly defined target audience 
The more specific the audience is in the keyword—“for single moms,” “for beginner entrepreneurs,” “for med 
students”—the higher the odds that the person searching is already in a buying mindset. Vagueness is the 
enemy of conversions. 
 
✅ Identifiable problem or desire 
Great keywords reflect a concrete pain point or goal that your book solves. Think: “how to stop 
procrastinating” or “how to start investing from scratch.” These are people who are actively seeking a 
solution—and ready to pay for it. 
 
✅ Includes the format or solution type 
Keywords like “workbook,” “step-by-step guide,” or “illustrated manual” show the buyer has already 
envisioned the type of product they want. They’re not browsing—they’re shopping. 
 
✅ Has qualifying details 
Phrases like “with no equipment,” “15 minutes a day,” or “on a tight budget” indicate a high level of buyer 
readiness. These aren’t casual researchers—they’re intentional, specific, and ready to make a decision. 
 
✅ Suggests action or urgency 
Look for signals like “start today,” “quick results,” or “plug-and-play templates.” These keywords scream: “I’ve 
got a problem, and I’m not waiting to fix it.” 
 
The more of these signals your keyword hits, the more likely it is to lead to an actual purchase—not just 
another bounce. 
 

Common Keyword Mistakes (And How I Learned the Hard Way) 
 
❌ Overly broad searches 
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Example: “Health books” 
This is like casting a net into the ocean and hoping to catch a very specific fish. Sure, you’ll get traffic. But it’s 
window-shoppers, casual browsers, and information collectors—not buyers. You’re paying for attention that 
never converts. 
 
❌ Informational keywords 
Example: “What is the keto diet” 
This person is at square one. They’re researching. They’re not ready to take action, much less make a 
purchase. It’s like trying to sell a wedding dress to someone who just started dating. Way too early. 
 
❌ Mismatched modifiers 
Example: “Free business books” 
Big mistake! That word “free” is a trap. Yes, it gets clicks—but from people who have no intention of spending 
money. If you show them a paid book, they bounce. You just paid to disappoint someone. 
 
❌ Low-buying-intent searches 
Example: “Business plan examples” 
This user wants to peek at templates, maybe copy some ideas—but they’re not necessarily looking to buy a 
full book. Advertising here is like running a steakhouse ad to someone searching “how to make steak at 
home.” Wrong moment, wrong mindset. 
 
My Most Expensive Keyword Mistake 
Want to know the single biggest ad blunder I’ve made? Trying to target everything. I figured, “The more 
keywords, the more exposure, the more sales!” What I got instead was hundreds of dollars gone every month 
on keywords that never converted. Don’t make that mistake. 
 
Focus on the buyers. The people who have their credit card out. The ones who are actively looking for a 
solution, and they just need your book to be that solution. 
 
Once you start dialing in on those high-intent keywords, everything in your ad campaigns changes—your 
costs drop, your conversions rise, and your return on investment finally makes sense. 
 

Scaling Strategy 
Once you've identified high-performing, buyer-intent keywords: 
 
Start with a small budget 
Don’t rush to throw big money at your ads. Even if a keyword looks like a perfect fit, test it with a small daily 
budget—$5 to $10 is more than enough to start. This is your safety net against painful financial mistakes. 
 
Monitor your ACOS 
ACOS (Advertising Cost of Sales) is your heartbeat. For new books, an ACOS up to 70% is acceptable. For 
more established titles, aim for 30% or less. Check this metric every 3–4 days at minimum—it tells you 
whether your campaign is thriving or bleeding. 
 
Raise bids on winning keywords 
When you find a goldmine—a keyword with low ACOS and consistent sales—don’t be afraid to scale. 
Increase bids by 10–15% each week until you start seeing diminishing returns. That’s how you hit the sweet 
spot between ad cost and revenue. 
 
Find related search terms 
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Winning keywords rarely live in isolation. If “recipe book for type 2 diabetics” performs well, test variations like 
“diabetic cookbook,” “low-carb recipes for diabetics,” or “meal plan for type 2 diabetes.” Often there’s a whole 
profitable family of keywords waiting to be uncovered. 
 
Check your reports consistently 
Pick one day a week for campaign review. I do this every Monday—I come in fresh and evaluate the past 
week’s data to make adjustments. Without regular check-ins, you’re flying blind. And flying blind is how ad 
budgets get torched. 
 
Practical Tips 
 
Use the right tools: 
Publisher Rocket — great for market research and profitable niche discovery 
KDP Rocket — helps uncover keywords that actually convert 
Amazon Search Console — see what people are really searching for 
 
Study your competition: 
What keywords are they using? Don’t copy—look for gaps and opportunities they missed 
How do they describe their books? Pay attention to tone, promises, and structure 
What pain points do they solve? That’s often the goldmine for your keyword strategy 
 
Test and optimize: 
Start with 10–15 keywords — don’t spread yourself too thin 
Track performance weekly — put it on your calendar 
Kill what doesn’t work — don’t be afraid to cut underperformers 
Scale what does work — once something performs, invest more gradually 
 
Be patient and consistent: 
Give each keyword at least 7–10 days to prove itself 
Keep a log of every change — what worked, what didn’t, and why 
Never change everything at once — tweak one thing at a time 
 
Amazon is a marathon, not a sprint. Early on, I tried promoting everything at once, and all I did was burn 
cash. Focus on just a few high-intent keywords. Even one strong keyword can outperform a dozen average 
ones. 
 
Buyer-intent keywords are the foundation of a successful Amazon ad campaign. 
They don’t just work—they transform the economics of your entire author business. 
 
Here’s what they actually do: 
Bring in the right readers—the ones ready to buy 
Deliver high conversion rates—because people find exactly what they need 
Drastically lower your ad costs—you pay for clicks that actually convert 
Boost your ROI to levels most authors only dream about 
Create the base for long-term, scalable growth across your entire book catalog 
 
Always remember: It’s better to have 5 keywords that convert like crazy than 50 that just waste money. It’s 
like having five loyal friends vs. fifty random acquaintances. Focus on quality, not quantity—that mindset will 
protect your ad budget and your sanity. 
 
Let me leave you with something personal that changed everything for me: When I stopped chasing traffic 
and focused on buyer intent, my ACOS dropped from a nightmare 300% down to a healthy 25%. 
I went from losing money on every sale to earning $4 for every $1 spent. That didn’t just improve my ad 
metrics—it changed my business. It gave me room to scale without setting my budget on fire. 
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Apply these principles with consistency and patience, and you’ll see the difference in your very first month. 
Stick with it—and three months from now, you might not recognize your sales dashboard. 
 
I believe in you. 
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Keyword Selection Strategy 
 
Are you struggling to find the right keywords for your books on Amazon KDP? I completely understand your 
pain—staring at those endless keyword lists and having no clue which ones to choose. And even when you 
think you’ve found good ones, they still fail to convert in your Amazon ad campaigns. Trust me, this is a very 
common problem. 
 
But don’t worry. I’ve been there myself, and I know how mentally and financially exhausting it can be. I literally 
wasted over $45,000 on Amazon KDP ads before I found what really works. And now I’m going to show you 
what I learned from those expensive mistakes. This strategy isn’t theoretical—I’ve tested it with real clients in 
real-world conditions. I work one-on-one with over a hundred clients, helping them scale their ads, and I can 
confidently say: this strategy works. 
 
I’m going to walk you through step-by-step how I helped my clients go from zero to consistent $1,000 
months—and in some cases, even reach $15,000 per month with a single book. And these aren’t one-off 
miracles—I help authors achieve results like this regularly. 
 
And the best part? You don’t have to repeat my painful journey or burn $45,000 learning what works. I 
already did it for you. I took the hits, made the mistakes, and built a system that gets results. You don’t need 
to spend a dime—I’m sharing this knowledge with you for free. All you have to do is read this chapter 
carefully, apply each step I lay out, and I promise you’ll start seeing results. 
 
Of course, you always have a choice—you can read the chapter and do nothing. You can keep doing things 
the old way. But let’s be real: if you truly want to change your results on Amazon KDP, you’ll need to start 
doing things differently. The choice is yours. 
 
The Maturity Level of Your Book 
 
When a new client comes to me and says: 
 
“Hey Leslie, I’m struggling with keywords. My Amazon ads just aren’t working.” 
 
—the first thing I do, the first thing I look at—is the maturity level of the book. And you know what? That’s a 
crucial detail most authors completely overlook. 
 
So what exactly is the “maturity level” of a book? Every book has a maturity level, just like a person. Let me 
break it down in simple terms so it’s crystal clear. 
 
When I talk about maturity, I mean several key things: 
 
How long has your book been published? 
 
How strong is your product page in terms of sales data? 
 
How well does Amazon “know” your book? How friendly is the algorithm toward it? 
 
Believe me—there are a ton of internal factors most authors have no idea exist. 
 
If your book is brand new—just released—it’s at the weakest point of its life cycle. This is completely normal. 
 
Why? Let’s look at a concrete example. Let’s say you just published your book and you already have 30 
reviews. That’s awesome! That’s the bare minimum you want when launching. Don’t expect hundreds of 
reviews right away—it’s unrealistic and will only discourage you. 
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As time goes on, as sales become more consistent, your ad campaigns get optimized, and more reviews 
naturally roll in, your book’s maturity level increases—just like a child growing up. 
 
Honestly, I like to compare a new book to a newborn baby. A baby can’t do anything on its own—you have to 
teach it everything. It can’t even walk. It needs time, care, and patience. 
 
Same thing with your book—it’s just starting out. You can’t expect it to perform like a bestseller right away. 
That’s like expecting a newborn to run a marathon. Totally unrealistic. 
 
Of course, every book matures at its own pace. But in the early stages, it’s incredibly hard to judge a book’s 
potential. You know why? 
 
Because you don’t have enough data. And Amazon loves sales data. It’s absolutely critical for scaling. 
Without it, you’re basically flying blind. 
 
You don’t have a clear understanding of your book’s weaknesses—because you’re just starting out. You don’t 
have hard numbers yet. And that’s okay! The key is to stay calm and methodical, not panic or expect 
overnight success. 
 
You can’t even objectively assess your book’s strengths yet—because you don’t have enough sales or reader 
feedback. It’s like trying to taste soup that’s only halfway cooked. 
 
Now let’s fast-forward 60 days. Your book starts accumulating real data. Sales become more consistent. Your 
product page looks more complete. You can finally see what’s working and what needs work. 
 
And you might be thinking: 
“Leslie, what does all this talk about reviews and waiting have to do with keywords?” 
 
Patience, my friend. We’re building a real business here, not just throwing text online. Every step matters. 
 
You probably won’t get all 30 desired reviews in the first 60 days—and that’s fine. We’ll work on it steadily. 
We’ll use reviewer platforms, strengthen the listing, build trust. It’s like growing a garden—takes time and 
constant care. 
 
Imagine going from 30 reviews to 70. That’s a big leap! A product page with 70 reviews looks way more 
credible. Naturally, your conversion rate improves. Readers see the social proof. 
 
But the most valuable thing? You now have 60 days of real data. Not scraps from launch week, but a solid 
foundation for optimization. 
 
What can we improve? 
 
First, the ad campaigns: we can adjust bids more accurately, turn off underperforming ads, and double down 
on what works. (Don’t worry—we’ll dive deep into advertising strategy later in this book.) 
 
Second, the book cover: now we can analyze CTR data from search queries and see if the cover performs or 
needs work. 
 
Third, the overall conversion: we look at A+ content effectiveness, review quality, other key metrics. Every 
element matters. 
 
Conversion will naturally go up as reviews increase. But we can push it even further with smart A+ content. 
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I go through the reviews, highlight the emotional triggers—was it the plot twist, a character, a useful 
insight?—and weave that into the A+ visuals. It creates alignment between what readers want and what we 
offer. 
 
These precise upgrades strengthen the listing and generate even more valuable sales analytics. Every 
change becomes a new experiment. And every experiment brings more clarity. 
 
The Gold Standard 
 
A book truly becomes stronger day by day—like a muscle that we’re training. And your results should 
improve in proportion to your efforts. 
 
But I stick to one simple rule: you can only truly evaluate a book after it hits 100 reviews. That’s my personal 
maturity benchmark, forged from years of experience. 
 
Before that milestone, a book goes through several stages. At first, it’s a baby—adorable, but inexperienced. 
Practically a blank slate. 
 
At around 60 reviews, the book becomes a teenager—there’s personality, there’s potential, but still a lot of 
volatility and unpredictability. Like any real teen, it’s trying to find its place in the market. 
 
So what does it mean to reach full maturity? For me, it’s that golden milestone of 100 reviews. 
 
Of course, it’s all relative and depends on your niche. In some categories, even 50 reviews is enough to 
signal “bestseller.” If you have 60 reviews in one of those tight niches—congrats, you’re already at the top! 
 
But for most genres, a hundred reviews is the true marker of stability and authority. With that kind of social 
proof, you’re now a serious contender. Your product page radiates trust. Conversion rates go up. Ads become 
more efficient. 
 
Based on my own experience (and that of my clients), it typically takes around 90 days from launch to reach 
100 reviews. Why 90 days? Let me break it down: 
 
I always start with a base of 30 reviews—that’s my minimum launch requirement. So we begin with 30. The 
first month brings in another 20 reviews through curated reviewer platforms. 
 
Month two? Another 20. Month three? Yet another 20. That gives us 30 + 60 = 90 reviews. 
 
Then you get around 10 organic reviews—the natural result of having your book visible in the market for three 
months, plus the ad traffic and general exposure. 
 
Total: a sweet, solid 100 reviews. That’s the mark of a mature, established book. 
 
Could it take 95 days? Sure. Maybe 100. It all depends on your willingness to invest time and energy into 
your book’s growth. 
 
It also depends on your resources. If you’ve got a solid email list, active traffic sources, or a strong social 
media following, you can get there faster. Those things dramatically speed up review collection. 
 
But let’s be realistic here. I’m assuming you’re just getting started—you don’t have a list, you don’t have a 
polished external marketing machine. That’s okay. We all started at zero. 
 
Click-Through Rate = Book Appeal 
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Now that your book has a strong, fully developed product page, this is where the real magic begins. First, the 
efficiency of your Amazon ads and keyword targeting improves dramatically. The most noticeable effect? Your 
click-through rate (CTR) skyrockets. 
 
Let’s pause here for a second—what exactly is CTR? 
 
It’s the percentage of clicks you get after a reader sees your book on Amazon. Imagine someone searches 
for a book in your genre. Your book shows up in the results. If they click on it—that’s a CTR event. 
 
Example: if 100 people see your book, and 1 person clicks it—that’s a 1% CTR. I won’t pretend I’m a math 
genius, but that’s the basic idea. 
 
So why does CTR go up? 
 
Because we’ve optimized your cover to be visually attractive to the right audience. And this isn’t a 
one-and-done situation—you can keep tweaking it based on real data. 
 
At this point, you're probably asking: 
"Leslie, how do I know when it’s time to change my cover? How can I tell?" 
 
The honest truth? You can’t know for sure until you’ve gathered actual reader behavior data. Only once you 
have the stats in front of you can you ask, 
“How can I make this even better?” 
 
If you’ve mastered the basic design principles (by the way, I teach all 12 in my training), you’ll start to see the 
tweaks before the data even tells you. 
And here’s the thing—you don’t have to be a professional designer. 
It’s like optical illusions: once you understand the trick, you start to notice the flaws. And you know how to fix 
them. 
 
So yes, your CTR improves. But that’s just the beginning of your success. 
 
Conversion and Profit 
 
What else improves? Conversion. 
That is—the percentage of people who click on your book and actually end up purchasing it. 
 
Why does conversion go up? 
 
First, because we’ve already optimized all the key elements—from the cover to the description to the A+ 
content. 
Second, because we now have a solid wall of 100 reviews backing us up. 
And third, because we’ve accumulated 90 days of consistent sales data. 
When a book reaches this level of maturity, conversion increases naturally—because readers are no longer 
looking at some random title. They’re looking at a product with proof, traction, and reputation. 
 
And that, my friend, is where things really start to take off. 
 
What else climbs higher? Profit. 
 
Why does profit increase? 
 
Because when we launch—as I go over in detail in the chapter on launching—we start with a low introductory 
price. 
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I have an entire framework for defining your optimal launch pricing (don’t worry—we’ll cover that step-by-step 
later in this book). 
 
We start low, and as the book “grows up,” and both CTR and conversion improve—thanks to accumulated 
reviews and performance data—we begin raising the price intentionally and gradually. 
 
It’s like growing a tree. 
At first, it’s small and fragile, but as it matures, it becomes solid and strong. And you can start reaping 
fruit—real income. 
 
Let me give you a concrete example. 
 
Let’s say your launch price was $12.99. 
Now you’ve hit that 100-review milestone, your CTR is up, your conversion is up—so you bump the price to 
$16.99. 
 
That’s a clean $4 increase in profit per sale. 
Multiply that by 100, 200, or 300 sales over 90 days, and you’re looking at a significant bump in revenue. 
And remember—that’s just one dimension of profitability growth. 
 
But we’re not done yet. 
 
There’s another major shift happening behind the scenes. 
 
We also start to see a significant drop in ACoS (Advertising Cost of Sale). 
Why? Because: 
 
Each sale is worth more (higher price) 
 
Conversion is better (more buyers per click) 
 
Ads become more efficient (better CTR and relevance) 
 
This combination means your ads cost less per sale, even if you don’t touch the budget. 
It happens organically—because the whole ecosystem is now optimized. 
 
But here’s where it really gets exciting: 
 
Search Ranking 
 
Let’s talk about Amazon rankings for a moment. 
 
Why does this matter? 
 
Because on launch day, your book is invisible. 
It’s not at the top of any search result. And that’s normal—Amazon has no data yet. 
They don’t know if your book is good. They don’t know if it sells. They don’t know if readers will like it. 
 
They need proof. They need signals. 
 
After 90 days of active data, with a strong product page and a maturing sales track record—the magic begins. 
 
You start rising in the rankings. 
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You begin to see something beautiful: organic sales. 
That’s right—people finding your book and buying it without you paying for the click. 
 
You show up higher and higher in search results. 
You’re no longer buried under the competition—you’re climbing the ladder. 
 
And then it happens. 
You reach what I call “The Great Indexing.” 
 
What is that? 
 
It’s the moment Amazon starts to fully index your book for a wide range of search terms. 
And this—this is where keyword magic comes into play. 
 
You’re now being indexed for dozens, even hundreds of related search queries. 
Your visibility multiplies. Your discoverability explodes. 
 
And the best part? 
 
You didn’t “hack” the system. 
You didn’t buy fake reviews. 
You didn’t spam keywords. 
 
You earned it. 
Through data, consistency, and smart strategy. 
 
Next up: we’re going to go deep into indexing—how it works, how to monitor it, and how to make Amazon do 
the heavy lifting for you. 
If you’re taking notes (and I really hope you are), grab a fresh page. 
 
We’re about to unlock one of the most misunderstood—but most powerful—parts of the entire Amazon KDP 
system. 
 
Let me know if you'd like me to continue with the next section on indexing. 
 
How Indexing Works on Amazon 
 
Indexing is the system that connects your book to specific keywords on Amazon. In essence, it determines 
which search terms your book can actually show up for. 
 
Let me break it down with a simple example. 
Imagine we have: 
 
Keyword 1 
 
Keyword 2 
 
Keyword 3 
 
And over here—your book. 
 
Now, your book has its own internal list of indexed keywords. 
If Keyword 1 is indexed—great! Your book can appear in the search results for that term. 
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If Keyword 2 is also indexed—awesome, you’re showing up there too. 
 
But if Keyword 3 is not indexed—guess what? 
You will never, ever appear in the search results for that term, no matter how much you bid or optimize. 
 
Here’s a real-world example: 
Let’s say you’re selling a book called “Dinosaur Encyclopedia for Kids”. 
 
But for some reason, Amazon hasn’t indexed your book for the keyword “dinosaur encyclopedia for kids”. 
That means you’re essentially invisible to anyone searching for that phrase. 
 
That’s why proper indexing is our first and most critical task. 
 
Now, let’s look at how Amazon’s indexing actually works in practice. 
 
Let’s say you’ve published a book about flowers. 
And Amazon has indexed your book under the broad keyword “flower book”. 
 
Sounds good, right? 
But here’s the catch: “flower book” is extremely generic. It could refer to: 
 
Coloring books with floral designs 
 
Botanical field guides 
 
Cookbooks using edible flowers 
 
Children’s picture books 
 
Gardening manuals 
 
Floral photography collections 
 
And so on. 
 
Here’s where Amazon’s smart algorithm kicks in. 
Think of it like a clever assistant trying to figure out what your book is really about. 
 
So what does it do? 
 
It starts testing your book under variations of that keyword: 
 
flower book for beginners 
 
flower cookbook 
 
flower book for kids 
 
flower book encyclopedia 
 
Why? 
 
Because Amazon is running an experiment. 
It wants to know: Where does this book actually perform best? 
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And now your book is indexed for not just one, but five separate keyword variations. 
 
Amazon is essentially saying: 
"Let’s see where this book gets real clicks and sales." 
 
Then comes the testing phase. 
 
Amazon monitors customer behavior. 
If your book doesn’t get any action under “for beginners,” “cookbook,” or “for kids,” but starts getting steady 
clicks and purchases under “encyclopedia”, the algorithm makes a decision: 
 
“Aha—this is a flower encyclopedia!” 
 
Because that’s what real buyer behavior is telling it. 
 
Of course, this is a simplified explanation. 
The real indexing process involves dozens of variables—CTR, conversion rate, review density, metadata, 
sales velocity, and more. 
 
But for our purposes, this gives you the core idea: 
 
7 Amazon’s algorithm uses indexing to connect your book with real buyers—and it does that through 
keyword testing and behavioral feedback. 
 
And that’s why mastering keyword indexing is so powerful. 
If your book isn’t properly indexed for buying-intent keywords, you’ll always be fighting an uphill battle. 
 
Coming up next: I’ll show you exactly how to check if your book is indexed for a given keyword—and what to 
do if it isn’t. 
 
How Many Keywords Should You Promote? 
 
Let’s talk about a common mistake I see authors make all the time (and yes, I made it myself back in the 
day). 
 
You’ve probably heard the advice from “experts”: 
“Use the maximum number of keywords when you launch!” 
Sounds logical, right? 
 
But let’s think this through. 
 
Imagine you have a list of 100 keywords, and you dump them all into Amazon ads on Day 1. 
 
What’s the problem? 
 
Your book, at this stage, is like a newborn baby. 
It has no sales history, no reviews, no ratings—this is the most vulnerable phase of its entire lifecycle. 
 
So how do you think that baby is going to perform with 100 different keywords? 
 
Exactly—terribly. 
 
That’s like handing a first grader a college textbook on quantum physics. 
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Technically possible, but completely ineffective. 
 
Now let’s walk through what actually happens when you follow that “genius” strategy: 
 
You launch ads on all 100 keywords and start painfully filtering out the ones that don’t convert. 
 
Here’s how it typically plays out: 
 
Week 1: 20 keywords deliver nothing—you're down to 80 
 
Week 2: another 30 fail—down to 50 
 
Week 3: 25 more are dead weight—you're left with just 25 keywords that actually perform 
 
So in the end, you’ve got 25 keywords that work. Not bad, right? 
 
But let’s be honest: 
You just burned a chunk of cash testing 75 keywords that did absolutely nothing for you. 
 
That’s like firing a shotgun into the dark and hoping to hit a target—expensive and wildly inefficient. 
 
Now let me show you my strategy—one that flips this approach on its head. 
(A strategy that has saved me and my clients thousands of dollars.) 
 
Coming up next: 
7 The Seed Keyword Method — how to launch with precision, gather clean data fast, and scale only what 
actually works. 
 
Proven Strategy 
 
Remember—your book is like a newborn. That means your approach needs to be gentle and targeted. We 
start by choosing very specific, highly relevant keywords. Ones that Amazon can easily match to real buyers. 
Think of it like giving a child the exact toy that's perfect for their age and interest. 
 
Later in this book, I’ll break down the mechanics in full detail. But for now, here’s the main idea to hold onto: 
Instead of dumping in hundreds of scattered keywords at launch, we use fewer—but sharper, more precise 
ones. 
 
And what happens when we start spending our ad budget on those highly vetted keywords? 
 
Will they convert like magic right away? 
Honestly—no, because our book is still in the newborn stage. 
But—and this is key—they’ll perform way better than a pile of random, unfocused keywords. 
 
Let’s say we launch with 20 carefully chosen keywords (don’t worry, I’ll teach you how to find the right ones). 
 
What happens next? 
 
Amazon sees positive signals from those keywords and begins to automatically expand your reach—but it 
does so intelligently. It bases this on what’s already working. 
 
So, we start with 20 keywords in the “infant” stage of the book... 
And by the time the book “grows up,” we’re ranking for 60 or more keywords. 
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Here’s the best part: 
Most of those new keywords actually bring in sales—because Amazon only expands your visibility after it 
sees that your book is satisfying real search intent. 
 
As your book gains strength, its ability to rank on relevant searches increases. I call this “indexing 
power”—and the stronger it gets, the more keywords you can target effectively. 
 
At that point—yes, you can start targeting hundreds of keywords. 
But by then, you’ll be doing it with profit, not like at the beginning when making real money is nearly 
impossible. Not because it’s absolutely unachievable—it’s just extremely, extremely hard. 
 
Let me give you a simple analogy every KDP author will understand: 
It’s way easier to sell a book with 100 solid reviews than with just 30. 
 
Yes, I know there are other important factors. 
But let’s be honest—if you and I release two books in the same niche, with similar covers, and yours has 100 
reviews while mine has 30... 
Your book will outsell mine—by a mile. 
 
That’s not theory. 
That’s data-backed truth. That’s the power of social proof. 
 
Are there exceptions? Sure. Anomalies happen. 
But let’s keep going—enough theory. 
It’s time to talk about keywords themselves and how to select them properly. 
 
Because the last thing I want is for you to waste $500 or $5000 on ad campaigns that don’t convert. 
I’ve been there. I’ve made those mistakes. And now I want to help you avoid them. 
 
Let’s break down the keyword selection process step by step. 
Wipe the slate clean—we’re starting fresh. 
 
As I explained earlier, when you give Amazon a keyword—like “flower book”—the algorithm begins intelligent 
testing. It takes that short keyword and combines it with longer phrases to figure out your book’s true topic 
and ideal reader. 
 
This is especially important during your first days post-launch. 
 
Imagine this: 
You provide the base keyword “flower book”. 
Amazon, your smart assistant, starts testing combinations: 
 
flower book encyclopedia 
 
flower book for beginners 
 
flower book coloring book 
 
What exactly is Amazon analyzing at this point? 
 
Three core metrics: 
 
CTR – how often people click when they see your ad 
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Conversion rate – how many buyers emerge from those clicks 
 
Actual sales – the most important metric 
 
Amazon is hungry for one thing: data on what works and what doesn’t. 
 
Let me give you a real-world scenario. 
 
Suppose you’ve published a serious flower encyclopedia. 
Open it up—it’s full of useful info: 
Origins of flower species, soil recommendations, care tips, seasonal charts, and more. 
 
(I’m no botanist, but you get the picture—it’s definitely not a kids’ coloring book.) 
 
Amazon runs the test and sees: 
 
“coloring book” → 0 sales (as expected) 
 
“for beginners” → 3 sales 
 
“encyclopedia” → 8 sales 
 
Based on that data, Amazon draws a smart conclusion: 
 
“Okay—this is clearly not a coloring book. It might be useful for beginners, but its core category is 
encyclopedia.” 
 
That’s how the Amazon algorithm thinks. 
 
So what happens next? 
 
Amazon behaves like a rational advertiser. 
It doesn’t keep wasting money on keywords that don’t work. 
 
If a keyword doesn’t convert—it gets demoted or dropped altogether. 
Amazon wants to maximize sales just as much as you do. 
 
On the other hand, keywords like “encyclopedia” and “for beginners” get more testing. 
 
It experiments further: 
 
Starts with: flower book for beginners 
 
Then asks: “Could this be for kids?” 
 
Tests kid audiences — gets 1 sale 
 
Tests adult audiences — bam! 5 sales 
 
Now the system starts to see it clearly: 
This is a book for adults who are just getting into flowers. 
 
Amazon continues: 
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encyclopedia for beginners → 12 sales 
 
encyclopedia for adults → 17 sales 
 
See what’s happening? 
 
Amazon is building a profile of your book— 
All based on the initial seed keywords you provided and the sales data it gathers. 
 
It’s a smart, self-learning system— 
And it works for you, if you feed it the right signals. 
 
Now, I know this is a very basic example I’m giving to make the idea clear. 
 
In reality, if you just toss a vague keyword like “flower book” into the system, Amazon is forced to scatter your 
budget across dozens of irrelevant combinations and random audiences. 
 
It’s like throwing spaghetti at the wall and hoping something sticks. 
 
Think about it: 
If you’re spending money on keywords related to coloring books— 
But your product is a serious flower encyclopedia—what do you think happens to your ad spend? 
 
It goes up in smoke. 
 
Why? 
 
Because you’re essentially telling Amazon: 
 
“Hey buddy, here’s my hard-earned money—go spend it showing ads to people who have no use for my 
book.” 
 
That’s like selling steak in a vegan café. 
Pointless. 
 
So what’s the solution? 
 
Let me share the exact strategy I use—the one that really works. 
 
I don’t say that lightly. 
I’ve seen clients use this approach and hit their first $1000 months like clockwork. 
 
And you know what? 
Their books were already good. 
What was broken was their Amazon advertising. 
 
This strategy changed everything. 
And now I’m going to show you how to use it too. 

Proven Strategy 
Keeping in mind that our book is like a newborn, we must act gently and precisely. We choose very specific, 
highly relevant keywords. The kind that Amazon can easily use to connect your book with interested buyers. 
It’s like giving a child exactly the toy that matches their age and interests. 
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Later in this book, I’ll explain the mechanics of the process in detail, but for now, remember this: instead of 
scattering hundreds of keywords at launch, we use fewer, but more precise and relevant ones. 
 
When we start investing our ad budget into these carefully selected keywords, what happens? Will they 
immediately produce phenomenal conversion? Honestly — no, because our book is still in its “infant” stage. 
But — and this is important — they will convert significantly better than hundreds of random scattered 
keywords. 
 
Let’s say we start with 20 carefully chosen keywords (don’t worry, I’ll teach you exactly how to pick the right 
ones). What happens next? Amazon, seeing positive performance on those keywords, begins to expand your 
reach on its own — but it does so smartly, only based on the keywords that have already proven effective. 
 
Thus, starting with 20 keywords in the “infant” stage, by the time our book “matures,” we can already be 
ranking for 60 or more keywords. And the best part — most of these new keywords actually drive sales, 
because Amazon only expands your reach when it sees that your book truly matches reader intent. 
 
As your book gains strength, its ability to perform well with keywords (I call this “indexing power”) increases. 
And that’s when — yes, that’s when you can begin targeting hundreds of keywords. But you’ll be doing it 
profitably, not like in the beginning when making significant income is nearly impossible. Not entirely 
impossible — just extremely, extremely difficult. 
 
Let me give a simple analogy any KDP author will understand: it’s much easier to sell a book with 100 
genuine reviews than one with 30. Yes, I know there are other important factors. But let’s be honest: if you 
and I publish similar books in the same niche, with similar covers, but yours has 100 reviews and mine has 
30 — yours will sell noticeably better. This isn’t theory; it’s proven by data. That’s the power of social proof 
through reviews. 
 
Are there exceptions to this rule? Of course. Anomalies happen everywhere. But let’s move on — enough 
theory about the process, it’s time to talk about the keywords themselves and how to choose them properly. 
 

What Keywords Should We Choose to Avoid Losing Money on Advertising? 
The last thing I want is for you to waste $45,000 on an ineffective ad campaign. I’ve made those mistakes 
myself, and I want to help you avoid them. 
 
Let’s break down how to choose keywords as effectively as possible. I’m wiping the board clean — we’re 
starting from scratch. As I explained earlier in this book, when we give Amazon a keyword — for example, 
“flower book” — the algorithm begins smart testing. It takes this short keyword and combines it with other, 
longer phrases to determine the precise topic and target audience for your book. This is especially important 
in the first days after launch. 
 
Imagine this situation. We give Amazon the base keyword “flower book”. Amazon, like a smart assistant, 
starts testing different combinations: 
 
• flower book encyclopedia 
• flower book for beginners 
• flower book coloring book 
 
What exactly is Amazon analyzing at this stage? It tracks three key metrics: 
CTR (how often people click on your ad), 
conversion (how many of those who clicked actually bought the book), 
and most importantly — actual sales. 
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Amazon is eager to get clear data on what works and what doesn’t. 
 
Let’s look at a concrete example. Say you’ve published a serious flower encyclopedia. You open the book — 
it’s filled with useful information: origins of different species, soil recommendations, care guidelines, 
seasonality, etc. I’m not an expert in flower encyclopedias, but you get the point — it’s clearly not a coloring 
book for kids. 
 
Amazon runs the tests and sees the following results: 
 
• “coloring book” — 0 sales (makes sense — it’s not a coloring book) 
• “for beginners” — 3 sales 
• “encyclopedia” — 8 sales 
 
Based on that, Amazon draws its first conclusions: “Okay, this is definitely not a coloring book. It might be 
useful for beginners, but its primary format is encyclopedic.” That’s exactly how the Amazon algorithm thinks. 
 
What happens next? Amazon shows great intelligence — it won’t continue wasting ad budget on keywords 
that don’t lead to sales. If a keyword hasn’t produced any conversions, the system automatically reduces or 
stops showing your ad for it. Amazon is just as interested in maximizing sales as you are. 
 
But for the successful keywords — “encyclopedia” and “for beginners” — Amazon starts deeper testing. It 
tries new combinations: 
 
First: flower book for beginners 
Then it thinks: “Maybe it’s for kids?” It tests a child audience — only 1 sale. 
Then it tests an adult audience — bam, 5 sales! Now the system has a clearer picture: this is a book for 
adults who are just getting into flower gardening. 
 
Amazon keeps experimenting: 
• encyclopedia for beginners — 12 sales 
• encyclopedia for adults — 17 sales 
 
And here’s what happens in the end: Amazon gradually forms an accurate portrait of your book based on the 
initial keywords you provided and real sales data. It’s a smart, self-learning system that works for you — if 
you give it the right starting parameters. 
 
But here’s what’s really important to understand — this is a very simplified example that I’m giving just for 
clarity. In reality, if we simply throw Amazon a vague keyword like “flower book”, the system is forced to 
scatter its efforts and test a massive number of completely irrelevant combinations and audiences. It’s like 
shooting a cannon at sparrows — a lot of noise, but little effect. 
 
Let’s think logically: if we’re spending our advertising budget on keywords related to coloring books, when our 
book is actually a flower encyclopedia — what do you think will happen to our money? It’ll simply vanish into 
thin air. Why? Because we’re basically telling Amazon, “Hey buddy, here’s my hard-earned money — please 
spend it showing my book to people who don’t need it at all.” It’s like trying to sell meat in a vegetarian 
restaurant — it’s just pointless. 
 

So what should you do? 
Now I’ll share my proven strategy — one that truly works. I don’t say that lightly — I’ve seen my clients use 
this exact approach and start making their first $1,000 per month. And keep in mind — their books were 
already good. It was just their Amazon advertising that was misconfigured. 
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This strategy might be the breakthrough you’ve been waiting for. And now, I’ll show you exactly how to use it. 
 

Hyper-Targeted Keywords 
We always start with the most relevant, hyper-targeted keywords. Let me ask you a simple question: what 
describes your book more accurately — just “flower book” or “flower book encyclopedia for beginners”? 
Obviously, the second one is much more specific. And when someone searches exactly for a “flower 
encyclopedia for beginners,” the chance they’ll buy your book skyrockets. 
 
When we first launch Amazon ads, the choice of initial keywords is absolutely critical. It all depends on how 
“mature” your book is and what sales history it has. We always begin with ultra-specific, hyper-targeted 
keywords. 
 
And you know what’s amazing? Even if you’ve tried Amazon ads before and they didn’t work — this strategy 
can still turn everything around. I’ve seen it revive books that were considered “dead” for over a year. It even 
works for books that have never been advertised before. Here's a real-life example: I had a book, turned off 
all ads for two months, then restarted using this strategy — and guess what? Within the first four days, it hit 
an ABSR of around 20,000. 
 
This is not just theory — it’s a proven method to relaunch your ads. And I say this not based on a one-time 
success. I’ve tested this strategy hundreds of times, across different books and niches. Honestly, I’m bored of 
testing it — it works so predictably. We always start with hyper-targeted keywords for one simple reason: it 
minimizes waste. Every dollar of your ad budget goes toward keywords that are actually likely to bring real 
sales. 
 
Then, when Amazon starts expanding indexing — and of course we’ll help it do that — our book starts 
appearing in more and more search results. Sales grow as the book gains strength on the platform. I like 
comparing this process to growing up: at first, your book is a baby — taking first steps, then it becomes a 
teenager — standing stronger, and finally turns into a mature book that can compete on broader keywords. 
 
That’s why we always begin with hyper-targeted keywords — this is our foundation. Gradually, as we improve 
the listing, gather honest reviews, add quality A+ content, and refine the cover and interior — only then do we 
expand reach. Never throw your book into the battle for broad keywords if it’s not ready for that competition 
— it’s like sending a beginner to the world championship. 
 
Now let’s talk about which keywords to choose. To keep it simple, I divide them into two main types. Of 
course, we can go deeper, but these two types cover 90% of all situations. 
 
You know what most authors do when picking keywords? I don’t want to generalize, but usually, the picture 
looks like this: they buy expensive keyword research software and think, “Now I’m a keyword research pro!” 
 
The first thing everyone looks at is search volume. And I get it — it’s like a shiny coin everyone wants. Don’t 
get me wrong, search volume matters. But you know what it really shows? Only that people are typing that 
phrase into the search bar. That’s it. No guarantee of sales, no buying intent — just raw traffic numbers. 
 
So we get a funny situation: everyone uses the same tools, looks at the same metrics, waiting for the 
software to say, “This keyword is a goldmine, go grab it!” 
 
I’m not trying to mock anyone — really. I just want to share one key point: search volume is not the holy grail. 
I can already hear someone saying: “Leslie, you have no idea what you’re talking about.” Right. I guess my 
work with hundreds of clients, ongoing conversations with successful publishers, and my own KDP income 
are all just lucky accidents. 
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Search volume only shows traffic. Is it important? Yes — but it’s just one part of the picture. Let me explain 
why — and don’t rush to post angry comments just yet. 
 
Let’s break down how people really search for books on Amazon. Let’s take a simple example: “flower book.” 
Imagine someone is looking for a flower book. They go to Amazon and type a basic term: “flower book.” Why 
so generic? Because we’re all a bit lazy and don’t always know exactly what we want. We just type a general 
phrase and hope Amazon shows us something relevant. 
 
Naturally, that term will have a high search volume — it’s the obvious starting point. But what happens next? 
The person sees the results and thinks: “Dang, these are all flower coloring books. I need something for 
beginners.” So they changed the search to “flower book for beginners.” 
 
Then they see tons of kids’ books and think: “Wait, I’m an adult, I need something more serious.” They 
remove “for beginners” and add “encyclopedia.” Still see kids’ options, so they refine further: “flower book 
encyclopedia for adults.” 
 
And now, when the query is ultra-specific, when it exactly matches what they want to buy — that’s when the 
purchase happens. That’s the real buyer journey, and that’s what we need to consider when choosing 
keywords, not blindly chasing high traffic numbers. 
 
Now here’s a super important question: when I bought that book, which keyword did I use? Did I pick the 
keyword with the highest search volume? Or did I use the most relevant one? Of course I used the most 
relevant keyword to buy the book. Not the one with the most searches. Sure, that first keyword gets the 
highest traffic — because it’s the broadest. But it’s the last, most specific keyword that actually matters — 
that’s the one we should target. 
 

Buyer Intent Keywords 
These are called buyer intent keywords. It means the person typing that phrase is already almost ready to 
buy your book. Compare: someone who searches just "flower book" hasn’t fully made up their mind yet. 
They’re at the very beginning of the journey, testing the waters. Don’t get me wrong — I’m not saying that no 
one searching for "flower book" will ever buy your book. Of course, some of them will. But those long, specific 
keywords — they show a clear intent to purchase. That’s exactly what we need to focus on in the beginning. 
 
Let’s think logically: if you’re selling a flower encyclopedia for adults, and someone specifically searches for 
“flower book encyclopedia for adults” — what’s the chance they skip over your book? Honestly, the only 
reason they won’t buy is if the book itself doesn’t match their expectations. That’s it. There are no other 
obstacles. 
 
But if you’re targeting broad keywords — the chances of someone skipping past you are sky-high. You don’t 
even know what exactly they’re trying to find. With a long keyword, you do know exactly what the reader is 
looking for — your product. All that’s left is to make sure your book delivers on the promise. That’s why we’ll 
optimize the listing later, when the book reaches its "teenage" stage of development. 
 
So now we know which keywords to choose. We focus on long-tail keywords with clear buying intent. The 
ones that describe your book and your audience as precisely as possible. We’re not chasing broad keywords 
just because some tool shows big numbers. We’re not robots blindly obeying random software suggestions. 
 
And you know what? You don’t need any special tools to succeed on KDP. Sure, they can be helpful. They 
save time, organize your process, structure the data. But they’re not required for success. I have several 
books that earn me $1000 in pure profit every month — and I didn’t use any keyword tools. No software. No 
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complicated analysis. No special keyword research platforms. Just common sense and knowing my 
audience. 
 
Now, these buyer-intent keywords might not have high traffic. Some might show zero search volume. But 
guess what? You should target them anyway — and here’s why. When I give Amazon such a specific 
keyword, magic happens — it starts expanding my indexing power. The algorithm doesn’t just take one 
keyword — it starts testing related searches: “for adults,” “for seniors,” different “encyclopedia” variations, it 
rethinks how to work with “flower book.” Eventually, something like “rose book encyclopedia for adults” pops 
up, and — boom! — my book starts competing in a new, more profitable niche. 
 
See, Amazon will expand your indexing no matter what. The problem is, most authors feed it broad keywords 
from the start. That’s like handing over your ad budget and saying, “Dear Amazon, here’s my money — 
please flush it down the toilet.” That’s literally what happens with broad targeting. And our goal is not to spend 
money on ads — it’s to earn from them, right? Yes, narrow keywords may not show huge traffic numbers — 
but they deliver what actually matters: conversions. 
 
And that brings us to the real point — conversions matter more than traffic. Why? Because Amazon only 
cares about one thing — does your book actually sell? A conversion is when a view becomes a purchase. 
When a potential reader becomes an actual customer. If your book converts well — you’re in. You’re making 
Amazon money. And when you make Amazon money, guess what happens? That’s right — the platform 
promotes your book even more. 
 
Amazon especially values two things. First — relevance. Makes sense, right? If the book doesn’t match the 
query, it just won’t sell. Imagine: I’m selling a flower book for adults, but someone searches for “flower book 
for kids” or “how to plant flowers” or worse, “flower book cookbook” — none of that matches. Clearly, those 
impressions won’t lead to sales. 
 
Second — performance. Amazon watches how your book performs compared to others. What’s your CTR? Is 
your cover more attractive than the competition? Are you getting more clicks and sales than others? That’s 
what truly matters to Amazon: how relevant your book is, and how it performs against the competition. 
Everything else is secondary. 
 
If you show excellent performance and strong relevance — that’s a clear signal to Amazon that you’ve 
chosen the right keywords. And here’s the key: you, as a human, can intuitively sense relevance better than 
any algorithm. When your book is not only relevant but also performs great (because it’s high-quality and at 
the right stage of maturity, like we covered earlier) — Amazon starts working for you. The system sees your 
success and amplifies it, promoting the book more aggressively. Your revenue grows like a snowball, and 
advertising becomes a real growth tool. 
 
I could talk about this for hours. Seriously — I’ve got enough material for a 3-hour deep-dive. But let’s stay 
focused on what matters most. There’s one more critical thing we have to talk about… 

Exposure — The Keyword Path 
Let’s talk about how keywords work in Amazon ads. I even wrote it down specially: “keywords advertising” — 
that’s how important it is. Right now, I’m going to show you the exact path every keyword takes in Amazon’s 
advertising system. 
 
Let’s start with the main question: why do we even run ads on Amazon? Why is it so important to choose the 
right keywords for advertising? I’ll explain it as simply as possible — it all boils down to one word: exposure. 
 
Think about it: the only real goal of Amazon advertising is to increase the visibility of your book. Don’t think 
that advertising will magically increase your income or fix your book’s flaws. No — advertising simply makes 
your book visible to a wider audience, increasing the number of potential readers. 
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The principle is simple: if your book is truly high-quality, advertising will be a powerful catalyst for success. 
But if the book is weak — no advertising will save it. Why? Because ads are just a mirror reflecting the quality 
of your book. They can show it to thousands of people, but if the book doesn’t resonate — you’ll just spend 
money to showcase your shortcomings to a larger crowd. No sales, because the problem lies in the product, 
not in its promotion. 
 
So, it all comes down to exposure. And you have a choice: show the book to random people or find your 
exact reader. 
 
When you show your book to the wrong audience — it’s totally irrelevant. Imagine: people are looking for 
books about dinosaurs, and you’re showing them a gardening manual. Or vice versa — you can hit the right 
audience precisely. Let’s say you chose a keyword in Amazon ads, but it attracts a completely wrong 
audience — then what? 
 
If the mismatch is total, Amazon will simply stop indexing your book for that keyword — the system will 
quickly realize there’s no connection. If the mismatch is partial, you might get a random sale — but the odds 
are extremely low. Let’s be real — it’ll probably be zero sales. 
 
That means your ranking will be extremely low. For Amazon, you basically don’t exist for that keyword. Even 
if, by some miracle, you get a random sale from the wrong audience — it won’t change anything. At best, 
you’ll appear on the second or third page of search results. Why? It’s simple: it’s not your audience. It’s like 
trying to sell a glass of water to someone looking for hard liquor — they’ll just walk right past. 
 
That’s why our main goal is to show books only to the people looking for them. When we choose the right 
keywords (remember I talked about long, relevant ones?) — when we target the right readers precisely, there 
are only two possible outcomes. 
 
Scenario one: the right audience sees your book, and if it really matches their needs — you get a steady 
stream of sales. Of course, this assumes the book is actually good. Without that, no marketing tricks will help. 
You’re a publisher — you’re selling a product. And your job is to give people something truly valuable. 
 
If the book is solid and reaches its audience — this is the ideal situation. Even if sales aren’t super fast, you’ll 
still get a relevant ranking, even if it’s not high. And that means organic sales will gradually begin to appear. 
 
In the best-case scenario, when you hit your audience with a quality book, you get high rankings, stable 
sales, and consistent organic traffic. 
 
But if you use the wrong keywords — in the worst-case scenario, you just waste your ad budget. You’re 
literally paying for clicks that don’t convert. Even if you get some random sales, they won’t improve your 
ranking because the keyword doesn’t match the content. 
 
That kind of strategy will always lead to failure. 
 
But when you pick the right keywords — no matter what happens, you either make direct profit, or you build a 
relevant ranking that eventually leads to organic sales. 
 
With a strong book, the outcome is even better: high rankings, steady organic traffic, and everything starts 
working like a well-oiled machine. 
 

 

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY



How the Amazon Algorithm Works 
Okay, my friend, now let’s break down how this mysterious Amazon algorithm actually works. Trust me, when 
I was just getting started, it felt like dark magic to me too. But after a lot of trial and error, I started to 
understand its logic. And now I’m going to share everything I’ve learned with you. 
 
Let’s begin with the basics. The first thing you need to understand is what it means to be “indexed.” Basically, 
it means that Amazon recognizes your book for specific keywords and starts showing it in search results. For 
example, let’s say your book is about healthy eating. You upload it to Amazon and enter keywords like “clean 
eating,” “healthy recipes,” etc. After a while, Amazon picks up on those words and thinks—aha, this book is 
about wellness, so I’ll show it to people searching for similar topics. 
 
But here’s where things get really interesting. Imagine your book gets 100 clicks from the keyword “healthy 
recipes,” but only 2 people buy it. The algorithm makes a conclusion—hmm, looks like this book isn’t very 
relevant to that keyword. The conversion rate is low, so I’ll rank it lower in the results. On the other hand, if 10 
out of 50 people buy your book from the keyword “weight loss diet,” Amazon thinks—wow, this is a bestseller 
in its niche! I should show it more often! 
 
So basically, the algorithm is constantly testing different keywords and watching the conversion rate—what 
percentage of people actually buy the book. Based on that data, it decides which search terms to show your 
book for, and how high to rank it. 
 
But wait—there’s more. Let’s say your book crushes it for a certain keyword, with sky-high conversions. The 
algorithm not only pushes it to the top, but also starts expanding the keyword reach. So it sees that your book 
sells well for “weight loss diet,” and thinks—hmm, let’s try showing it for “fast weight loss,” “how to lose 
weight,” and so on. And again, it tracks the conversion rate. 
 
If the response is good, the reach keeps expanding more and more. In the end, a single book might be 
shown for hundreds or even thousands of keywords! And the coolest part? The author might not even 
know—Amazon chooses the relevant search terms automatically. 
 
That’s essentially how this smart algorithm works. It keeps learning, analyzing data, and optimizing search 
results to show people the most useful and interesting books. And your job, my friend, is to send it the right 
signals so it recognizes your book as a potential bestseller. 
 
How do you do that? Well, it starts with choosing the right keywords—both in your book’s description and in 
the “keywords” section when you publish. It’s super important not just to pick a relevant niche, but to use the 
exact words your audience is actually searching for. 
 
For example, if you’re writing a weight loss book, don’t use vague phrases like “healthy lifestyle.” Instead, 
think about what real people are Googling when they want to lose weight. Things like “how to lose weight in a 
month,” or “lazy person’s diet.” Those are the kinds of search terms you want to focus on first. 
 
But of course, keywords alone aren’t enough. As we just learned, the algorithm is all about conversion. That 
means you need to make sure the people who see your book end up buying it. And that’s where all the 
elements we’ve talked about come in—a great cover, a compelling description, and strong reviews. 
 
So now you know what’s really going on behind the scenes on Amazon. All that invisible work is constantly 
happening in the background. Your job is to use this knowledge wisely—and prepare your book so the 
algorithm falls in love with it. And believe me, when you catch that wave, when your book starts ranking for 
hundreds of keywords and pulling in organic traffic—it’s an incredible feeling. Hold on to that feeling and keep 
pushing toward your goal! 
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Why You Shouldn’t Use Multiple Ad Groups in One Campaign 
Alright, my friend, now that we’ve got a solid understanding of how the Amazon algorithm works, let’s talk 
about one very common mistake that many beginners make when running Amazon ads. 
 
When you create a campaign, Amazon gives you the option to add multiple ad groups inside it. Sounds great, 
right? Just throw in a bunch of ad groups with different keywords, settings, and bids—and let them run. Saves 
time and energy! 
 
But from my own experience, I’ll tell you straight up—this is a dead end. I used to do this when I first started, 
and let me tell you, the results were... underwhelming, to say the least. You think you’re in control, but the 
truth is, Amazon decides how to split your budget between the ad groups inside a campaign. 
 
So let’s say you’ve got a campaign with a $100 daily budget. Inside it, you’ve got 5 ad groups. You 
assume—okay, that’s $20 for each group, sounds fair. But nope! The algorithm looks at the performance of 
each group and starts reallocating the budget however it wants. 
 
What ends up happening is one group might hog most of the budget, while the others get scraps. And you’re 
sitting there wondering—wait, I wanted to test those keywords, and they barely got a few cents of spend! 
 
Here’s another example. You’ve got two ad groups—one has low-competition, highly relevant keywords, and 
the other has high-traffic, broad keywords. Ideally, the first one should convert better, while the second brings 
more impressions and clicks. You want to balance the two, maybe find the sweet spot between exposure and 
conversion. 
 
But Amazon might see that the high-traffic group has a better CTR and start pumping more budget into it. 
Meanwhile, your low-competition, super-relevant group is starving—even though it might be driving more 
actual sales. 
 
So here’s the moral of the story, my friend—don’t blindly trust the algorithm. Take control of the process. One 
campaign = one ad group. That way, you’ll know exactly where your money is going and which keywords are 
actually performing. 
 
Yes, it means more campaigns to manage. Yes, it takes more time. But you’ll get a much clearer picture and 
be able to make smarter optimization decisions. 
 
At first, it might seem tedious and overwhelming. But trust me—it becomes second nature over time. You’ll 
start to feel your way through the ads, knowing how to react and what to adjust. And most importantly—you’ll 
stop relying on Amazon’s whims and start calling the shots yourself. 
 
So here’s my advice—start small. Set up a few campaigns, each with a single ad group. Test different 
keywords. Watch the results. Then gradually scale up, experiment, and discover your own “golden” 
combinations. 
 
It’s hard work, no doubt. But it’s absolutely worth it. When you finally dial in your perfect setup, when your 
campaigns start bringing in consistent profit day after day—that’s when you’ll realize all this tinkering with the 
Amazon algorithm was totally worth it. And as always, I’ll be here to support you with advice anytime you 
need it. 

How to Properly Structure Your Campaigns 
In the last chapter, we talked about why you shouldn’t blindly trust Amazon’s algorithm—or throw a bunch of 
ad groups into a single campaign. Today, I want to show you how to properly structure your campaigns so 
you can stay in control and get the most out of every dollar you spend. 
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So here’s the golden rule for running successful Amazon ads: 
 
One format — one ad group — one campaign. 
 
What does that mean? Let’s break it down with an example. 
 
Say you have a book that’s available in three formats: eBook, Paperback, and Hardcover. It’s tempting to 
lump them all into one campaign, right? I mean, a sale is a sale, who cares about the format? 
But that kind of thinking is exactly what holds people back. 
 
Here’s how I would set it up: 
Campaign 1: eBook only 
Campaign 2: Paperback only 
Campaign 3: Hardcover only 
 
Inside each campaign, there’s just one single ad group with its own keywords, targeting, and budget. No 
mixing. No compromises. 
 
Why is this so important? 
First, different formats often appeal to different audiences. eBook lovers aren’t always the same people who 
buy physical books. Their buying triggers, browsing habits, and search terms can be completely different. If 
you mix formats into one campaign, you’re blurring your targeting and reducing your effectiveness. 
 
Second, each format performs differently in terms of conversion rate and cost-per-click. 
For example, Hardcover buyers are usually willing to spend more—but they’re fewer in number. So you can 
afford a higher bid per click, and your budget will stretch slower. On the flip side, eBooks often get cheaper 
clicks, but with a lower purchase rate. 
 
By running separate campaigns for each format, you can fine-tune your strategy and budget to match the 
behavior of each audience. You’ll see real, clean data for each keyword and ad. No distortion. No confusion. 
 
And most importantly—transparent analytics. 
You’ll always know which format is making you the most money, and which one might need tweaking. You’ll 
be able to compare, test, scale what’s working, and cut off what’s not—fast. 
 
Trust me, once you’ve got multiple books and dozens of campaigns, this structure becomes absolutely 
essential. It’ll save you a ton of time and stress, keep your business organized, and help you make smarter, 
data-driven decisions. 
 
Sure, at first, this might sound like overkill. Why juggle a dozen campaigns when you could just run a couple 
and be done with it? 
 
But take it from someone who’s been through it—it’s 100% worth it. The sooner you implement this system, 
the easier it’ll be to scale and optimize down the line. 
 
So here’s my advice—don’t cut corners. Do it right from day one. Create a dedicated campaign for each 
format. Build your strategy. Test different approaches. And very soon, you’ll start seeing your profits 
climb—while your competitors are left scratching their heads. 
 
And of course, I’ll be here as always to answer your questions and help you along the way. 
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Why You Should Never Advertise Multiple Formats in the Same Ad Group 
Alright, my friend, let’s keep moving! Now  I want to talk about one of the most common—and honestly, most 
dangerous—mistakes authors make when setting up their Amazon ads. And I know this one personally… I’ve 
stepped on this rake more times than I care to admit. 
 
We’re talking about why you should never advertise multiple formats of your book in the same ad group. 
 
Sounds harmless at first, right? 
You think, “It’s the same book, just in different formats—Kindle, Paperback, Audiobook. Why not run one 
campaign and let the customer choose? Saves time!” 
 
But this is exactly where the trap lies. 
 
The thing is, to Amazon, each format is a completely different product. 
Each one has its own unique ASIN (Amazon Standard Identification Number)—basically, a product’s passport 
on the platform. And every ASIN has its own metrics, its own sales history, and its own trajectory. 
 
Let me give you a real-world example from my own experience. A few years back, I published a marketing 
book in three formats: Kindle, Paperback, and Audiobook. Like most people, I started with a single ad 
campaign for all of them. The logic was simple: “The buyer will choose whatever format suits them best.” 
 
Guess what happened? 
After two weeks of running ads, I noticed something weird—90% of the sales were for the Kindle version, 
even though my market research showed that readers in that niche actually preferred physical books. So I 
started digging deeper—and found the problem. 
 
Turns out, when you advertise multiple formats in the same ad group, Amazon chooses which one to show 
more often—based on existing performance data. So if your Kindle book already had some sales or clicks, 
the algorithm starts prioritizing it in the ad placements. 
 
This creates a snowball effect: 
The more impressions one format gets, the more chances it has for clicks and sales. 
And the more sales it gets, the more the algorithm favors it in the future. 
 
Meanwhile, your other formats get buried—and you never find out how well they could’ve performed if they’d 
been given a fair chance. 
 
When I split my campaigns by format, I was shocked by the results. 
It turned out my Paperback had nearly double the conversion rate compared to the Kindle! Sure, it got fewer 
clicks (since the price was higher), but the people who clicked were far more likely to buy. I almost lost that 
entire revenue stream just because I didn’t structure my ads correctly. 
 
Here’s another key point: 
Each format attracts a different audience. 
eBook readers value portability and low price. 
Paperback buyers are willing to spend more for the feel of a real book on their shelf. 
Audiobook listeners want convenience and the ability to absorb content on the go. 
 
When you mix all those audiences into one campaign, you can’t tailor your message to speak directly to each 
group. You’re stuck using generic phrases that might not resonate deeply with any of them. 
 
Now imagine you have a dedicated campaign for each format. 
For Kindle, you highlight instant delivery and multi-device reading. 
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For Paperback, you showcase print quality and shelf appeal. 
For Audiobook, you emphasize the professional narrator and hands-free listening. 
 
That’s like speaking to people in their native language—suddenly there’s trust, connection, and results. 
 
And most importantly: clean data. 
 
With separate campaigns for each format, you get clear stats: 
What’s your cost per click? 
What’s your conversion rate? 
What’s your ACoS (Advertising Cost of Sales)? 
 
You can make smart, data-driven decisions—where to invest more, where to improve your listing, and where 
to cut back. 
 
I remember one of my students kept refusing to split campaigns by format. 
"Too much hassle," he said. 
But when I finally convinced him to test it, the results blew his mind. 
Turns out his audiobook—barely selling in the all-in-one campaign—started bringing in 40% of his total 
revenue once it had its own ad budget. 
 
That’s why I keep preaching this: Separate your formats. 
This isn’t some theory or personal quirk—it’s a tested strategy that makes real money. 
 
Yes, setting up separate campaigns takes more time. 
Yes, you’ll have more moving parts to manage. 
But believe me—it pays off big time when you see your sales climbing and your ad spend finally working in 
your favor. 
 
And one last tip: don’t be afraid to experiment. 
Even after you split by format, keep testing different keywords, bid strategies, targeting. Amazon is a living, 
breathing ecosystem that constantly evolves. What works today might shift tomorrow. But with the right 
campaign structure, you’ll always be a step ahead of the game. 
 
So, are you ready to restructure your campaigns the smart way? 
I promise—you won’t regret it. 
 
And in the next chapter, we’ll dive into how to pick the right keywords for each format to maximize your ad 
performance. 

How Splitting Formats Saves You Money 
Alright, my friend—are you ready to find out how having the right ad campaign structure can not only boost 
your sales, but actually save you a significant amount of money? Let’s go! 
 
You know, over the years of working with authors, I’ve noticed something interesting. A lot of them think like 
this: 
"Okay, I get it—I’m supposed to advertise different formats separately. But that just sounds like so much extra 
work! I’m already buried in to-dos..." 
 
And I totally understand. I really do. 
When I first started out, I had the exact same reaction. It seemed way easier to just toss all formats into one 
campaign and forget about it. 
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But then I ran the numbers on how much money I was losing with that approach, and… let’s just say those 
numbers gave me a wake-up call. 
 
Let me share a real story from my consulting practice. 
A couple of years ago, I was working with a business author—let’s call him Alex. 
He had a book about startups, which he published in three formats: Kindle, Paperback, and Audiobook. 
When he came to me, he’d already been running Amazon ads for a month—with one campaign covering all 
formats, and a budget of $300/month. 
 
The first thing I did? I asked him to show me the data. 
And guess what? 
 
Over the course of one month, he had: 
612 clicks 
42 sales 
An average ACoS (Advertising Cost of Sales) of around 85% 
 
Not terrible—but definitely not amazing either. 
 
I suggested he split the campaigns by format. He was skeptical. 
"Why complicate things? It’s working well enough." 
But I convinced him to test it—just for two weeks. 
 
So we created three separate campaigns, splitting the same $300 budget: 
$100 for Kindle 
$100 for Paperback 
$100 for Audiobook 
 
And here’s what happened after just two weeks: 
Kindle: 320 clicks, 28 sales, ACoS — 60% 
Paperback: 150 clicks, 22 sales, ACoS — 42% 
Audiobook: 180 clicks, 18 sales, ACoS — 35% 
Total: 650 clicks, 68 sales, with an average ACoS of about 45% 
 
Same budget. Better results. 
 
Alex was stunned. “How is that even possible?” he asked. 
And the answer is simple: 
When each format has its own campaign, you get accurate data—and you can optimize each one 
individually. 
 
That’s the magic—different formats have different economics. 
For example, audiobooks usually sell at a higher price. 
So even if the cost per click is higher, the profit per sale can be greater. 
But if you’re blending all formats into a single campaign, you’ll never see that difference! 
 
It’s like running three separate stores but using one shared accounting sheet. 
How would you know which store brings in the most profit? 
Which one to scale? 
Which one to shut down? 
You wouldn’t. 
 
Accurate format-by-format stats give you a powerful decision-making tool. 
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You’re no longer looking at just a fuzzy big picture—you’re seeing a detailed breakdown of every part of your 
business. 
 
Take Alex again. 
Once we saw the data, it was clear: his audiobook had the lowest ACoS. 
That meant every dollar spent on audiobook ads brought in more revenue than the same dollar spent on 
Kindle or Paperback. 
 
So what did we do? 
Exactly—we reallocated the budget. 
Audiobook: increased to $150 
Paperback: kept at $100 (it was performing well too) 
Kindle: reduced to $50 
 
And here’s what happened the following month: 
Total sales jumped to 92 books, and the average ACoS dropped to 38%. 
So with the same $300 budget, we got 35% more sales and reduced ad spend per dollar of revenue by 15%! 
 
This is what real optimization looks like—when you’re not just spending money on ads, but investing it for 
maximum return. 
 
But the benefits of splitting formats go even further. When you’ve got separate campaigns, you can quickly 
turn off underperforming formats—without touching the ones that are doing well. 
 
Picture this: You launch a new book in three formats, but notice that for some reason, the hardcover isn’t 
selling, despite running ads. If all formats are in one campaign, you’re stuck. You either keep wasting money 
on that format, or shut down the whole campaign—losing sales from the other formats too. 
 
But with separate campaigns? 
You just pause the hardcover campaign, redirect the budget to better-performing formats—and save money! 
 
It’s like performing surgical precision—removing only the problem area without harming the healthy parts. 
 
Let’s talk about scaling. When you discover that one format is selling particularly well, you can scale that 
specific format—without spreading your ad dollars across all formats. 
 
I remember working with a romance fantasy author. She was convinced her core audience preferred eBooks. 
But once we split her campaigns by format, we discovered her audiobook had 3x the conversion rate! We 
reallocated 70% of her ad budget to audio, and her monthly revenue nearly doubled. 
 
That’s what I call following the data, not your gut—or vague assumptions about the market. 
 
You know, I often use this analogy with authors: 
Imagine walking into a McDonald’s and saying, “I want something to eat.” 
What do you think the staff would say? 
Exactly—they’ll ask: “Burger? Fries? Salad? What kind of burger? What toppings?” 
 
Amazon works the same way. 
When you run one campaign for all formats, you’re basically telling the algorithm: 
"Here’s my book. Sell something." 
And the algorithm is left to guess what format to push. 
 
But when you create separate campaigns, you give Amazon clear instructions: 
"Here’s my eBook—promote it with these keywords and this budget. 
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And here’s my audiobook—use a different set of settings for that." 
 
Amazon doesn’t “guess” what’s best for you. 
It simply acts on what you give it. 
So the more precise your instructions—the better the outcome. 
 
One more thing people forget: seasonality. 
Different formats sell best at different times of year: 
 
Audiobooks tend to spike in summer (vacation listening, road trips) and in January (New Year’s resolutions 
like “read more”). 
eBooks do well during holidays—people get new Kindles and want to try them out. 
Paperbacks are big around Christmas—as physical gifts. 
 
With separate campaigns, you can easily shift your budget seasonally: 
Boost Paperback ads in November and December 
Push Audiobook ads in May and June 
 
It’s like owning an ice cream stand, a hot chocolate bar, and a coffee shop. 
In summer, you promote ice cream. 
In winter—hot cocoa. 
Coffee? All year round. 
Running one ad campaign for all three would be absurd, right? 
 
Same goes for book formats. 
Each one operates under its own rules—different audience, different economics, different seasonality. 
And if you want to maximize sales and minimize costs, you need to respect those differences. 
 
I get it—managing multiple campaigns instead of one sounds like extra work. 
But trust me—this “extra” work pays for itself and then some. 
 
You’re not just growing revenue—you’re saving money that would otherwise be wasted on inefficient 
structure. 
 
And here’s something else—the psychological edge. 
When you run separate campaigns per format, you understand your business better. 
You know what’s working and what’s not. 
You make decisions based on data—not guesswork. 
And that gives you confidence. 
You’re no longer throwing money into a black hole hoping for results. 
You’re investing with purpose—and you know what to expect. 
 
So my friend—if you haven’t split your campaigns by format yet, now’s the time. 
Yes, it takes a bit of extra effort. 
But the payoff? Higher sales, lower ad costs, and total control over your publishing business. 
 
Stay tuned. 

Don’t Mix Keyword Match Types in the Same Ad Group 
Hey, friend—Leslie here again. 
 
Today I want to talk about something that might seem like a small detail, but in reality, it’s crucial to the 
success of your Amazon ad campaigns. 
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We’re talking about keyword match types—and why you should never mix them in a single ad group. 
 
Let’s first make sure we’re on the same page. Amazon gives us three main keyword match types: Exact 
Match, Phrase Match, and Broad Match. 
 
Exact Match means your ad will only appear when someone types in the exact keyword, in the same word 
order, without extras. For example, if your keyword is "fantasy for teens", the ad will only show for that exact 
query. 
 
Phrase Match is a little more flexible. Your ad shows if the keyword appears in the correct order, even with 
other words added before or after. So your ad might show up for something like "dark fantasy for teens" or 
"fantasy for teens with dragons." 
 
Broad Match is the most flexible. It can trigger your ad if the query includes your keywords in any order, or 
even includes synonyms and related terms. So "YA fantasy novels" or "magical stories for teenagers" might 
also pull up your ad if your keyword was "fantasy for teens." 
 
At first glance, it seems smart to include all three in one ad group to cover more ground. That’s what I thought 
too—more match types, more reach, right? 
 
But that’s where the trap is. 
 
Amazon handles these match types very differently. They’re ranked and prioritized using separate internal 
algorithms, and when you throw them all into the same group, you create a mess of competing signals. The 
result? Reduced performance across the board. 
 
I learned this the hard way. I once ran an ad group using the same keyword across all three match types. I 
wanted to see which one worked best. But the results were disappointing—low conversion, high ACoS, and 
weak impressions. I didn’t get it... until I spoke to someone with deep Amazon Ads experience. 
 
Here’s what I learned: when someone types a query into Amazon, the system looks for Exact Match 
keywords first. If none are available or strong enough, it moves down the ladder to Phrase Match, then Broad 
Match. Sounds simple—but when you give Amazon all three options within one ad group, the algorithm starts 
guessing which one to prioritize. That’s where you lose control. 
 
Let’s say a customer searches "fantasy for teens with dragons". And your ad group has "fantasy for teens" 
set as Exact, Phrase, and Broad Match. Now Amazon’s system isn’t sure what to do. Should it treat it as 
Phrase Match? Or Broad Match? Maybe not show it at all because Exact Match doesn’t apply? 
 
Even worse, your performance stats get jumbled together. You can’t tell which match type is actually 
working—and which is dragging you down. 
 
Once I split my ad groups by match type, everything changed. The results were crystal clear. Some keywords 
thrived under Exact Match. Others did better with Phrase. And some only worked with Broad. And that made 
perfect sense when I looked closer. 
 
For highly competitive and clear-intent phrases like "romantic fantasy" or "detective thriller", Exact Match won 
every time. That’s because people typing those terms usually know exactly what they want—and are ready to 
buy. 
 
Phrase Match worked beautifully with more nuanced keywords like "fantasy with a strong female lead". 
People searched with variations, like "dark fantasy with a strong female lead" or "fantasy with a strong female 
lead and romance subplot", and the phrase still triggered the ad. 
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And for vague, browsing-style searches—like "vacation books"—Broad Match performed best. These are the 
readers who don’t have a specific title or genre in mind yet. Broad Match helped me reach them before they’d 
narrowed their focus. 
 
But the most important thing? 
Once I split each match type into its own ad group, I finally got clean, readable data. I could see exactly how 
many impressions, clicks, and sales came from each match type. I saw which converted best, which drained 
budget, and which deserved scaling. That clarity let me invest with confidence, not guesswork. 
 
There’s another angle that’s often overlooked: cost-per-click varies between match types. Exact Match 
usually costs more—those keywords are more competitive. Broad Match costs less, but often converts 
worse. When you mix them all together in one group, you can’t control bidding effectively. 
 
Let’s say you set a single bid of $0.50. That might be too low for Exact Match—you’ll miss out on high-intent 
traffic. But it might be too high for Broad Match, and you’ll overpay for vague, low-converting clicks. With 
separate ad groups, you can fine-tune: maybe $0.80 for Exact, $0.60 for Phrase, and $0.40 for Broad. 
Suddenly, your entire budget works more efficiently. 
 
I know what you might be thinking: 
"That sounds like a lot of work—splitting all this up when I’ve got hundreds of keywords!" 
 
I hear that a lot. But here’s what I’ve learned over time: 
You don’t need to go all in at once. Start small. You don’t have to use all three match types for every keyword. 
Often, just one or two are enough. And nowadays, plenty of ad tools let you duplicate ad groups and manage 
keywords in bulk—making the process much smoother. 
 
And even if you don’t have tools? You can still start today. Pick your top 10 or 20 keywords and split them by 
match type into separate ad groups. Run the test. See what happens. 
 
When you do—and you see the clearer data, the better control, the improved results—you’ll realize this 
wasn’t extra work. It was just smart work. 

How to Properly Test Your Keywords 
You know what? Let me show you how to test your keywords the right way—step by step. I’ll walk you 
through a real example from one of my recent campaigns. 
 
When I launched my last marketing book, I created three separate campaigns—each focused on a different 
match type. I used the same keywords in each, with a $100 budget per campaign. Then I let them run for two 
weeks. 
 
Here’s what happened: 
Exact Match brought in the fewest clicks, but had the best ACoS. 
Phrase Match landed somewhere in the middle—solid traffic, decent conversion, average cost. 
Broad Match delivered the most clicks and the cheapest traffic, but also the lowest conversion rate and the 
weakest ACoS. 
 
It all made sense. People using Exact Match queries usually know exactly what they want—and they buy. 
Broad Match casts a wider net, which brings in more browsers and fewer buyers. And Phrase Match gave me 
a sweet spot between reach and relevance. 
 
What mattered most? I got clean data, fully separated by match type. I could clearly see which keywords 
were bringing in sales, what the click costs were, and which ones deserved more budget. 
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That’s when the magic started. 
 
Some Exact Match keywords had an ACoS below 30%. That’s gold! So I raised the bids and increased the 
budget for those terms. At the same time, Broad Match revealed unexpected keyword combinations I hadn’t 
even considered. I took those and added them to my Phrase and Exact Match campaigns—where they also 
began to perform better. 
 
This, to me, is smart scaling. Not just throwing more money at ads, but using data to guide your decisions 
and grow with precision. 
 
And here’s the best part: when your campaigns are structured this clearly, you can respond fast to market 
changes. If Amazon tweaks its algorithm (and they do), you’ll know immediately which match type is 
impacted. If competitors start outbidding you on certain phrases, you can adjust just that campaign—without 
messing up everything else. 
 
It’s like having three separate control panels instead of one big lever. You can fine-tune your entire strategy 
with way more control than most authors even realize is possible. 
 
Another key point: seasonality. Different match types behave differently depending on the time of year. During 
the holidays, shoppers often type in very specific book titles or gift-related genres—that’s where Exact Match 
shines. In the summer, people browsing for vacation reads might respond better to Broad Match. 
 
When your campaigns are separated, you can shift budgets quickly. Lean into Exact Match during December. 
Let Broad Match lead in June. You’re never stuck guessing—you’re adjusting based on what’s actually 
working right now. 
 
Now, I get it—running separate campaigns might feel like overkill at first. Setting up three instead of one? 
Analyzing all those numbers? Sounds like a lot. 
 
But I promise—it’s worth it. This “extra” work pays off in performance, in savings, and in confidence. You’ll 
see what’s working. You’ll know where your money’s going. And you’ll stop flying blind. 
 
Just don’t forget—Amazon Ads is a marathon, not a sprint. Don’t expect instant results. Let your campaigns 
run for at least two or three weeks before making decisions. Only then will you have enough data to make 
real, informed choices. 
 
And while you’re testing and learning, I’ll be right here—helping you sort through the data, make smart 
adjustments, and grow the kind of campaigns that truly deliver. 

A Breakdown of a Typical Bad Campaign 
Hey friend, today I want to walk you through a real-world example—one that perfectly illustrates what not to 
do with your Amazon ads. 
 
A couple of months ago, I started working with Marina, an author of a romantic fantasy series. She reached 
out frustrated, saying: 
"The ads just don’t work. I’m spending $500 a month and seeing nothing back." 
 
So I took a look at her ad account... and, honestly, I nearly fell out of my chair. It was what I call a "mashup 
campaign"—a complete mix of everything thrown into one pot. Let’s break down what was happening. 
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She had one campaign with two ad groups. The first group advertised all three formats—Kindle, paperback, 
and audiobook. The second group was Kindle-only. Inside both? Keywords in all three match types—Exact, 
Phrase, and Broad—all jumbled together. 
 
Her reasoning? 
"I just wanted to save time and keep everything in one place—it’s easier to track spending that way." 
 
Easier? Maybe. But let’s look at the numbers: 
Budget: $500/month 
Clicks: 850 
Sales: 35 
ACoS: 95% 
 
Not terrible on the surface—but when I started digging deeper, the real problems became clear. 
 
I asked her, “Which format is selling best?” 
She said, “Probably Kindle. It gets the most clicks.” 
Then I asked, “Which match type is driving the sales?” 
Her answer: “I have no idea.” 
 
And that’s the real danger of mixing everything together—you completely lose visibility. When formats and 
match types are all thrown into the same group, there’s no way to tell what’s working and what’s wasting 
money. 
 
Take her keyword "romantic fantasy", which she used in Exact, Phrase, and Broad match—all in the same ad 
group. Anytime someone searched a related term, Amazon could show any of the three formats, triggered by 
any of the three match types. 
 
Now imagine a shopper clicks, but doesn’t buy. Was it because they didn’t like the format? Was the price too 
high? Did the blurb not land? You can’t tell. 
 
And if a purchase does happen? You still can’t tell whether it came from Exact Match, a Phrase Match 
variation, or a Broad Match guess. Everything blurs together. 
 
Even the second ad group—which was Kindle-only—had the same match-type mess. Plus, since Kindle ads 
were running in both groups, Amazon sometimes served the same book under the same keyword but from 
different groups. This made the data completely unreliable. 
 
To make matters worse, her stats showed that the audiobook had actually made a few solid sales. But we 
couldn’t trace which keywords had triggered those sales—so she couldn’t scale what was working. 
 
Eventually, Marina asked, “How can I know how much I’m losing with this setup?” 
 
I suggested we run a simple experiment. We pulled $100 from her budget and set up three clean campaigns: 
One for Kindle with only Exact Match 
One for paperback with only Phrase Match 
One for audiobook with only Broad Match 
 
Just one week later, those three simple campaigns delivered 12 sales with an average ACoS of 65%. That’s 
better performance than her entire $500 “mashup” campaign delivered over the previous month. 
 
Why Did It Work? 
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Because for the first time, we had clean, reliable data. We could clearly see which format was converting 
better, which keywords were driving actual sales, where it made sense to raise bids, and where to cut back. 
No more guessing, no more noise. 
 
Marina wasn’t entirely convinced at first. 
"But managing multiple campaigns seems so complicated," she told me. 
And I asked her a simple question: 
"Which is harder—spending an hour a week reviewing focused, accurate data, or wasting hundreds of dollars 
on a campaign that’s half-working and gives you no answers?" 
 
Here’s the part that always surprises people: after we rebuilt her ad structure—splitting everything by format 
and match type—her total ad spend went down slightly, yet her sales nearly doubled. 
 
Why? Because every dollar now worked with surgical precision. No more scattering the budget across 
jumbled formats or mismatched keywords. We knew what was working—and we doubled down on those 
exact combinations. 
 
That’s the beauty of clean campaign architecture. It doesn’t just improve results—it gives you control. And 
without control, Amazon Ads is just gambling with prettier charts. 
 
Yes, setting up dedicated campaigns for each format and each match type takes extra effort. And yes, 
reading five dashboards instead of one might feel more complicated at first. But it’s the only way to really 
understand what’s going on—and the only way to scale smart. 

What Amazon Does When You Lose Structure 
Remember how confusing Amazon Ads looked when you first opened the dashboard? I remember that 
moment clearly. Staring at dozens of menus, wondering why everything felt more like engineering than 
advertising. And thinking, “Why didn’t they make this simpler?” 
 
I get it. I’ve been there too. Back when I first started, I tried to “simplify” things my own way—by cramming 
everything into one big catch-all campaign. My logic? 
“Amazon’s a smart system. It’ll figure out which formats and keywords perform best. Let it do the work.” 
 
If only I knew what that would cost me. 
 
Let me tell you the story that finally cured me of the “just let Amazon decide” approach. 
 
It was three years ago. I’d just launched a new business book series—three titles, each available in Kindle, 
paperback, and audiobook. And instead of organizing things properly, I set up one “universal” campaign, 
tossed in all the formats and all the match types, gave it a daily budget of $20, and hit “Start.” Easy. Efficient. 
Or so I thought. 
 
The first week wasn’t terrible. Sales trickled in, ACoS hovered around 70%. Not ideal, but manageable. I 
even allowed myself a little smug satisfaction—"Ha, look at me streamlining the process." 
 
But I was celebrating too early. 
And then... things started getting weird. 
 
Like any ad platform, Amazon’s system wants to spend your budget where it sees at least some sign of 
performance. Now imagine you’ve got one big campaign where everything—formats, match types, 
keywords—is thrown into a single pot. A few early clicks lead to one accidental sale of the Kindle version 
from a broad match keyword. What does Amazon do? It thinks it found a winner and starts pushing more and 
more budget in that direction. 
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By the end of the second week, my ACoS had jumped to 95%. I started digging into the data, trying to make 
sense of it. That’s when I noticed something troubling: Amazon had almost completely stopped showing my 
paperback listings, even though they had initially converted well. Why? Because the Kindle version had 
pulled in more clicks in the first few days—and the system assumed it was the “strongest” format. 
 
I figured, “Okay, maybe I can at least figure out which keywords are performing.” 
Nope. That was a dead end too. Since I’d mixed all three match types in the same group, there was no way 
to tell which version of a keyword had actually triggered a sale. The phrase “marketing for beginners” 
could’ve been triggered by Exact, Phrase, or Broad match—and in the stats, it was all jumbled together in a 
useless blur. 
 
By week three, my neat little $20/day budget had turned into a chaotic mess. Some days the campaign 
burned through the full budget by lunchtime; other days it barely spent half. Why? Because Amazon was 
trying to “optimize” based on contradictory data. 
 
One morning, the system would see a spike in clicks from some vague, broad-match term—then boom, half 
the day’s budget would pour into that one phrase. No sales followed, of course. So the next day, the algorithm 
would swing the other way, trying different keywords, different formats. And the cycle just repeated—again 
and again, wasting time and money. 
 
The worst part? I couldn’t even pinpoint where the money was leaking. When everything is mashed 
together—formats, match types, ad groups—you lose the ability to analyze anything meaningfully. 
 
By the end of the month, the damage was obvious. 
ACoS had ballooned to 120%. 
Paperback sales had nearly disappeared. 
The audiobook was only being shown for bizarre, off-topic search terms. 
And the Kindle version? It was still getting clicks—but barely converting at all. 
 
So I did what I should’ve done in the beginning: I shut the whole campaign down. 
 
Then I rebuilt everything from the ground up. 
Nine separate campaigns. 
Each book format got its own. 
Each campaign had a clean, focused structure, with match types clearly separated. 
 
Yes, it took an entire day to set up. 
Yes, now I had to watch more campaigns. 
But within a week, the difference was night and day. 
 
I could now tell: 
Which format for which book actually sold. 
Which keywords were consistently converting. 
Where to increase bids—and where to cut them. 
 
And slowly but surely, my ACoS began to drop. Because now, every dollar had a purpose. No more 
scattershot ads. No more blind spending. Just clean, targeted traffic based on real data. 
 
That’s why I urge every author I work with: don’t try to oversimplify what was never meant to be simple. 
Amazon Ads is a powerful tool—but like any tool, it only works when you learn how to use it properly. 
 
It’s far better to spend a bit more time setting up your campaigns right than to spend months wondering 
where your budget is disappearing. I’ve made those mistakes—over and over again—so you don’t have to. 
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Get Organized: One Objective — One Campaign 
You know what I love most about working with Amazon Ads? That moment when an author finally gets it. 
When all those complicated concepts and structures suddenly click into place in their mind. 
And I see that spark in their eyes: “Damn, so this is how it works!” 
It’s like watching someone witness magic for the first time—only in our case, the magic is very real and brings 
actual sales. 
 
Today I want to share with you the formula for the perfect Amazon ad campaign. The very formula I’ve earned 
through years of trial and error, lost money, and sleepless nights poring over stats. Believe me, I’ve tried 
everything—from insanely complex structures with dozens of ad groups to the primitive “set it and forget it.” 
And only after hundreds of experiments and thousands of dollars spent did I find an approach that truly 
works. 
 
So remember this: 
One objective — one campaign. 
Sounds simple, right? 
But the devil, as always, is in the details. 
Most authors try to cram too many goals into one campaign and then wonder why the results are so 
inconsistent. 
It’s like trying to cook soup, bake a cake, and grill a steak in the same pot—nothing good will come out of 
that. 
 
Let’s break it down with a real example. 
Let’s say you’ve got a book in three formats: eBook, paperback, and audiobook. 
And you want to test different keyword match types for each format. 
How many campaigns should you create? 
 
Many beginners would say: “Three, one for each format.” 
And they would be completely wrong. 
Others try to jam everything into one “universal” campaign—and that’s a straight path to disaster. 
I’ve tested it on my own skin. 
 
The correct answer? 
Nine. 
Yes, exactly nine separate campaigns. 
Why? Let’s do the math: 
 
3 formats (Kindle, paperback, audio) 
× 3 match types (exact, phrase, broad) 
= 9 campaigns 
 
“Leslie, are you insane?” you’ll say. 
“That’s a ton of work! I barely have time to write my books, and now you’re telling me to manage nine 
campaigns?” 
 
I get your confusion. I really do. 
I used to think the same way. 
But trust me—this structure will save you tons of time and stress in the long run. 
 
Now imagine that in each of those campaigns: 
Only one ad group 
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Only one book format 
Only one keyword match type 
A clear, refined keyword list 
Full control over every element 
 
You know what that gives you? 
Crystal-clear data. 
No confusion, no mixed signals for Amazon’s algorithm. 
You immediately see which combinations work—and which are a waste of money. 
 
It’s like having nine separate labs instead of one cluttered room where all your experiments are happening at 
once. 
 
I remember a case with my student Anna. She wrote romance novels and came to me in total despair: 
“Ads are eating up my money, and I’m barely getting any sales! I’m ready to give up.” 
We looked into her ad dashboard — and I nearly went gray on the spot. 
Three campaigns, each with five or six ad groups, all formats and match types mixed together, keywords 
duplicated across groups. 
It was a full-blown ad chaos where Amazon simply couldn’t figure out what to show and how. 
 
“Let’s do an experiment,” I said. “We’ll take one novel and build a proper structure for it.” 
 
We created nine separate campaigns. Each one had a single ad group, one format, and one match type. 
It took the entire day. Anna sat next to me, occasionally sighing and grumbling that we were wasting precious 
hours she could’ve spent writing the next chapter or editing a manuscript. “This feels like advertising 
bureaucracy,” she muttered as we meticulously filled out each field and configured every parameter. 
 
And then, a week later, she called me—absolutely ecstatic. I didn’t even recognize her voice at first—it was 
so full of energy and joy. You know why? First of all, she finally saw the real picture of her sales. 
 
Like a blindfold had been lifted from her eyes. Turns out, her audiobooks were performing great under exact 
match queries, especially when they targeted specific themes within romantic fiction. 
Meanwhile, her eBooks worked best with phrase match and keywords related to names of similar authors. 
Previously, this incredibly valuable information had been completely buried in mixed-up stats—like a needle 
in a haystack. 
 
Secondly, she was able to pinpoint the problem areas in her ad strategy. 
For instance, broad match for her paperbacks brought in a ton of clicks—but almost no sales. 
People were clicking out of curiosity but had no intention to buy. 
Before, she would just see an overall high ACOS and panic, unable to figure out where the leak was or how 
to fix it. 
 
But the biggest breakthrough was the ability to scale. 
When you have a clear, transparent structure, it’s easy to identify winning combinations and double down on 
them—like a sound engineer who knows exactly which string to tune. 
Notice that a particular campaign has a great ACOS? 
Just increase the budget or carefully raise the bids. 
You don’t need to spend hours digging through convoluted reports trying to understand which combo worked 
and why. 
Everything’s right there—clear and ready for action. 
 
“Well,” you might say, “but how do I manage that many campaigns? Sounds like a nightmare!” 
 
Here’s where it gets interesting. 
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Paradoxically, the cleaner your structure, the easier the management. 
When each campaign serves only one purpose, you know: 
Where to look if something goes wrong 
Which metrics matter for each campaign 
How to optimize each element independently 
 
It’s like tools. 
You could buy one all-in-one gadget that supposedly does everything—but nothing well. Or you could build a 
set of dedicated tools, each perfectly suited for its task. Just like a professional craftsman—with a specific 
tool for every operation, everything in its drawer, instantly accessible. 
 
And you know what? 
This approach doesn’t just save you money—it saves you time. 
Yes, time! 
Because you’re not wasting hours unraveling tangled data, trying to figure out why one campaign works and 
another doesn’t. Instead, you immediately see that the auto-targeting campaign for your fantasy novel has a 
sky-high ACOS, while the exact match queries for your romance novel bring stable sales at minimal cost. 
 
Imagine that instead of wandering through a dark maze with a dim candle, you're walking down a well-lit road 
with signs at every turn. 
The difference is tremendous! 
When your campaigns are properly structured, you always know exactly where you are and where to go next. 
 
Instead, you have a clear map. You can see how every element of your ad strategy is working—like looking 
into a transparent watch mechanism where every gear plays its role. You're not just guessing what's 
happening—you know for sure. And you can make quick decisions based on real data, not assumptions 
or—worse—emotional impulses that often lead to reckless budget spending. 
 
Of course, building such a structure takes initial effort. Sometimes it even feels easier to launch one big 
campaign and just hope for the best. But trust my experience—and I’ve been through dozens of failed 
experiments and thousands of wasted dollars—it’s absolutely worth it. Because in the long run, a 
well-organized ad structure is the key to stable sales and efficient use of your ad budget. It’s like building a 
house: you can save money on the foundation and move in faster, but you’ll be fixing cracks in the walls for 
years to come. 
 
And remember: Amazon Ads is a marathon, not a sprint. Many authors give up after a few failed attempts, 
not realizing that the algorithm needs time to gather data and start performing effectively. Your job is to create 
a system that works for months and years, continuously optimizing and improving like a finely tuned machine. 
And for that, you need a solid foundation—one that can withstand any algorithm changes and market shifts. 
And that foundation is the right campaign structure we’ve been talking about. 
 
Once you have this structure in place, you stop being a hostage of the ad platform. You become its master, 
using every bit of its potential to reach your goals—whether that’s increasing the visibility of a new book or 
maintaining consistent sales across your entire catalog.  
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How a Customer Searches for a Book 
Let’s talk about how people actually search for books on Amazon. Because once you understand this, you’ll 
stop wasting money on ads and start attracting exactly the readers who are truly interested in your book. 
Most authors imagine the search process incorrectly. They assume the buyer knows what they want and 
types in the exact phrase. But in reality, things are more complicated—and more interesting. 
 
I’ve spent years analyzing customer behavior on Amazon, and I can tell you with confidence: 
A reader's path to your book is a journey—filled with twists, refinements, and small decisions. 
 
Once you understand this psychology, you can structure your strategy to appear exactly where your ideal 
reader is searching. It’s like setting up your bookstore at the busiest intersection, not down a quiet side street. 
And trust me—the difference in performance is dramatic. 

The Typical Search Journey 
Imagine someone decides to learn how to paint flowers with watercolors. How do they begin? 
 
First search: watercolor book 
Amazon shows thousands of results. The shopper feels overwhelmed and unable to focus on any one option. 
This is a classic case of choice paralysis—too many options, not enough clarity. 
 
Second search: watercolor flowers book 
It’s more specific, but still too broad. The customer sees everything from kids’ coloring books to advanced 
manuals. It’s clear they need to narrow their search further. 
 
Third search: watercolor flowers book for beginners 
Now we’re getting somewhere. The selection is more manageable. But even here, the reader 
hesitates—because not all beginner books are created equal. They want something clear, visual, and 
step-by-step. 
 
Fourth search: watercolor flowers step by step book for adult beginners 
Bingo. This time, Amazon returns exactly what they need: books designed for adult learners, with clear, 
structured lessons, no baby talk—but also no overwhelming technical jargon. 
 
Now the customer sees 5–10 books that truly meet their needs. Each promises to teach watercolor flower 
painting from scratch. This is the decision zone. 
 
The Final Round of Selection. By this point, the shopper likely has 4–6 browser tabs open. They’re comparing 
your book with others. This is the final showdown—where the sale is won or lost. 
 
They study the: 

●​ Covers — Are they professional and visually appealing? 
●​ Descriptions — Do they clearly promise results and benefits? 
●​ Previews — Is the content clean, organized, and beginner-friendly? 
●​ Price — Does the value match the cost? 
●​ Reviews — Do other readers say it helped them? 

 
They’re conducting a mini-audition, comparing finalists side-by-side, looking for the book that best matches 
their needs and expectations. Why Long-Tail Searches Matter Most. Here’s the truth: Most purchases happen 
on long, detailed search phrases. Why? Because by the time someone types in such a specific query, they 
already know what they want—and they’re ready to buy. 
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They’re not “just browsing.” They’re searching for a solution to a clearly defined problem. And they’re 
prepared to spend money to solve it—right now. 

The Law of Buyer Intent 
That’s why it’s absolutely crucial not just to help the buyer find your book, but to do everything possible to win 
the battle against your competitors. This is where everything is decided. The buyer votes with their wallet. 
And that’s not just a figure of speech — it’s the brutal reality of the market. Every click, every visit to your 
page is a potential duel where your book either wins or loses the fight for the buyer’s attention and money. 
 
Imagine this: the buyer is on the final stretch of their search. They have tabs open with your book and your 
competitors’ books. At this moment, they’re scrutinizing every detail — from the cover quality to the most 
recent review. They’re literally conducting a micro-audit of each product, evaluating whether your book is 
worth their money and time. It’s like the final round of a boxing match, where the championship belt is on the 
line — except in this case, the prize is the purchase of your book. 
 
It’s important to win that fight — and not just occasionally, but systematically. And of course, advertising is just 
traffic — that is, the number of battles against your competitors. You’ll win some and lose others. But don’t 
confuse the two — traffic is just the chance to showcase your product, not a guarantee of a sale. You could 
spend thousands of dollars on ads, but if your book keeps losing in that final moment — it’s all for nothing. 
 
Your goal is to win every time — ideally, of course. That’s a fantasy, but it’s exactly the scenario you should 
aim for. Even winning 70–80% of those battles is an incredible result that will bring you consistent income. 
I’ve seen authors burn through insane amounts of money on ads, converting only 20–30% of their traffic into 
buyers — and month after month, they lost money. On the other hand, I’ve met authors who, with minimal ad 
budgets and a finely-tuned product page, cover, and description, converted nearly every second visitor into a 
buyer. The difference is massive! 
 
Over 10 years of working with Amazon, I’ve discovered a clear pattern that completely changed the way I 
think about advertising on this platform: 
 
The longer the search query, the higher the purchase intent. Someone typing “watercolor flowers step by step 
book for adult beginners” has practically already pulled out their credit card. 
 
The shorter the query, the more people are just browsing. Someone searching for “watercolor book” doesn’t 
even know what they want yet. 
 
This goes against what many advertising “gurus” teach. They say — and I used to believe it too: 
“Go for short keywords — that’s where the traffic is!” 
 
But let’s think logically about how it really works: 
 
A short query = the person doesn’t yet know what they want. They’re just starting their journey, exploring the 
market, comparing options — they’re nowhere near making a purchase. 
 
A long query = the person knows exactly what they want. They’ve already done their research, they know 
what they’re looking for, and they’re ready to spend money right now if they find the right option. 

A Real-World Example From My Own Campaign 
Recently, I launched a book about meditation. Let’s compare the results—and trust me, these numbers say a 
lot about the real effectiveness of different approaches. 
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Short keyword: “meditation book” 
100,000 impressions (huge reach—but did it help?) 
1,000 clicks (people are clicking, but without clear intent) 
10 sales (here’s where it starts to hurt) 
Conversion rate: a miserable 1% (money straight down the drain) 
ACOS: sky-high (I won’t even name the number—it’s scary) 
 
When I first saw these results, my hair practically stood on end. Imagine spending hundreds of dollars, 
getting a thousand people to visit your book page—and ending up with just 10 sales! 
 
It’s like renting a store on the busiest street in town, paying outrageous rent, and finding out that most people 
who walk in are just asking where the nearest bathroom is. 
 
Long-tail keyword: “guided meditation book for anxiety and stress relief” 
1,000 impressions (100x fewer, but a completely different quality) 
50 clicks (fewer, but almost every click is a warm lead) 
15 sales (50% more sales with 20x less traffic!) 
Conversion rate: an impressive 30% (every third visitor buys!) 
ACOS: consistently profitable (ads paid for themselves from day one) 
 
Now take a look at that beauty! With the long-tail keyword, I spent just a fraction of what I did on the broad 
keyword. Amazon only showed the ad to people who were looking specifically for what I had to offer. 
 
And the result? Almost one-third of visitors converted into buyers! 
I still remember checking the stats on day one and thinking—“No way… is this actually working that well?” 
 
See the difference? With the short keyword, I was basically burning money. I spent much more, attracted a 
thousand random visitors—and got just 10 sales. It was like shooting a cannon at a flock of sparrows, hoping 
one would fall. 
 
Every morning, I’d open my ad reports in horror, watching my budget evaporate—while my book continued to 
gather dust on Amazon’s digital shelves. But with the long-tail keyword? Fewer impressions, sure—but those 
were the right people. They came with a credit card in hand, knowing exactly what kind of book they needed. 
And a full third of them bought it. 
 
That’s the true magic of Amazon Ads. These weren’t just browsers—they were problem-aware shoppers, 
actively looking for a solution. And they found it in my book. The best part? Not only did the ad pay for 
itself—it started generating profit from day one. 

How to Use This When Launching 
Let me tell you—this completely changed my approach to launching books. I went through dozens of failed 
campaigns, burning budgets for nothing, until I realized this simple truth. 
 
Now I: 

●​ Start with long-tail keywords 
●​ Minimum 4–5 words in the query (the more specific, the better the conversion) 
●​ Extremely specific description (not just “fantasy,” but “dark fantasy with a strong female lead”) 
●​ Clear targeting (age, interests, experience level) 
●​ Add emotional triggers to keywords (“gripping,” “inspiring”) 

 
Group keywords by intent 

●​ Informational ("how to," "what is," "learn about") — for those still exploring the topic 
●​ Buyer-focused ("book for," "guide to," "best manual") — for people ready to buy right now 
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●​ Problem-solving ("help with," "solution for," "overcome") — for those seeking a specific fix 
●​ Comparative ("better than," "alternative to") — for those choosing between options 

 
Test for conversion 

●​ Start with small budgets ($5–10 per day per keyword group) 
●​ Track ACOS for each keyword (don’t fall into the “just clicks” trap!) 
●​ Scale only what works (and ruthlessly cut anything with ACOS above 70%) 
●​ Regularly analyze search term reports to find new golden keywords 

 
Believe me, once you see a properly chosen long-tail keyword delivering 25–30% conversion, you’ll never go 
back to vague, broad queries again. It’s like the difference between fishing with dynamite and using a sniper 
rifle. 
 

Why the Google Approach Doesn’t Work 
Many authors try to apply their experience from Google Ads when setting up Amazon ads. This is a massive, 
catastrophic mistake that wastes budgets. I personally lost thousands of dollars before I understood this 
fundamental difference. 
 
Here’s why the Google strategy kills your sales: 

●​ Google vs. Amazon: Completely Different User Intent 
●​ Google: people are often just searching for info, tips, articles, reviews — they’re in “research mode” 
●​ Amazon: people come with a specific buying intent, credit card in hand, finger hovering over “Buy 

Now” 
●​ Google: wide range of goals (from “what is fantasy” to “buy a book”) 
●​ Amazon: focused intent (the user already decided they want a book—now choosing which one) 

 
Completely Different Search Behavior Psychology 

●​ Google: the user moves from broad to specific via a series of searches 
●​ Amazon: the buyer often starts by browsing a category and then narrows down to a specific book 
●​ Google: people patiently browse multiple pages of results 
●​ Amazon: if your book isn’t on page one—it basically doesn’t exist 

 
Critically Different Ranking Algorithms 

●​ Google: traffic volume, click-through rate, and time on page matter 
●​ Amazon: the only thing that truly matters is conversion to sales 
●​ Google: you can play with SEO text optimization 
●​ Amazon: the algorithm ruthlessly filters out anything that doesn’t lead to transactions 

 
I’ve seen hundreds of authors try to set up Amazon ads like Google—and all of them lost money, without 
understanding why. This difference is critical and demands a completely different approach to keyword 
strategy. 

How This Affects Your Strategy 
Let me add a practical tip that truly changed my approach to selling: 
 
Imagine you're selling a book in a physical bookstore. A customer approaches you with a slightly confused 
look and says: 
 
"I need a book about flowers." 
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Naturally, you wouldn’t just point toward a shelf labeled “Flowers,” right? 
 
You’d start asking clarifying questions: 

●​ For beginner or advanced gardeners? 
●​ What specific growing technique are you interested in? 
●​ Are you looking for something practical or more theoretical? 
●​ Maybe you're interested in a specific type of flower — roses, orchids? 
●​ Is the book for yourself or as a gift? 

 
The exact same process happens in Amazon’s search system. People start with a basic query, then gradually 
refine and narrow it down until they find the exact book that meets their needs. And the more precisely your 
book answers those refined queries, the higher the chance it will be purchased. 
 
I’ve learned from experience: A book that’s clearly positioned for a specific query always sells better than one 
that tries to appeal to too broad an audience. It’s just like in a real store — a customer trusts the seller who 
truly understands their needs. 

A Practical Approach to Keyword Selection 
Here’s how I recommend proceeding (this approach is based on hundreds of my own books): 
 
Start with a base query 
Example: "meditation book" — this is your starting point, the foundation. Most authors stop here, but that’s a 
huge mistake! 
 
Add a level 
"meditation book for beginners" — now you narrow the audience and tell Amazon your book is perfect for 
newcomers. It’s like putting a sign in the window that says, “Perfect for those just starting out.” 
 
Refine the format 
"guided meditation book for beginners" — here, you specify the exact type of meditation. Someone looking 
specifically for a guidebook rather than theoretical material is far more likely to buy your book. 
 
Add a problem or goal 
"guided meditation book for beginners anxiety relief" — now you’re addressing a specific pain point. Trust me, 
people look for solutions, not just books. When you say, “I’ll help with your anxiety,” conversion skyrockets. 
 
Refine the audience 
"guided meditation book for beginners anxiety relief adults" — the final touch, where you define exactly who 
the product is for. A parent looking for a meditation book for their teen will skip this, but an adult dealing with 
anxiety will stop at your book. 
 
Key Takeaways to Remember 

●​ Longer keywords = higher conversion — I’ve seen cases where adding a single clarifying word 
boosted conversion from 5% to 25%! 

●​ Start narrow, then expand — first gain a foothold in a tight niche where it’s easier to stand out, then 
target broader queries. 

●​ Track conversion, not traffic — 100 impressions with 30 sales beats 10,000 impressions with the same 
30 sales (and I’m not exaggerating that difference!) 

 
Think like a buyer, not a marketer — ask yourself: “What would I personally search for if I were looking for a 
book exactly like this?”. That’s the golden rule that has saved more than one of my book launches from 
failure. 
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How to Apply This in Practice 
Let me share a proven system that I personally use for every one of my books (and trust me, I’ve tested 
hundreds of combinations over the past 10 years): 
 
Create a list of core keywords (3–4 main themes of your book) 
Don’t overwhelm yourself at this stage. I used to work with 15–20 keywords at once and it was a disaster — 
the data was diluted, the budget was scattered, and there were no results. It’s better to choose the real 
central themes your book revolves around. 
 
For each one, create a “refinement tree”: 

●​ Skill level (beginner, advanced, expert) 
●​ Format (guide, step-by-step system, workbook) 
●​ Target audience (women, men, teens, seniors) 
●​ Specific problem (anxiety, insomnia, procrastination) 
●​ Desired result (quick relief, long-term solution) 

 
It’s like building a family tree for your keywords — each branch gives you new targeting opportunities. I 
usually draw this out on paper to clearly visualize the connections. 
 
Create test campaigns: 

●​ Separate campaign for each keyword type (don’t mix them!) 
●​ Fixed bid for clean testing (I recommend starting at $0.35–$0.40) 
●​ Minimal budget to collect data ($5–$7 per day is enough to begin) 

 
Remember: at this stage, you’re not earning — you’re investing in data. This is like paid market research that 
will pay off later. 
 
Analyze results after 7 days: 

●​ Check ACOS for each keyword (ideally under 70% in early stages) 
●​ Mark keywords with high conversion (even if only 1–2 sales) 
●​ Cut ineffective ones (zero conversion after 100+ impressions is a clear sign) 

 
Don’t rush to conclusions. I almost shut down a campaign once that suddenly “took off” on day 8 and became 
my most profitable one for months. 

Common Mistakes Authors Make 
I often see authors repeating the same mistakes that cost them hundreds in ad spend and weeks of 
disappointment. Let’s break them down: 
 
Chasing traffic volume 
Wrong: “The more impressions the better! Ten thousand views — that’s great, right?” 
Right: What matters is not quantity, but quality of traffic. Better to have 100 impressions from a targeted 
audience than 10,000 from random people who aren’t even interested in your book. I’ve been burned by this 
myself — excited about the huge reach, while sales stayed at zero. 
 
Using overly broad keywords 
Wrong: “My book is about everything! Let’s use ‘romance’, ‘sci-fi’, ‘books for women’!” 
Right: Better to be an expert in a specific niche than try to please everyone. Your book can’t be for everyone 
— that’s marketing suicide. Find your narrow audience and speak directly to them with precise keywords. 
 
Blindly copying competitors 
Wrong: “It works for them, so it’ll work for me! I’ll just copy all the bestseller’s tags!” 
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Right: Every book has its own unique keyword fingerprint. What works for a book with 500 reviews will likely 
flop for a newcomer. Study competitors, but adapt your strategy to your own situation and book. 
 
Not testing different options 
Wrong: “I launched the ad and now I wait for magic! I’ll check back in a month.” 
Right: Constant testing and optimization is not optional — it’s essential. I go into my ad dashboard every 3–4 
days and make adjustments. It’s like tending a garden — regular weeding and feeding leads to a rich harvest. 
 
Panicking after early failures 
Wrong: “I spent $15 and only sold one book! That’s it, ads don’t work!” 
Right: Early results are almost always disappointing — that’s normal. The algorithm needs time to figure out 
who to show your book to. Give your campaign at least two weeks before drawing conclusions about its 
performance. 

Signs of a Working Strategy 
How to know you’re on the right track: 

●​ ACOS decreases over time 
●​ Week 1: It may be high — even alarmingly high — and that’s normal, since the algorithm is just 

beginning to gather data about your book 
●​ Week 2: It should noticeably drop, if your keywords are truly relevant 
●​ Week 3: It stabilizes at an acceptable level for your genre, allowing you to become profitable over time 

thanks to the long tail of sales 
 
Conversion rate increases 
For long-tail keywords, it should be at least 10% — if lower, either the cover isn’t compelling or the description 
isn’t convincing 
For some especially precise keywords, it can reach an impressive 30–40% — this is a goldmine that should 
be expanded as much as possible 
Over time, you’ll even see conversion improvements on medium-competition keywords 
Organic sales start to appear 
Amazon begins showing your book in organic search results — this is a sign that the algorithm “trusts” your 
book 
Sales begin happening without ads — people are finding your book through categories or recommendations 
 
A snowball effect kicks in: more sales → higher rank → more organic visibility → even more sales. 
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Launch Plan for Amazon Ads 
Well, it looks like we’re truly ready to launch a highly effective ad campaign. We’ve got everything in place: a 
strong, attention-grabbing title, a persuasive sales description, quality content inside the book, and a 
professionally designed cover that stands out from the competition. Now it’s time to take the next step—start 
driving targeted traffic and, most importantly, begin training Amazon’s algorithm with our carefully refined, 
precise, and highly relevant keywords. 
 
Remember how we gathered those keywords? How we analyzed competitors and hunted for those golden 
phrases that would bring us the ideal readers? Now, all that preparation is finally going to pay off. We’re not 
just throwing money into ads and hoping for the best—we’re strategically training the algorithm to understand 
exactly who should be seeing our book. 
 
And you know what’s the coolest part? When you do everything right from the very beginning, Amazon 
becomes your best friend and most powerful partner. It starts to recognize who your target audience is—and 
then takes over much of the promotion for you. It’s like a snowball rolling downhill, picking up speed and 
growing bigger every day. 
 
So let’s go! I’m about to show you how to set this machine in motion and get it working for you—not against 
you. You know what I hear most often from new authors? “Leslie, I spent a hundred bucks on ads and only 
sold two books. This just doesn’t work!” 
 
And you know what? I get it. I really do. 
 
When you put your money on the line and don’t see an immediate return, it hurts. Especially if it’s your last bit 
of savings or money you set aside for something important. You keep checking your account every hour, 
hoping to see some movement—and there’s just silence. That little voice in your head starts whispering: 
“Maybe your book just isn’t good enough?” 
 
I’ve been there. 
 
In my first month of running Amazon Ads, I lost about $500—half of my total ad budget. This was back in 
2015, and that amount felt huge at the time. I remember sitting in front of the screen thinking, 
“Maybe this whole thing was a mistake.” Every morning I’d wake up with anxiety and check the stats first 
thing, hoping for a miracle. But no miracle came—my sales numbers stubbornly refused to move, while my 
ad budget kept evaporating. At some point, I even started to question the quality of my book—despite having 
been completely confident in it just a few weeks earlier. 
 
But you know what I realized later? 
 
I was looking at the wrong metrics. I was chasing instant sales when I should’ve been building a system. I 
expected Amazon to immediately start showing my book to the perfect readers—when in reality, the algorithm 
needed time to figure out who those perfect readers even were. 

Why Most Authors Fail 
Let me walk you through the typical story: 

●​ An author launches ads 
●​ Spends $100–$200 in the first month 
●​ Sees a negative ROI 
●​ Panics and shuts everything down 
●​ Declares that “ads don’t work” 
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Sound familiar? I bet it does — because 95% of authors follow this exact path. 
 
But here’s what’s really happening behind the scenes at Amazon: 

●​ The algorithm is just starting to collect data on your book 
●​ The system is testing different keywords 
●​ It’s adjusting targeting to find the right audience 
●​ A conversion history is beginning to form 

 
And when you turn off the ads after the first month — you’re literally throwing all that data in the trash. You’re 
stopping right before the moment when the system would have started working for you. 
 

The Three Phases of a Successful Amazon Ads Campaign 
Instead of thinking of advertising as a “buy now” button, let’s reframe it as a system-building process. It’s not 
a one-time action, but a journey of development that moves through several clear stages. The system 
consists of three distinct phases, each with its own goal and importance within the broader strategy. 
 
Phase 1: Launch and Data Collection (First 30 Days) 

●​ Goal: Not sales — but data collection (this is crucial to understand!) 
●​ Objective: Identify the effective keywords and filter out the useless ones 
●​ Key Metrics: Clicks, impressions, CTR (don’t get stuck on conversions yet) 
●​ Budget: Minimal (~$5 per day — anything more is unnecessary) 
●​ Mindset: Experimental, with no expectations of immediate profit 

 
In this phase, you’re investing in data, not in sales. Think of it as scouting before a major battle — you’re 
learning the terrain. I personally spent my first two months just studying which keywords grabbed the 
attention of readers in my niche. It was scary watching money go out with little to show for it — but that data 
later became a goldmine. Without this step, you're just shooting blindly and hoping to get lucky — and in 
advertising, luck is too expensive. 
 
Phase 2: Scaling Up (Days 30–60) 

●​ Increase the budget for campaigns that showed a good CTR in Phase 1 
●​ Ruthlessly turn off underperforming keywords — even the ones you thought were perfect 
●​ Dive deep into testing new ad formats — try Sponsored Brands, Product Display, and other 

placements 
●​ Start working strategically with automatic campaigns — now powered by the data you’ve collected 

 
At this point, you’re no longer experimenting — you’re building a real sales machine. I remember how 
hesitant I was to increase my budget after the first month, but this is where the real magic starts. You take the 
top 20% of campaigns that showed signs of life and pour more fuel into them — gradually raising bids and 
expanding your reach. It’s like watering only the sprouts that have broken through the soil, rather than 
sprinkling water randomly across the entire field. 
 
Phase 3: Optimization and Profit 

●​ Fine-tune bids for each keyword down to the cent — every penny can make or break your profitability 
●​ Maximize ROAS (Return on Ad Spend) by constantly analyzing data and cutting anything under 120% 

return 
●​ Scale winning campaigns not just by increasing budget, but by strategically expanding into similar 

keywords and audiences 
●​ Maintain ongoing monitoring and adjustments every 3–5 days — no “set it and forget it” here; this is a 

living system 
●​  
●​ Introduce seasonal strategies and adapt to Amazon algorithm updates — the market is always shifting 
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By this point, you’re no longer a beginner — you’re a real ad strategist. I still remember how surprised I was 
to discover that tweaking a bid by just five cents turned a losing campaign into a profitable one. This isn’t 
about survival anymore — it’s about empire-building, where every dollar invested in advertising is expected to 
deliver maximum returns. 

Why This Approach Works 
Imagine you’re building a house. You don’t expect it to appear in a single day, do you? Of course not. First, 
you lay the foundation. Then you build the walls, put on the roof, and only after that do you start working on 
the interior. Each stage requires time, patience, and the correct sequence of actions. 
 
Advertising on Amazon works exactly the same way: 

●​ Phase 1 is your foundation — without it, everything else will collapse 
●​ Phase 2 is the framework and structure — determining the strength and durability of your system 
●​ Phase 3 is the finishing touches and comfortable living — when you start to reap the rewards of all 

your work 
 
I still remember that turning point — the moment when I finally grasped this structure in all its simplicity. My 
advertising results changed dramatically. From a painful $500 loss in the first month (when I was ready to quit 
altogether), I gradually climbed to over $2,000 in monthly profit within six months. And you know why that 
happened? Not because I found some secret hack or magic button. It was simply because I stopped 
panicking over short-term results and started methodically building a system that worked. 
 
Core Principles of a Successful Launch 

●​ Patience is your most valuable asset. Don’t expect instant results — the first few weeks are almost 
always unprofitable. Give the system time to collect enough data to make smart decisions. Commit to 
at least 30 days for Phase 1, even if you're tempted to change things sooner 

●​ Focus on the right data. Watch your CTR much more closely than immediate sales. Meticulously 
record all performing keywords — this is your gold. Keep a detailed log of your ad campaigns, noting 
every change and its result 

●​ System, not chaos. Always start with small, manageable budgets. Only scale what has proven itself 
with low spend. Have a clear 30-day action plan — don’t just drift aimlessly through the dashboard 

 
 
Practical Action Plan 
 
Week 1–2: 

●​ Launch 3–5 campaigns with different keyword sets 
●​ Set a daily budget of $5 per campaign 
●​ Track all data in a spreadsheet for later analysis 

 
Week 3–4: 

●​ Analyze initial results 
●​ Turn off underperforming keywords 
●​ Prepare your campaigns for scaling 

 
Remember: You’re not just spending money on ads — you’re investing in building a system that can work for 
you for months and even years. The first month may show a loss — and that’s okay. It’s part of the process. 
 
What’s Next? 
In the next chapter, we’ll break down Phase 1 — those critical first 30 days that determine the overall success 
of your Amazon ads campaign. I’ll show you: 
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●​ The exact structure of your ad campaigns 
●​ How to choose starting bids 
●​ Which metrics to track 
●​ When and how to make decisions about turning off or scaling campaigns 

 
For now, prepare your ad budget and get ready to work seriously. Because this is where the fun really begins 
— creating your own Amazon ad system. 

"The Honeymoon" with Amazon: How to Maximize Your First 30 Days 
You know what’s most fascinating about working with Amazon? The first 30 to 40 days after your book launch 
are like a honeymoon phase. Amazon watches your every move closely, analyzing every click and every sale. 
And how you spend this period will determine the long-term fate of your book. 
 
When I realized this, it completely changed how I approached book launches. I used to try saving money 
wherever I could — setting the lowest possible bids, limiting the daily budget. And you know what? That was 
a huge mistake. Amazon interpreted my book as irrelevant and stopped showing it altogether. 
 
Why are the first 30 days so important? 
 
During this time, Amazon actively: 

●​ Tests your book across different audiences to figure out who’s truly interested 
●​ Collects conversion data for every keyword and reader segment 
●​ Determines relevance across various search queries, building your “digital fingerprint” in the system 
●​ Establishes your book’s initial ranking, which will influence future visibility 

 
Here’s what’s critically important to understand: during this period, Amazon gives you a kind of carte blanche. 
The system is more willing to show your book even if your metrics aren’t perfect. It indexes your book under 
new keywords more easily, allowing you to “claim territory” in search results. The algorithm also reacts more 
quickly to positive signals — clicks, Look Inside engagement, add-to-cart behavior. 
 
In essence, this is your one true opportunity to make a strong and clear statement, while the system is most 
receptive to your actions. If you miss this window — you’ll have to work ten times harder later to achieve the 
same effect. 

The Biggest Mistake New Authors Make 
Let’s be honest. Here’s what most first-time authors do when they launch Amazon Ads: 

●​ Set super low bids ($0.20–$0.30) 
●​ Limit their daily budget to just $2–$3 
●​ Use only 5–10 keywords 
●​ Panic when they see a high ACoS (Advertising Cost of Sale) 

 
And that completely ruins the advantage of the “honeymoon phase.” 
 
Commentary: The “honeymoon phase” refers to the first 30–40 days after launching a book on Amazon — a 
crucial window where Amazon gives your book extra visibility to test its relevance. But if your bids and budget 
are too low, Amazon doesn’t get enough data to evaluate your book. As a result, it assumes there’s no 
interest and stops showing your book altogether. 
 
My Personal Mistake: I remember doing the exact same thing. I was afraid of burning through my ad budget, 
so I set a $5/day limit and felt proud that I was saving money. But then I wondered: “Why isn’t Amazon 
showing my book to anyone?” 
Now I understand: The system simply wasn’t receiving enough data to learn who the ideal audience was. 
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The Right Strategy for the First 30 Days 
To give Amazon’s algorithm the input it needs, here’s the correct structure for your first month: 
 
Week 1: 

●​ Launch broad keyword campaigns 
●​ Set bids 20–30% higher than the market average 
●​ Daily budget: $15–$20 per campaign 
●​ Use at least 15 keywords 

 
Week 2: 

●​ Start reviewing early performance 
●​ Don’t turn off campaigns yet 
●​ Collect all conversion data 
●​ Keep a detailed log of impressions, clicks, and keyword performance 

 
Weeks 3–4: 

●​ Begin targeted optimization 
●​ Increase bids on keywords that are performing well 
●​ Expand to similar search terms that show promise 
●​ Start preparing for Phase 2: Scaling 

 
Why Higher Bids Are Smart 
Many new authors ask: “Isn’t this too expensive?” 
Here’s what I say: What’s more expensive — spending $300–$400 on a well-executed launch, or spending 
months trying to revive a book Amazon now sees as irrelevant? 
 
High starting bids: 

●​ Get more impressions 
●​ Give the algorithm more data 
●​ Help index your book more effectively 
●​ Build a valuable conversion history 

 
How to Calculate Your Month-One Ad Budget 
Use this simple formula: Book price × 50 = Minimum ad budget for your first month 
 
Example: If your book costs $9.99. Then your recommended launch budget is: $500. This isn’t just an 
expense — it’s an investment in your book’s long-term visibility. 
 
Three Key Metrics to Track in the First Month 
1. Impressions 
Goal: At least 10,000 in the first 2 weeks 
Measures your audience reach 
Lays the foundation for indexing 
 
2. CTR (Click-Through Rate) 
Healthy range: 0.3%–0.5% 
Reflects how compelling your title, cover, and targeting are 
Helps evaluate keyword relevance 
 
3. Clicks 
Goal: Minimum 100 clicks in the first 2 weeks 
Gives the system enough training data 
Shows real reader interest 
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What If You’re Afraid to Spend Money? 
That fear is normal. But here’s the truth: If you don’t spend early and intentionally, you’ll spend more later — 
and still get worse results. Confidence comes not from guessing less, but from measuring more. The first 
month is about learning what works, so you can stop wasting money in the long run. 
 
I Know That Fear — I Really Do 
 
But let me tell you what happens when you do everything right in the first month: 

●​ Amazon starts to better understand your book 
●​ The system finds your ideal audience 
●​ Conversion rates begin to rise naturally 
●​ Your cost-per-click goes down 
●​ Your ROI improves week after week 

 
Practical Month-One Checklist 
 
Before Launch: 

●​ Prepare your ad budget (Book price × 50) 
●​ Build a list of 100+ keywords 
●​ Create a spreadsheet to track key metrics 
●​ Set up spending alerts so you stay informed 

 
First Two Weeks: 

●​ Launch at least 3 different campaigns 
●​ Set bids 20–30% above average 
●​ Don’t panic if ACoS is high 
●​ Track all data daily 

 
Second Two Weeks: 

●​ Begin targeted optimization 
●​ Increase bids on keywords that are performing 
●​ Prepare to transition into Phase 2: Scaling 
●​ Analyze all data you’ve collected 

 
Remember — you’re not just spending money. You’re investing in building a solid foundation for your book. 
It’s like constructing a house: you can cut corners on the foundation, but later you’ll be constantly fixing and 
patching things. Or you can do it right from the start — and your author “home” will stand strong for years to 
come. I’ve been through this myself and seen hundreds of other authors go through it too — those who try to 
save money early on end up spending three times more correcting mistakes later. 
 
And if you do everything right during that first month, things will become much easier and more cost-effective 
moving forward. Amazon will start working in your favor, the algorithms will understand your target audience, 
and every dollar you spend will bring more and more return. It’s like a snowball rolling downhill — all it needs 
is the right initial push. 
 
In the next chapter, we’ll break down exactly how to transition from the launch phase to the scaling phase. 
This is the exciting point where all your early investments begin to pay off. I’ll show you the specific triggers 
and metrics that tell you it’s time to move forward. Trust me, this is going to be one of the most inspiring parts 
of your journey. 
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Five Essential Campaigns for Phase One: How to Set a Proper Foundation 
You know what I realized after running hundreds of campaigns? Success with Amazon Ads isn’t about luck — 
it’s about architecture. And today, I’ll give you the exact blueprint to build your own advertising system from 
the ground up. 
 
Let’s walk through the five types of campaigns you absolutely must launch within the first 30 days. Each one 
plays a unique role, and together they form a complete picture of how your book is perceived in the 
marketplace. 
 
1. Broad Match – Let Amazon Explore Freely 
This is your first and most important campaign. Why? Because here, you’re letting Amazon do what it does 
best — test keyword combinations you may never think of yourself. 
 
How to set it up: 

●​ Choose 10–15 of your strongest keywords 
●​ Set a fixed bid (start at $0.50–$0.70) 
●​ Daily budget: Minimum $10 

 
When I launched my first book on marketing, I included broad keywords like “digital marketing,” “online 
business,” “marketing strategy.” Amazon discovered dozens of variations I had never even considered — and 
many of them converted well. 
 
2. Phrase Match – Capture the Long Tail 
This is your long-tail hunter — the campaign that finds your book through specific, detailed search phrases 
used by real readers. 
 
How to set it up: 

●​ Use the same keywords from your broad match campaign 
●​ Lower the bid slightly (10–15% less) 
●​ Daily budget: $8–$10 

 
One of my self-publishing books got excellent conversions from the phrase “how to publish a first book” — 
even though it wasn’t a keyword I had originally targeted. Phrase match helps you discover intent-based 
search traffic that’s highly targeted and often more affordable. 
 
3. Exact Match – Maximum Control 
This is your precision sniper — targeting readers who know exactly what they’re looking for. Exact match 
usually delivers the highest conversion rate, but with lower reach. 
 
Key points: 

●​ Use the same keywords 
●​ Increase bids 20% higher than broad match 
●​ Daily budget: $5–$7 

 
Exact match often delivers the best ACoS, but don’t shift your entire budget here too soon. Doing so means 
you’ll miss out on valuable discovery and keyword testing from your other campaigns. 
 
4. Product Targeting – Strong Competitors 
This is your strategy for “riding the wave” of top players in your niche. With this campaign, you're showing ads 
to readers who are already viewing bestselling books in your category. 
 
How to choose ASINs: 
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●​ Find 10–15 bestsellers in your category 
●​ Check their sales rank (should be better than yours) 
●​ Make sure they have good reviews (at least 4.0 stars) 

 
When I targeted top-performing marketing books, my CTR was lower, but conversion rates were significantly 
higher. Why? Because those readers were already ready to buy — they just needed one more nudge. 
 
5. Product Targeting – Weak Competitors 
This is your secret weapon. Here, you're looking for books that are relevant to your audience but not selling 
well. These often turn out to be low-competition goldmines. 
 
Strategy for selecting targets: 

●​ Look for books with a sales rank between 100,000–500,000 
●​ Choose 5–10 ASINs 
●​ Always check for relevance of content and niche 

 
Example: I once found a book with only 15 reviews — but it had the perfect target audience. Targeting it gave 
me an ACoS under 20% — one of the best-performing campaigns I’ve ever run. 
 
How to Tie It All Together into a System 
 
Week 1: 

●​ Launch all 5 campaigns at once 
●​ Use a consistent daily budget across them 
●​ Don’t make any changes for at least 5 days 

 
Week 2: 

●​ Start collecting performance data for each campaign type 
●​ Build a comparison table to track metrics side by side 
●​ Identify the top-performing combinations 

 
Weeks 3–4: 

●​ Begin adjusting bids based on actual performance 
●​ Reallocate budget toward what’s working 
●​ Start preparing for scaling up successful ad pairs 

 
Remember the most important thing — all these campaigns must work together like an orchestra. Each one 
plays its own part, and only together do they create the symphony of successful book sales. Don’t turn 
campaigns off too early, even if one of them shows a high ACOS. During the first month, your goal is to 
collect data, not to optimize for profit. 
 
In the next chapter, we’ll talk about how to read and interpret all this data — how to understand which 
combinations are working best and when it’s time to start scaling. 
 
But for now — launch your first five campaigns and start collecting data. Trust me, this is the most important 
data you’ll gather in your entire author career. 
 

Why Automatic Bidding Strategies Are a Trap for Beginners 
You know what always surprises me? How many authors immediately rush to use automatic bidding 
strategies. Dynamic bids up and down, Dynamic bids down only — sounds tempting, right? Like Amazon will 
just handle everything for you. 
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But let me explain why this is a huge mistake during your first month of advertising. 
 
Why Amazon “doesn’t know” your book yet 
 
Imagine you arrive in a new city and ask a local, “Where’s the best restaurant around here?” If that person 
has lived there for 20 years, they’ll give you a great recommendation. But if they just moved there yesterday? 
Their advice will be random at best. 
 
That’s exactly how Amazon behaves in your first month — it’s like that newcomer. It has no sales history, no 
conversion data, no understanding of your target audience, and no insight into seasonal trends. 
 
Back in 2019, I launched a book on business planning. I enabled automatic bidding, thinking it would optimize 
things for me. You know what happened? Amazon started showing my book to fiction readers. Why? 
Because the book description included the phrase “success story,” and the algorithm interpreted “story” as 
fiction. The result? An ACOS of nearly 300% in just one week. 
 
The takeaway? Automatic bidding needs data to work well — and in the first month, Amazon doesn’t have it. 
Trusting the algorithm too early is like handing over the controls of an airplane to someone who just sat in the 
cockpit for the first time. 
 

Why fixed bids are your best friend 
When you use fixed bids, several key advantages come into play: 
you stay in control, you know exactly how much you're paying, you get clean, unmanipulated data, you can 
make informed adjustments, you maintain consistent click costs, it's easier to calculate real efficiency, 
identifying working keyword combinations becomes simpler, the system receives stable input, conversions 
are easier to track, and you're building a reliable foundation for the future. 
 
After that failed attempt with automatic bidding, I switched to fixed bids. I won’t lie — the first week was 
nerve-wracking. It felt like I was spending too much. But by the end of the month, I had a crystal-clear picture 
of which keywords were actually working. 
 
How Amazon learns from your data 
 
This is where things get really interesting. Every click and every sale is a lesson for the system. Amazon 
analyzes behavioral signals like: how much time users spend on your page, how often they add the book to 
cart, the return rate, and the speed of purchase decisions. 
 
It also tracks demographic data: buyers' age, their interests, purchase history, and geographic location. 
 
And don’t forget contextual signals: time of day when sales peak, days of the week, seasonal trends, and 
product correlations. 
 
One time, I noticed something unexpected — my marketing book was selling best on Monday mornings. 
Why? Because people were planning their workweek. I only discovered this thanks to fixed bids and clean, 
consistent data. 
 
When to switch to automatic strategies 
I allow my students to use automatic bidding only when: the book has reached at least 100 sales, the 
click-through rate (CTR) is consistently above 0.3%, the conversion rate holds steady at 10% or more for a 
full month, there are at least 25 reviews, and ACOS has remained stable for the past two weeks. 
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And you know what? By the time they reach that point, most authors don’t even want to switch to automation 
— because they’ve learned how to manage their ads manually and now understand every nuance. 
 

Five Key Signals You’re Ready to Scale 
1. Quantitative Indicators 

●​ At least 100 total sales across all ad campaigns 
●​ Consistent daily sales (minimum 3–4 per day) 
●​ A clear upward trend in organic (non-ad) sales 

 
2. Quality Performance Metrics 

●​ CTR (Click-Through Rate) is consistently above 0.3% 
●​ Conversion rate is holding above 8% 
●​ ACoS shows a downward trend week over week 

 
3. Technical Conditions 

●​ You have at least 15 active keywords 
●​ Each keyword has generated at least 2 sales 
●​ Your daily budget isn’t being fully spent by midday — it lasts through the day 

 
4. Behavioral Factors 

●​ Time on page is consistently over 2 minutes 
●​ Bounce rate is below 65% 
●​ Readers are adding your book to their wish lists 

 
5. Social Proof 

●​ At least 10 honest reviews 
●​ An average rating of 4.0+ 
●​ You’re starting to receive organic (unsolicited) reviews 

 
In 2020, I launched a book that hit 100 sales in just 18 days. You know what I did? Nothing. I stayed in the 
first phase until the full 30-day period was over. And that was the best decision — those final 12 days gave 
me so many insights about my audience that they completely transformed my scaling strategy. 
 

The Math of Phase One: Why “Losing Money” Is Actually Normal 
Let’s break down a typical example: 

●​ Average CPC (cost per click): $1.20 
●​ Conversion rate: 20% (1 sale per 5 clicks) 
●​ Cost per sale: 5 × $1.20 = $6 
●​ Your royalty per sale: $5 
●​ “Loss” per sale: $1 

 
Looks bad, right? But now take a deeper look: 
 
What You’re Actually Getting for That $1 “Loss”: 

●​ Valuable reader behavior data 
●​ Indexing for new keywords 
●​ Improved ranking in search results 
●​ Organic sales uplift (on average, +30% over ad-driven sales) 
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When my students start panicking over losses during their first month, I always show them screenshots from 
my early campaigns. Here’s an example: A book that was “losing” $1.50 per sale during Month 1. 
But then? 
For three months straight, it generated $2,000+ in clean profit each month —because we had invested 
smartly in data and positioning. 
 
When You Should Not Move On to Phase Two 
Even if you’ve hit 100 sales, take a breath and check for red flags. 
 
Red Flags That Signal: “Wait Before Scaling” 

●​ Return rate higher than 10% 
●​ Negative reviews about content quality 
●​ Unstable or inconsistent CTR 
●​ No sign of organic sales 
●​ Daily budget gets fully spent before noon 

 
In 2021, I was consulting an author who was eager to move to Phase Two. He already had 150 sales, which 
looked great on the surface. But his CTR was all over the place, and he had almost no organic sales. We 
decided to stay in Phase One for two more weeks. We reworked the cover and book description. The result? 
Steady growth and, in the end, a successful and sustainable scaling phase. The lesson? Don’t confuse fast 
results with solid foundations. Sometimes a little more patience pays off in thousands of extra dollars down 
the road. 

Readiness Checklist Before Scaling 
Before moving into Phase Two, take a moment to assess your campaign's real readiness — not just by gut 
feeling, but by data. Here are the core criteria I personally use and teach my students to check. 
 
You should have already reached at least 100 total sales across your campaigns, with consistent daily sales 
and a visible upward trend in organic performance. That means Amazon is beginning to do its part — 
showing your book to readers naturally, without needing to spend on every impression. 
 
Performance-wise, your CTR should be consistently above 0.3%, your conversion rate should be over 8%, 
and your ACoS should be trending downward, week by week. 
 
On a technical level, you should have 25 or more active keywords, and your daily budget should be lasting 
the full day — not being depleted by noon. You should also have collected usable data from all campaign 
types: broad, phrase, exact, product targeting, and auto (if tested). 
 
Every Click Is an Investment. In 2018, I worked with an author who messaged me nearly every day saying, 
“Leslie, I just spent another $50 and only got two sales! Should we shut the ads off?” 
 
I gave him the same reply each time: “Imagine you’re not spending $50 — you’re buying Amazon stock at 
$25 a share. And in 30 days, those shares will be worth $100.” 
 
That’s exactly how you need to treat ad clicks during Phase One — not as expenses, but as investments. 

Why Clicks Aren’t Just Costs — They’re Strategic Assets 
Let me show you the difference between traditional advertising and Amazon KDP ads: 
With traditional ads, you spend money, get clicks, and if there are no sales, the money is gone. But with 
Amazon KDP ads, every dollar you spend returns something valuable — even if the sale doesn't happen 
immediately: 
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●​ You get clicks 
●​ Amazon gathers data from each click 
●​ The algorithm improves your targeting 
●​ Each next click becomes more efficient 
●​ Your organic ranking begins to rise 
●​ Your book starts receiving free impressions 

 
In 2020, I launched a business-planning book. Month One: ACoS was 150%. Was it scary? Absolutely. 
But by Month Three, ACoS dropped to 35%, and my organic sales doubled my ad-driven ones. 
 
What You’re Really Buying With Your Clicks 
Each click gives you three types of long-term assets: 
 
Behavioral Data 

●​ You learn who your real reader is. 
●​ When they buy. 
●​ What triggers drive conversion. 
●​ What turns people away. 

 
Algorithmic Value 

●​ Your book becomes more relevant. 
●​ You climb higher in search rankings. 
●​ Targeting gets sharper. 
●​ Cost-per-click begins to drop. 

 
Social Proof 

●​ Reviews from real readers. 
●​ Better average rating. 
●​ Verified sales history. 
●​ More organic mentions and recommendations. 

 
Turning Data into Profit 
Here’s the most important lesson I’ve learned in over 10 years of working with KDP ads: 
Never judge your campaign by its early numbers. Early-stage “losses” are often the very foundation of 
long-term profit. 
 
Let’s break it down: 
 
Month 1: 

●​ You’ll likely see high ACoS. 
●​ But you're collecting data and building your base. 

 
Month 2: 

●​ ACoS starts to decline. 
●​ Organic sales begin to appear. 
●​ Amazon starts to understand your book. 

 
Month 3: 

●​ ACoS stabilizes at a low, healthy level. 
●​ Organic sales surpass paid ones. 
●​ Now you can scale up your most profitable campaigns with confidence. 
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Let the system learn. Let the data build. The smart author isn’t the one who panics early — it’s the one who 
invests early and scales when the foundation is solid. 

The "Guru" Mistake: Launching with Hundreds of Keywords 

Who this chapter is for — and why it matters 
 
You asked for it — and I delivered. This chapter isn’t just another rehash of the usual clichés you see 
repeated from book to book. It’s pure concentrate. Here I’ve gathered the most valuable, most brutally honest 
lessons about Amazon Ads I’ve ever created. You could call it the distilled essence of my ten years working 
with advertising on the platform — the very tactics and strategies that helped me reach five-figure monthly 
income without inflating my ad budgets to the sky. 
 
Yes, I’ve already touched on some aspects of launching and managing ad campaigns earlier in this book. You 
might be thinking I’ve gone crazy, repeating the same points over and over. Or maybe you’re starting to 
suspect this book was written by AI. But trust me: when I highlight things that may seem obvious, people nod 
and say “yeah, yeah, I get it,” but in reality, they miss the true depth of what I’m saying. Then they go right 
back to making the same basic mistakes — mistakes that cost them time and money. I’ve seen this happen 
hundreds of times in my workshops. Authors listen, take notes… and then a week later, message me with the 
exact same problems we just covered. 
 
It’s like that story about my student Maria. After a three-hour webinar on the importance of laser-focused 
targeting, she launched a campaign targeting all categories at once — and burned through $200 in two days 
without a single sale. When we jumped on a call, she was genuinely confused: “But you said to reach a wide 
audience!” I had to explain: “Wide, yes — but relevant. That’s not the same thing.” 
 
So in this chapter, I’m going to repeat myself on purpose — but with specific real-world examples and 
detailed breakdowns. I’ll show you screenshots of my campaigns — the winners and the disasters. I’ll tell you 
about times I stepped on a rake and how I recovered. Like that catastrophic launch in 2018, when I lost 
almost $3,000 in a single week because of one poorly configured automatic campaign. Or the time a simple 
rearrangement of keywords in my book title boosted my CTR by 43% overnight. 
 
I sincerely hope you’ll come to a deep understanding of how Amazon Ads work — the way I eventually did, 
after many sleepless nights analyzing stats and running endless experiments. Only in my case, this 
knowledge cost me tens of thousands of dollars in trial and error. You? You’re getting it for the price of this 
book. Not a bad deal, right? 
 
And trust me, I’m not exaggerating — my first year running Amazon Ads was a financial nightmare until I 
finally stumbled onto the strategies I’m sharing with you now. 
 
Let’s keep going and turn this knowledge into actual income. I still remember the feeling I had when I saw — 
for the first time — that a properly set up campaign brought in more money than it cost to run. That sense of 
freedom and confidence is exactly what I want to give you. 
 
These lessons — the same ones that have already helped hundreds of authors increase their sales and build 
reliable income — are now in your hands, in the most concentrated and actionable form possible. 
 
This isn’t theory. This is field-tested, hard-earned practice. I’ve taken over a decade of experience with 
Amazon advertising — refined it, edited it, structured it — and turned it into something clear, practical, and 
easy to follow. This guide is designed to take you from complete confusion about how ads work, to a point 
where you can confidently launch profitable campaigns — even with just $5 to $10 a day. 
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I’ll show you how to start small, scale up gradually, and avoid the kind of catastrophic mistakes that can wipe 
out your ad budget overnight. We’ll dive into how to read and interpret key metrics, when to stay calm, and 
when it’s time to step in and fix your campaigns. Most importantly, I’ll teach you how to think strategically — 
how to see beyond the numbers and spot real growth opportunities for your author business. 
 
If you’re: 
– launching your first (or fifth) book and want to earn, not burn money; 
– already running ads, but your ACoS is stuck above 70% and organic sales aren’t moving; 
– tired of conflicting “expert” advice and just want a proven system— 
 
Then this chapter is for you. 

Why I Chose These 4 Lessons 
In my experience — which includes thousands of hours running ads and testing hundreds of strategies — I 
know firsthand how easy it is to get lost in a sea of information. 
Authors write to me all the time with questions like: 
"Leslie, how do I balance bids and budgets?" or 
"How do I know which keywords are actually working?" 
 
That’s exactly why I handpicked these four most powerful lessons — because each one: 
is grounded in real data and years of performance metrics 
has been tested not just on my own books, but by hundreds of authors in the Profitable Publisher community 
has delivered measurable results — from tripling sales to building reliable streams of passive income 
 
I’ve put them in a logical, step-by-step order, stripped away the fluff and theory, and kept only what works — 
battle-tested tactics you can start applying today. 

A Warning: Who Should Not Read This Chapter 
If you’re looking for a magic button... 
If you’re not willing to spend at least one hour per day setting up and optimizing your ads... 
If you plan to just skim this text — Close this chapter right now. Seriously. No hard feelings. 
 
This chapter is for people building a long-term business, not for those trying to “make a quick buck” with a 
couple of low-content books. You won’t get any real value from this if you treat it like a random Facebook 
post. This isn’t entertainment. This is a step-by-step action guide. And if you’re not ready to take action, then 
honestly — this chapter will just waste your time. 

What Is ACoS and How to Calculate It Correctly 
Let’s start with one of the most important distinctions in advertising — the difference between revenue and 
profit. I often see authors confuse these two concepts, and it leads to serious miscalculations. This confusion 
is especially common when authors first start running ads and wonder why their “perfect” ACoS doesn’t seem 
to generate real money. 
 
ACoS (Advertising Cost of Sales) is the percentage of your ad spend relative to your revenue from ad-driven 
sales. Not your profit. Not your royalty. Gross revenue — that’s the key. And it’s a critical distinction — one 
that even experienced authors often miss when they try to optimize their campaigns. 
 
Let’s Break It Down with a Simple Example 

●​ Your book sells for $16 
●​ You spend $80 on ads 
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●​ You make 10 sales through ads = $160 in revenue 
●​ ACoS = $80 ÷ $160 × 100% = 50% 

 
Sounds simple, right? But here’s where most authors trip up, and I’ve seen this mistake hundreds of times 
among my students. 
 
Mistake #1: Obsessing Over Break-Even ACoS 
Break-even ACoS is the point at which your ad spend equals your royalty. Many authors believe they should 
aim to stay at or below that number. 
 
Let’s explore why that mindset is flawed, and how it can silently destroy your book’s growth potential. 
 
Sample Scenario: 

●​ Book price: $16 
●​ Royalty: $5.60 (based on 35% royalty rate) 
●​ Break-even ACoS = 35% 

 
That means if you spend $5.60 on ads and generate a $16 sale, you're at net zero — no loss, no profit. So 
far, so good. 
 
But here’s the trap: Many authors treat this break-even ACoS as a hard ceiling — a performance benchmark 
that their ads must not exceed. They start panicking the moment their ACoS rises even a few points above it. 
 
I know this mindset well — because I fell into the same trap myself. I’m honestly a little embarrassed to admit 
it now. For a long time, I tried to keep my ACoS tightly fixed around 35%, thinking it was the smart thing to do. 
I would pause or shut down any campaign that exceeded that number. That decision — and that narrow 
thinking — cost me thousands of dollars in lost opportunity. It slowed down the growth of my business for 
years. 
 
It wasn’t until I zoomed out and saw the bigger picture that I realized how much potential I had been choking 
off — all because of a single flawed assumption. 
 
Why ACoS Can Actually Hurt Your Growth 
Here’s what happens when you become obsessed with lowering ACoS: 
You choke your book’s full potential 
You lower your bids → and lose impressions 
You pause "expensive" keywords → and lose valuable audiences 
You try to save on ads → and kill your chance at organic growth 
 
The Myth of Needing to "Break Even" I hear this all the time from students: 
“Leslie, aren’t we supposed to at least break even on our ads?” And every time, I explain: that’s a dangerous 
misconception. Self-publishing is not a “break-even business.” It’s an investment game. 
 
Here’s what your real priorities should be: 
Increase your book’s visibility in relevant categories and search results 
Improve your organic rankings through ad-driven activity and steady sales 
Dominate your niche by building a lasting, defensible position in the market 
And yes — achieving these goals often means intentionally running ads at a short-term loss. Because here’s 
the bigger picture... 
 
The Relationship Between PPC and Organic Sales 
Let me walk you through how I used to think it worked — and probably how you think it works too. 
And honestly, I don’t blame you. I was stuck in this mindset for years — until I finally understood how the 
system actually works. 
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In Amazon KDP, we have two sources of sales: 
PPC (Pay-Per-Click) — This is Amazon Ads. You pay every time someone clicks on your ad. 
Organic Sales — These happen “naturally” through search, category ranking, or recommendation. 
 
So here’s the flawed logic I followed — maybe you’ve followed it too: You think your PPC and your book are 
two separate things. 
 
You imagine a clean transaction: 
“I spend $100 on ads → I make $100 in sales. Perfect — I broke even!” Everything above that? Pure organic 
profit. Free money. A clean win. It’s a comforting story. But it’s not how Amazon actually works. 
 
The Truth: PPC and Organic Are One System 
PPC and organic are not separate. They are one unified system. They influence each other — like a married 
couple. What happens to one directly affects the other. 
 
Here’s a real example from my own data: 
July: ACoS = 67%, 330 PPC sales, 158 organic sales 
August: Same ACoS = 67%, same 330 PPC sales — but 376 organic sales 
 
Notice: ACoS didn’t improve. The ad performance didn’t change. But profit doubled. 
 
Why? 
Because I didn’t restrict my ad spend just to chase a lower ACoS. I let the system breathe. And the result was 
a flood of free, organic sales — not in spite of the ads, but because of them. 
 
Steven Pope’s Discovery 
Steven Pope, founder of My Amazon Guy, uncovered an incredible pattern: 
 
For every PPC sale, you can expect 2–3 organic sales over the next 6 months. 
 
What does this mean? 
 
Even if you're “losing” money on ads right now, you're actually investing in future organic sales. Let’s break 
down two real scenarios from my own practice. 
 
Scenario 1: The Conservative Approach 
Ad spend: $500 
Revenue from ads: $500 → ACoS = 100% 
Additional organic sales: $200 
Final profit: $200 
 
Scenario 2: The Aggressive Approach 
Ad spend: $700 
Revenue from ads: $500 → ACoS = 140% 
Additional organic sales: $500 
Final profit: $300 
 
Notice the paradox here. 
 
In the second case, the ACoS is much higher, and on paper, the ad campaign seems less efficient. 
But the final profit is $100 higher — all thanks to the powerful organic boost effect. 
 
In your head, the math probably goes like this: 
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I spent $100 on ads → those dollars went toward clicks and impressions 
I made $100 back in ad-driven sales → I broke even 
I made $150 total including organic → $50 is the “real” profit 
 
You think that those $50 in organic sales are your pure, clean profit — the reward for writing a great book and 
being a smart publisher. 
 
Honestly? I used to see it that way too. 
 
For years, I thought like this. It made sense — clean, logical, reassuring. I spend X → I make X back → 
everything above that = profit. Just simple math, right? Wrong. 
 
That’s not how Amazon works. And it’s not just a minor detail — it’s a fundamental misunderstanding of the 
entire Amazon Ads ecosystem. 
 
The Truth: PPC and Organic Are Not Separate 
They don’t exist in parallel worlds. They’re not two separate dashboards with isolated metrics. They work 
together. Every second your book is on the platform, PPC and organic sales are interacting. 
 
Everything you do on the PPC side — every click, every sale, every view of your ad — impacts your organic 
performance. And everything that happens organically — reviews, rankings, organic purchases — feeds back 
into your ad performance. They’re like a married couple. They share the same bed, the same bank account, 
the same goals. It’s a living ecosystem where each part reinforces the other. If you fail to grasp this, you’ll 
never unlock the full power of your Amazon Ads. You can’t treat them as isolated variables. 
 
It’s like trying to separate the water in a swimming pool into “mine” and “yours” — it’s all the same water, 
flowing, mixing, influencing itself constantly.  
 
The Core Idea You Must Remember 
Here’s the most important thing you need to take away from this: 
 
The higher your PPC, the higher your organic. 
When you increase your ad spend (strategically), your organic sales grow exponentially faster. 
 
The lower your PPC, the lower your organic. 
When you cut your ads to “save money,” your organic drops much harder than expected. 
 
It’s all incredibly simple. But within that simplicity lies a power that most authors never fully unlock. 
 
As I’ve said before — and I’ll keep repeating it: 
PPC and organic are partners in a dance. They are deeply interconnected at the algorithmic level of the 
platform. Whatever you do to one will inevitably affect the other — positively or negatively. Every click, every 
sale, every interaction with your ad ripples through your organic performance. 
 
If you treat PPC and organic as separate, unrelated forces, you’ll struggle to grow your book. 
I’ve seen dozens of authors fall into this trap — and the result is always the same: stagnation and 
disappointment. 
 
Here’s the truth: 
You can earn much more through organic sales — true, long-term profit — if you let your ACoS rise slightly 
above break-even. Yes, your ad reports might show a minor loss — but the overall picture will look very 
different. And that’s totally okay. Not breaking even short-term is not a failure — it’s an investment in 
long-term growth. 
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Now I’ll show you why, with actual numbers from my experience, so you can see it for yourself and 
understand just how important it is to focus on the full picture — not isolated metrics. 
 
Stop Obsessing Over ACoS 
Seriously — this is one of the most common mistakes I see new authors make: 
They get obsessed with their ACoS like it’s the holy grail of advertising. 
 
But here’s what you really need to focus on: 
Start Tracking TACoS Instead 
You need to focus on TACoS (or TAoS — pronounce it however you like). 
Personally, I go with “TACoS” — because it sounds tasty. And who doesn’t love tacos? 
TACoS stands for Total Advertising Cost of Sales — and it’s the real performance metric you should be 
watching. Let’s break it down. 
 
ACoS = Ad spend ÷ ad-attributed revenue. This is what Amazon shows you — and what most authors fixate 
on. TACoS = Ad spend ÷ total royalties. Not revenue — but actual royalties. And that makes all the 
difference. Why? Because royalties are the money you actually earn. 
 
It’s not abstract sales revenue, not Amazon’s cut, not fantasy numbers. It’s the cash that hits your account. 
The money you use to pay rent, buy groceries, or get that new laptop to write your next book. 
 
So, your ad spend should be compared to your real income, not your top-line revenue. It’s like comparing 
business expenses to net profit, not gross turnover — it just makes more sense. 
 
Here’s a simple example to make it crystal clear: 
Let’s say you made $2,000 in royalties this month and spent $1,000 on ads. 
That gives you a TACoS of 50% — meaning you spent half of your actual income on ads, leaving the other 
half as profit. 
You spent $1,000 
You earned $2,000 
You kept $1,000 profit 
 
That’s what truly matters — the real money you’re putting in your pocket at the end of the month. It’s a much 
more accurate way to measure your success than ACoS alone, which can easily mislead you. Because when 
you’re looking at TACoS, you’re seeing the whole business, not just a slice of it. You stop worrying about 
“breaking even” on ads. Instead, you start making decisions based on what actually drives your earnings. 
 
Because when you're trying to break even on ACoS, you're focusing only on PPC, on paid clicks. 
It’s like you're looking at your business through a straw, seeing only a tiny sliver of the big picture. 
And that can lead to decisions that seem right in the short term but hurt your long-term growth. 
 
And here’s the result: 
If your book is growing only this much — just barely inching forward month after month — because you’re 
fixated on break-even ACoS like it’s your sacred cow… 
and you’re getting this many organic sales — just a few crumbs that barely cover your morning coffee… 
 
Then one day you finally lift your head and start looking at your PPC as a whole, not as a bunch of dry 
numbers but as a living system, when you truly understand that PPC and organic work together — like two 
hands on the same body — and that ACoS really doesn’t matter during the launch phase (like so many 
beginners believe), and what actually matters is TACoS, which shows the real picture of your business… 
 
— then you can make a choice: either spend more on ads, without being afraid of temporarily high numbers, 
or spend more efficiently, redirecting budget to where it really works, regardless of what your ACoS happens 
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to show right now, and in the end — you’ll earn much more than you ever imagined while stuck in your 
“break-even comfort zone.” 
Why? 
Because you’ll gain way more organic sales — the snowball effect that starts rolling down the hill and turns 
into an avalanche. And organic sales are your real money — pure profit that goes directly into your pocket 
with no additional ad spend. 
 
Even if you’re “losing” a bit on PPC in the short term — like investing into your future — you’re gaining solid 
profit from organic, and it’s in that organic boost, those “free” sales, that your true income lies. That’s the real 
reason you started this business in the first place. You have to look at the entire business, like a seasoned 
general who sees the whole battlefield — not just one flank. Now, what’s the core problem most authors run 
into? What if your ACoS (not TACoS — I’m talking about pure PPC ACoS) is very high, totally off the charts? 
 
For example, imagine these numbers: 
100% — you're spending exactly as much as you're earning 
120% — you’re in the red 
150% — you're losing half of what you're earning 
 
I’ve even seen authors with 200% ACoS — meaning they’re spending twice as much as they’re making in 
direct ad sales. And that’s usually when people start to panic. But what does that actually mean? Why is it so 
high? Is it a disaster? 
There’s a fundamental law of the universe that says: 
For every action, there is an equal and opposite reaction. This isn’t just physics — it’s a principle that applies 
everywhere, including in our KDP business. So what does that mean for you as an author? If I take one 
action in my ad campaign, there must be a counter-reaction to it. It’s like a seesaw — when one side goes 
up, the other goes down. 
 
(Hmm, maybe that wasn’t the best example… let me show you a concrete example from KDP that will 
instantly clarify everything.) 
 
Here’s what this means — and remember this well: 
 
If your ACoS is obscenely high, like a skyscraper in a small town, 
then there is something else that’s very low — something pulling the scale down, 
and that thing has a direct impact on your ACoS. 
Because it's an equal and opposite reaction — like day and night, like tide and ebb. 
If your ACoS has shot up to the sky, then what exactly is creating that high ACoS? 
What’s at the root of the problem? 
 
There’s only one thing that directly affects this metric — and that’s your conversion rate — how effectively 
your clicks turn into actual sales. Let me show you exactly what I mean with a real-world scenario — and it 
will all become clear. Let’s say we’re running an ad on Amazon. We get 10 clicks on our ad. 
 
Each click costs us $0.50 — that’s what we pay Amazon every time a potential reader clicks our ad. 
That’s our CPC (cost per click) — one of the key metrics you must monitor in your campaign. 
 
Now, let’s look at our book’s conversion rate — let’s say it’s 10%. What does that mean? 
It means that out of every 10 people who click the ad and land on the book page, only one actually makes a 
purchase. The other 9 look and bounce without buying. So out of 10 clicks, we get just 1 sale — and that’s 
normal for a start, though not ideal. 
 
Now let’s say we earn $5 in royalties from each book sold — that’s our net profit after Amazon takes its cut. 
 
So let’s break down our first ad test: 
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We got 10 clicks on our ad 
We paid $0.50 per click (a typical CPC in many niches, though some can be higher) 
Total ad spend: $5 ($0.50 × 10 clicks) 
With a 10% conversion rate, we made 1 sale 
And earned $5 in royalties from that sale 
 
The result of our first ad run: 
We spent $5 on ads and earned $5 in royalties. 
That gives us an ACoS of 100% (Advertising Cost of Sales). 
In other words, we spent 100% of what we earned. 
Not losing money, but not making any either — we’re breaking even. 
 
Now let’s say we improved our book’s product page —made the cover more appealing, rewrote the 
description, added some reviews —and increased our conversion rate to 20%. This is where the law of equal 
and opposite reaction kicks in — if conversion goes up, ACoS must go down proportionally. It’s math — you 
can’t escape it. 
 
Let’s look again at the same numbers: 
10 clicks, still $5 spent on advertising. 
But now — we get 2 sales, because 20% of 10 clicks = 2 purchases. 
Each sale still brings in $5 — that’s $10 in revenue. 
We spent $5 on ads but earned $10. 
$5 in ad spend is 50% of $10 revenue. 
That means our ACoS has now dropped to 50%. And we’re finally making real profit! 
 
And all of this happened just because we increased the conversion rate, without changing anything else in 
the ad campaign. This is the power of equal and opposite reaction in the KDP world. 
 
ACoS (your advertising cost) and conversion rate work together like communicating vessels, just like PPC 
(paid ads) and organic sales work together. You must look at your publishing business as a whole, not as 
isolated parts. Your advertising is inseparable from organic results — they influence each other, creating a 
synergistic effect. 
 
Many new authors come to me with hopeful eyes and ask: 
“Leslie, is it possible to make money on KDP without running ads? I’m afraid to lose money…” 
 
And my answer is this: 
“Why don’t you want to run ads?” Would you want to buy a Ferrari with no wheels? What’s the point? Just to 
leave it in the garage, admire it from a distance, and never feel the real drive? It makes no sense. It’s like 
trying to swim upstream with a rock tied to your leg. 
 
Advertising is not just a fundamental part of the business. It’s the bloodstream. Without it, everything else 
stops functioning. You’re starting a business. Not a hobby. Not entertainment. A real business that is 
supposed to generate real income. And in all my ten years in this career, I have never heard a single serious 
entrepreneur start a business and refuse to advertise. That’s like opening a shop in a basement with no sign 
— and hoping customers will magically find it. 
 
If I open a car wash on the outskirts of town, of course I want to advertise it through every available channel 
— to attract more customers, highlight my advantages, and generate consistent revenue. If I open a cozy 
coffee shop downtown, obviously I want to market it in every way possible — to boost foot traffic, increase 
sales, and have lines out the door. If I have a fine dining restaurant, of course I want to advertise it — talk 
about the chef, the unique menu, create excitement and buzz. Whatever business I have — from a small 
barbershop to a large construction firm — I want to promote it. That’s the law of survival in today’s world. 
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So I genuinely don’t understand why people want to start a serious book publishing business — and yet 
refuse to invest in advertising their books. It’s like sending a kid to a race and telling him not to run. If you 
really don’t have the money — I get it. I truly do. I understand that some people simply don’t have a budget 
when starting out. Many of us started from scratch. But Amazon Ads is not just an optional tool. It is one of 
the most foundational skills you absolutely must learn and master. You must run ads if you genuinely want to 
earn consistently and long-term on KDP. 
 
If you have no funds at all, then it’s better to save up the amount you need — and only then publish your 
book. Don’t rush to release a book that will end up collecting dust on a virtual shelf. 
 
And here’s another important point —if you don’t have money yet, use this time wisely —Spend it on deep 
learning. Study the algorithms, analyze successful case studies, and master the metrics. 

The Three Phases of Launching a New Book 
Right now — this is your golden opportunity to learn, especially if you temporarily can’t spend money on ads. 
Fill up your knowledge bank so that later you can apply everything at full strength. 
 
It might sound a bit strange when I say things like “don’t focus on ACoS early on”, but let me show you with 
real numbers how one of my own books performed — precisely because I didn’t obsess over ACoS from day 
one. 
 
When it comes to launching ads the right way, I teach my students three sequential phases: 
 
Phase 1, Phase 2, and Phase 3. 
 
Each phase isn’t just a separate step — it’s a complete strategy with its own goals, metrics, and approach. 
 
Phase 1 — Launch 
This is where we lay the foundation for all future success. What does that mean? 
You’ve just published your book and are trying to get as many sales as possible to position it properly on 
Amazon. This is the launch phase — a critical window where you're building the groundwork for everything to 
come. At this moment, you’re literally “introducing” your book to Amazon’s algorithms, showing them it 
deserves attention. 
 
Phase 2 — Scale 
You’ve launched your book, and it’s now in the right position — congratulations, that’s already half the battle! 
Now the scaling phase helps you multiply sales within your niche, become a real authority, become “the one” 
book everyone recommends. 
 
This is where you start making more money than during launch — here we’re talking about real revenue and 
building your name as an author. 
 
Phase 3 — Optimization 
This is when you’ve already reached a certain level — and now you start to reduce ad spend, focusing only 
on the parts that bring the highest return on investment. You stop spraying your budget everywhere and start 
working with surgical precision, like a sniper. 
 
Only during optimization — and only then! — do we start looking seriously at ACoS. This typically happens 
around month 3 or 4 after launch, not earlier. And that’s a critically important point! During months 1 and 2, I 
don’t look at ACoS at all. I genuinely don’t care about it during that period. 
 
I focus on other metrics that matter much more for growth: 

●​ Number of impressions 

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY



●​ Click-through rate (CTR) 
●​ SEO rankings 
●​ Conversion rate to sales 

 
But definitely not ACoS.Because, let’s be honest — ACoS won’t help me grow in the early stages. If anything, 
it might limit my potential if I start obsessing over it too soon. 
 
And if you’re the kind of person who isn’t afraid to dive deep into the details, ready to thoroughly study every 
aspect of the publishing system — or if you’re already in my program, the Profitable Publisher System, where 
I reveal all the secrets with real-life examples, screenshots, and step-by-step instructions — then you’ll be 
able to reach the optimization phase much faster than others. 
 
I’ve been through this myself. My book literally skyrocketed into the scaling phase so fast that even I was 
surprised by the results. And now I’ll show you real numbers, so you can see the full picture of success: 
In July, the first month after launch, my PPC ACoS (paid advertising ACoS, not total) was exactly 66.95%. 
Note — this is just the first month of the book being on the market! 
 
And here are the results that strategy brought me: 
 
330 sales directly from ads 
488 total sales that month 
 
Simple math shows: 
488 – 330 = 158 organic sales. 
That’s the organic result for a full July. 
 
Now, as I’m writing this guide, I only have exact data for the first half of August — just 15 days. To compare 
fairly with July (which was a full 30-day month), let’s simply double the current August stats to roughly 
forecast the end-of-month results. And do you know what my ACoS is right now? Brace yourself — it’s 67%! 
Yes, almost identical to the first month. It hasn’t dropped at all, even though all those so-called "experts" keep 
repeating that your ACoS must go down over time. Talk to any self-proclaimed KDP guru or random YouTube 
advice channel — they’ll all tell you with a wise face: “Don’t worry, your ACoS will definitely drop, it’s a natural 
process, ads become cheaper on their own.” But the reality, as you can see, can be very different. 
 
But here’s the most important point I want you to take away: Even though my ACoS didn’t decrease at all, like 
the "experts" predicted — it stayed exactly the same. And you know what? That’s totally fine. 
 
Let me show you real numbers, so you can see the full picture: In the first 15 days of August, I got 157 
ad-driven orders. Not bad, right? 
If we assume that the trend continues through the rest of the month (and it’s pretty stable — all metrics show 
healthy growth), then we can just double that number. 
That gives us around 300 ad orders — about the same or just slightly less than last month. And you know 
what? The difference of 30 orders more or less doesn’t really matter in the big picture. 
 
Now let’s dig deeper and look at total orders: In those same 15 days, I’ve had 338 total orders. 
 
If we extrapolate that data across the whole month (simply double it), we get an approximate number: 
676 total orders in August. 
 
Let’s do some simple math: 
676 (total) – 300 (from ads) = 376 organic orders 
And now for the most interesting part — let’s compare this with July: 
 
July: 
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ACoS ≈ 66.9% 
300 ad-driven orders 
158 organic orders 
 
August: 
ACoS = 67% (practically unchanged) 
300 ad-driven orders (same level) 
376+ organic orders (more than double!) 
 
See what happened? This is pure magic! The ad metrics stayed the same, ACoS didn’t budge — but organic 
orders… they soared — doubled! And that means only one thing:I basically doubled my profit compared to 
last month. 
 
And do you know why that happened? Because I did NOT obsess over ACoS like many others suggest. 
Instead, I focused on the truly important, foundational things: 
 

●​ Conversion rate 
●​ Click-through rate (CTR) 
●​ SEO optimization 
●​ Careful keyword selection 
●​ Strategic campaign structure 
●​ Proper execution of the launch phase and a smooth transition to scaling 

 
I focused on all the core elements that come before ACoS, and barely paid attention to the ACoS itself. 
You know, it’s like building a house — you can’t start with the roof; you need a solid foundation. 
 
And what happened as a result? The outcome was amazing! ACoS remained the same, ads performed as 
usual, but organic sales skyrocketed! Which means only one thing — I started earning real money. 
 
In the first month, sure, I was losing money. That was expected because ad-driven sales heavily outweighed 
organic ones. But you know what? It’s completely normal to be in the red during month one. 
 
Think about it: 
You’re launching a book 
You’re launching a business 
You’re building a long-term asset 
 
Minor losses in the beginning are just part of the process — like investing in your future. 
Now, I’m confidently moving into phase two, and my book is already turning a profit just one month after 
launch. And do you understand why this happened? 
 
Because I looked at the bigger picture: 

●​ I treated PPC and organic as a single ecosystem 
●​ I didn’t separate the traffic streams 
●​ I didn’t obsess over ACoS 
●​ I didn’t frantically try to cut every cent of ad spend 

 
Instead, I kept asking myself the one question that truly matters: “How can I grow my book as quickly and 
effectively as possible so it generates the most revenue?” 
 
And you know what’s crazy? I barely touched optimization. I didn’t lower bids, I hardly changed anything. To 
be honest, I can’t even remember the last time I opened my ad dashboard to tweak settings. 
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But here’s what most other "experts" usually recommend: “Lower your bids! Lower your bids! Lower your 
bids!” They’re obsessed with spending as little as possible on ads, but that’s a flawed mindset that can cripple 
your growth. 
 
Because if you’re constantly trying to minimize your ad spend, your organic growth will be equally small. 
It’s like trying to grow a mighty oak while skimping on fertilizer and water. But if you allow your ad campaigns 
to run at full strength — especially when you know exactly what you’re doing (and I’ll show you that in 
upcoming chapters) — the results can exceed every expectation: 
 
Your organic sales will start rising like yeast. And that’s exactly why I don’t fixate on ACoS. 
 
Instead, I focus on the two most important metrics: 

●​ Conversion rate — how many people who saw your book actually bought it 
●​ CTR (click-through rate) — how many people clicked on your ad 

 
These two metrics are ten times more important than the infamous ACoS. You know when ACoS actually 
starts to matter? Only when your listing has matured, when you’re already getting a steady stream of sales, 
and you just want to polish your ad strategy to perfection. That’s the moment when you can start 
experimenting with bid reductions. By then, organic traffic naturally begins to replace paid, and ACoS 
optimization becomes truly relevant. 
 
But if you launched your book just a month or two ago and you’re already frantically trying to break even — 
that’s like planting an apple seed, watering it once, and impatiently waiting to harvest fruit from a tree that 
hasn’t even sprouted yet. Give your book time to take root and grow strong! It makes absolutely no sense. 
And you know what? I’ll explain why. If you focus on ACoS right at the start, when your book has just entered 
the market, you’re basically clipping your project’s wings before it even has a chance to take off. You’re 
crushing your book’s chances of success before they’ve had time to materialize. 
 
In essence, you’re killing your book’s growth potential right at the seed stage. It’s like trying to save money on 
fertilizer for a freshly planted tree — sure, it might survive, but it’ll never grow strong and bear real fruit. I 
didn’t just test this strategy myself — I’ve implemented it over and over again, fine-tuned every element, 
documented the results, analyzed mistakes, and refined the entire process. I’ve been through every possible 
scenario: from spectacular launches to complete flops and everything in between. My clients — from total 
beginners to six-figure authors — have tested this system too. And you know what? They’ve achieved 
consistent results even in the most competitive niches. 
 

Book Launch Strategy Step-by-Step 
Step 1 — Identify the keywords you really want to target. And trust me, there are some secrets here I’ll reveal 
a bit later. 
 
Obviously, if you have even a basic understanding of how Amazon advertising works, you know that you 
need to add keywords to your campaigns. Without the right keywords, your ads simply won’t be shown to the 
right people — it’s like opening a store in the middle of a forest where no one walks by. Or even worse — 
advertising children’s books to horror fans. Your money will vanish, and there will be no sales. 
 
So how do you find those golden keywords that actually bring in buyers? The ones that not only generate 
clicks but actually convert into sales? 
 
It’s very simple. And I mean it — it’s truly easier than what you’ve probably been told by so-called “gurus” who 
love to complicate simple things to sound smarter. I’ll show you my proven method that’s been working for 
over 5 years. 
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Step 1. Keywords — your foundation for success 
 
You only need to ask yourself two simple but incredibly important questions (and I mean really ask them — 
not just skim past them with a glance): 

●​ What is this book about? (Define its essence, main theme, genre, and the unique features that make it 
stand out from the competition) 

●​ Who is it for? (Clearly identify your target audience — their age, interests, and the problems your book 
solves) 

 
Once you’ve answered these two questions, you’ll already be miles ahead of most authors who just throw 
money at random keywords hoping for a miracle. Take it from me: it’s better to spend an hour answering 
these honestly than to waste weeks draining your ad budget on ineffective targeting. 
 
Let’s go over two concrete examples that clearly show how this approach works: 
 
Example 1: 
Let’s take a book about Chair Yoga. 
We ask ourselves the key questions: 
 
What is it? — Chair yoga, a specially adapted exercise program 
Who is it for? — Seniors who find it difficult to perform regular poses 
 
A logical title would be: “Chair Yoga for Seniors” 
 
Now you have a clear understanding of: 

●​ The core of your book 
●​ The target audience 
●​ And, most importantly for marketing — the ideal keywords 

 
Here’s a key point I constantly emphasize: 
 
Use highly specific, hyper-targeted keywords, not vague or overly broad phrases. When your book “Chair 
Yoga for Seniors” exactly matches the search query “chair yoga for seniors” — that’s a perfect match that 
gives you a much higher chance of conversion. 
 
Example 2: 
Let’s take a book about Raised Bed Gardening. 
 
Again, apply our formula: 
What is it? — A detailed guide to growing plants in raised beds 
Who is it for? — Beginner gardeners who are just starting to learn this method 
 
The ideal keyword phrase becomes: 
“Raised Bed Gardening for Beginners” 
 
In both cases, we clearly defined: 

●​ The content of the book 
●​ The target audience 
●​ And we got the perfect keywords for promotion 

 
This approach allows you to speak directly to the audience that is actively looking for your content. It’s far 
more effective than trying to reach everyone with vague wording. 
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So that’s great. Now that we know what keywords to look for—how exactly do we find them? I want to show 
you how to do this without using any complicated tools or spending extra money. 
 
Here’s what you need to understand: you don’t need to buy any software. Seriously. You don’t need any 
special tools for this advertising strategy. Don’t buy Helium 10 for $97/month. Don’t buy Publisher Rocket for 
$97 one-time. You don’t need any of it. I’ve used all of those programs, but for the core strategy I’m showing 
you here, everything is 100% free. 
 
Here’s what you do. You go to Amazon. Yes—that Amazon, the same one where you probably already shop 
for books or other products. There’s a search bar—you’ll recognize it by the little magnifying glass icon on the 
right. In that search bar, you type your main keyword—the one you already defined earlier. Let’s say it’s "chair 
yoga for seniors"—I start typing that phrase, letter by letter. 
 
And guess what happens before you press Enter—this is important: don’t press Enter yet! Before you hit the 
button, Amazon will magically show you a list of other search terms related to what you’re typing. That is your 
goldmine. 
 
Do you know why Amazon shows you those specific phrases? Because those search terms actually have 
real traffic. These aren’t random suggestions—people are genuinely searching for books using those exact 
terms. Real buyers type them in, see the results, click on the books, and purchase them. Amazon wouldn’t 
suggest keywords that nobody is searching for—this is a business, not a charity. 
 
So which keywords should you pick from that list? The ones that have confirmed traffic. The more people 
searching for a term, the more potential clicks. The more clicks, the more chances for sales. The math is 
simple and unforgiving. 
 
If you pick a keyword that has no traffic, no one will see your ad, no one will discover your book, and you’ll 
end up throwing your money away. 
 
So, now we clearly know which keywords have traffic and which ones are a perfect fit for our book. I type in 
"chair yoga for seniors", and like magic, the autocomplete suggestions appear. From that entire list, I want to 
choose the most hyper-relevant phrases—the ones that match my book exactly. 
 
For example, for our chair yoga book, the ideal keywords would be: 
 
– chair yoga for seniors (broadest base keyword) 
– chair yoga for seniors over 60 (specific age group) 
– chair yoga for seniors over 70 (even narrower audience) 
– chair yoga for seniors book (people clearly looking for a book, not a video) 
 
You’ll also see autocomplete suggestions like "chair yoga for seniors DVD" or "chair yoga for seniors video", 
but we’re not interested in those. We're selling a book—not a DVD or a video course. Always filter results so 
they perfectly match your product format. 
 
So we’ve found four strong keywords from autocomplete alone. We know they have real traffic because they 
appeared in the suggestions. And we know they’re a great fit because we understand what our book is about 
and who it’s for. 
 
Do you need more than four keywords? Absolutely not. This is a strategy built for limited budgets. We’re not 
trying to target hundreds of keywords. If you have a massive budget—fine, go after hundreds. But in this 
case, the goal is fewer keywords, but laser-focused, so you can spend your money efficiently and get the 
highest return. 
 
Now let’s do the same for raised bed gardening. We might see keywords like: 
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– raised bed gardening for beginners book 
– raised bed gardening book 
– raised bed gardening for beginners 
– raised bed gardening 
 
Again, we’ve found four highly targeted keywords. That means for each niche—whether it’s chair yoga or 
gardening—we now have a clear set of keywords to start with. 
 
Some niches will offer variant keywords. For example, if you’re writing a book in the “learn to draw” category, 
you can branch into several related subtopics: 
 
– how to draw animals 
– how to draw dinosaurs 
– learn to draw animals 
 
These are all part of the same niche—drawing and illustration—but each one emphasizes a different angle. In 
this case, it’s smart to set up separate ad campaigns for each variant and test which one performs best. It’s 
like casting a few fishing lines in different parts of the pond—you’ll find where the bites are strongest. 
 
But for now, let’s stay focused on our two examples—chair yoga and gardening. These are perfect for 
demonstrating how the system works. 
 
So, we’ve identified four strong keywords. What’s next? 
 
But before we move on to the next step, I have to make a crucial side note—one that could save your ad 
budget. Before you launch this strategy, make sure your book is actually high quality. I’m not just saying 
that—it’s the foundation of your entire business. 
 
If you’re trying to promote a mediocre product, here’s the harsh truth: 
– It doesn’t matter how much money you pour into advertising 
– It doesn’t matter how much traffic you drive 
– The outcome will be the same — a waste of money 
 
It’s like trying to fill a leaky bucket with water. No matter how much you pour in, it all leaks out. 
 
But if you’ve got a quality book that solves real problems for readers — then all you need to do is bring in the 
right audience, and sales will follow. 
 
Now, aside from the quality of your book, reviews are absolutely critical. The number of reviews you need 
depends on your niche: 
– In some niches, 50 reviews is competitive enough 
– In others, your competitors have 2,000+ reviews — and 50 won’t get you noticed 
 
You might be thinking, “But I’ve seen books with only 10 reviews making great sales!” 
 
Sure, those exceptions exist, and they can happen for many reasons. 
But here’s the iron rule: 
 
More honest reviews = more trust = higher conversion = more sales 
 
You can never go wrong by collecting more high-quality reviews. I’m not saying you need 100+ reviews to 
succeed. But I am saying this: if your book currently has 10 reviews, and you do nothing else except grow 
that number to 100, your sales will increase. 

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY

VIR
TALIB

RY



 
Why? Because a large number of reviews is powerful social proof. It works on a subconscious level. With 
social proof on your side, you gain the one thing that’s essential to making any sale: trust. Think about it — 
nobody buys from someone they don’t trust. It’s a core rule of human psychology. 
 
The only reason you’re reading this book and taking my advice seriously is because, deep down, you trust 
that what I’m saying is real — based on lived experience, not theory. 
 
That’s how we’re wired as humans: 

●​ We don’t read bloggers we don’t trust 
●​ We don’t buy from sketchy sellers 
●​ We don’t follow advice from shady “gurus” 
●​ We don’t enter relationships without trust 

 
Everything in life runs on trust — and especially when it comes to buying a book. If a potential reader doesn’t 
believe your book will solve their problem or deliver the experience they’re looking for — they’ll keep scrolling. 
And how do readers decide whether to trust a book? Right — by reading other people’s reviews. 
When reviews consistently say that the book changed someone’s life, was devoured in a single night, or 
solved a real problem — new readers believe they’ll get the same results. 
 
Let me break down this formula for success: 

●​ Reviews create social proof 
●​ Social proof builds trust 
●​ Trust leads to purchases 

 
Imagine this: you’re looking at two books with similar titles and descriptions. One has 10 reviews. The other 
has 10,000. Which one would you instinctively trust more? Exactly. The choice is obvious. 
 
I’ll even give you a rough trust scale based on review count: 

●​ 1–10 reviews — entry level, the book is just starting out 
●​ 10–30 reviews — level 1 trust, early credibility begins 
●​ 30–60 reviews — level 2 trust, growing authority 
●​ 50+ reviews — solid foundation for success 
●​ 100+ reviews — gold standard, a turning point 
●​ 1000+ reviews — bestseller status, near-guaranteed conversions 

 
The 100-review mark is especially important — it’s a psychological barrier, after which trust starts growing 
exponentially. Think about it: if a hundred people not only bought the book but also took the time to leave a 
review — then the book must truly be worth it. 
 
And once that number climbs past a thousand — that’s practically a bulletproof guarantee of success. At that 
level, you’d have to work really hard to ruin your reputation and stop sales. It’s like a snowball rolling downhill 
— impossible to stop. 
 
And here’s another crucial point that cannot be ignored. Even if you have an amazing book with flawless 
content, an impressive number of reviews, and a professionally crafted listing — it’s still critically important 
that you’re operating in the right niche. This is a fundamental principle. 
 
I’m bringing this up now because I know there will definitely be readers who say: “Hey Leslie, it’s not just 
about strategy — there are a ton of other factors to consider!” And they’d be absolutely right. 
 
Let’s break down those factors: 
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●​ Choosing a profitable niche — this is foundational. If you haven’t yet mastered niche research, our 
community has step-by-step guides for that. And if you’re not in the community yet — you’ll need to 
study the available resources on your own (thankfully, there’s plenty out there). 

●​ A professional book cover — this is your first impression. A bad cover = low CTR = no sales. Simple 
math. 

●​ A+ content on your book page — a powerful conversion tool. The better your conversion rate, the 
higher Amazon ranks your book in search. And the higher your ranking — the more organic sales 
you’ll get. It creates a real snowball effect of success! 

●​ Solid SEO — without it, Amazon simply won’t know where to show your book. 
●​ A compelling description — this is your main salesperson once the reader lands on your book’s page. 

 
The key point: all these factors must work together as one well-oiled machine. Only then will your book truly 
be ready for advertising. Now that we’ve clarified this important point and unpacked what makes a book truly 
“good,” let’s move on — to choosing the match type for our keywords. 
 
If you’re ready to try this strategy, here’s the step-by-step action plan I recommend: 
First, make sure your book is truly high-quality. Don’t try applying advanced marketing techniques to an 
unfinished or weak product — that’s just a waste of money and time. I often get messages like, “Leslie, 
nothing’s working for me!” But when I take a look at the book, it becomes obvious — the problem isn’t with 
the ads, it’s with the product itself. 
 
Carefully choose the most relevant keywords. Let me give you a concrete example: if you’ve written a book 
called “How to Draw Animals for 8-Year-Olds”, don’t use broad keywords like “how to draw”. 
 
Instead, focus on hyper-specific queries such as: 

●​ "how to draw animals for kids" 
●​ "how to draw animal books for kids age 8" 
●​ "drawing books for 8 year olds" 

 
Such precise keywords almost guarantee high conversion rates. 
 
Make sure to test all three keyword match types: 

●​ Exact match 
●​ Phrase match 
●​ Broad match 

 
Use fixed bids. Don’t skimp on them — if you want clicks, your ad needs to appear in top positions. 
I often see authors being stingy with their bids, then wondering why they’re getting no results. 
 
Give the ad at least 2–3 days to gain traction. If you decide to test — lock that decision in firmly: “Yes, I’m 
trying this strategy and giving it a fair shot.” After 3–4 days, analyze your metrics: number of clicks, number of 
sales, and conversion rate. Want to learn more about effective advertising approaches? In the next chapter, I 
break down the most common Amazon Ads mistakes — and show you how to avoid them. 
 
Let’s look at a typical scenario: You launch your first advertising campaign on Amazon and assign a $100 
budget. For a beginner in Amazon Ads, this might sound like Greek. But if you already have some ad 
experience and data, you’ll immediately recognize the critical mistake most authors make at this stage. 
 
Imagine: You set up a keyword campaign, add all relevant keywords to promote your children’s drawing book, 
increase sales, and finally start making money on KDP. 
 
Let’s take a look at the keywords you’ll probably choose for your children’s drawing book: 

●​ how to draw for kids 
●​ how to draw for boys 
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●​ how to draw for boys ages 8 
●​ how to draw for boys ages 8 to 10 easy 
●​ easy how to draw book for boys 
●​ how to draw for girls 

 
And here comes a completely logical question: which of these keywords are actually the right fit for your 
book? 
 
I see this situation hundreds of times — the author tries to be organized and structured. You decide to split 
the keywords into neat groups: one for kids, another for boys and girls. Everything looks clean and logical — 
you launch one campaign and create several ad groups within it. If we imagine a campaign as a folder on 
your computer, then ad groups are subfolders inside it. You put the “kids” keywords in one of them, and the 
“boys” and “girls” keywords in another. Sounds reasonable, right? But trust my bitter experience — this is a 
catastrophically bad idea. Right now, I want to shout: never, EVER create two ad groups within a single 
campaign! 
 
Why am I so adamant about this? 
 
When you create multiple ad groups in one campaign, you’re essentially telling Amazon: 
"Here’s my $100 per day — go have fun! You can blow it all on the first group or the second — I don’t really 
care." You’re literally giving up control over your ad budget. 
 
Maybe you haven’t created multiple ad groups yet — and that’s great, because most authors don’t. 
But if you already have — you’ve basically handed Amazon a blank check to spend your money inefficiently. 
 
The correct approach looks like this: not one campaign with two groups, but two separate campaigns, each 
with its own group. 
That’s the only way you can truly control: 

●​ how much money is being spent 
●​ on which specific keywords 
●​ which books are being advertised 
●​ and gain 10x more control over your advertising 

 
Remember the golden rule: 1 campaign = 1 ad group. No exceptions. Great, let’s say you’ve learned this rule. 
You now have a single ad group — good job! But here comes the next common trap. 
 
Many authors place all formats of their book inside one group: 

●​ eBook 
●​ Paperback 
●​ Hardcover (if you even decided to create one) 

 
And once again, you’re giving Amazon the same $100 per day, now distributed across all formats within this 
one ad group. It might seem logical — you’re not splitting the budget, it all goes to the same group. 
But here’s the problem: each format of your book has its own ASIN. That’s the unique identifier of your book 
on Amazon. Like a passport for your book, used by the system to track all metrics. 
 
Your eBook has one ASIN. Your Paperback has another. Your Hardcover — a third one.  
And each of them has: 

●​  its own stats for impressions and clicks 
●​ its own sales and conversion history 
●​ its own indexing in Amazon’s algorithms 
●​ its own ranking and placement in search results 
●​ its own target audience (yes — people who buy eBooks are often different from those who prefer print 

editions) 
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Let me break this down with a concrete example. Let’s say you’re targeting the keyword: how to draw for 
boys. If your Paperback is already ranking #2 for this keyword in Amazon search, it has accumulated data, 
steady sales, a high rating, and solid conversion. 
 
What will Amazon do in this situation? 
 
It will allocate the lion’s share of your ad budget to the Paperback version. Because it sees: “Oh, this book is 
already performing, it brings stable results — let’s double down on that.” And your Hardcover will get only 
crumbs from the budget — or nothing at all. Why? Because there’s no data about its effectiveness. 
 
It has no sales history, and Amazon sees no reason to risk your money on a format that hasn’t proven itself 
yet. Same goes for the eBook — if it historically performs poorly for that keyword, Amazon has zero incentive 
to spend your precious ad budget on it. The most important thing in Amazon Ads is absolute control over 
every aspect. You need to know exactly where every dollar goes and what return it brings. The worst thing 
you can do is hand over all strategic decisions to Amazon’s algorithms. 
 
That’s like walking into McDonald’s starving and saying: “I don’t know what I want — just pick something for 
me.” Sounds ridiculous? Yes. But that’s exactly what many authors do with their ad campaigns. 
You simply give Amazon your money with no real control over how it’s spent, and then wonder why the 
results don’t match your expectations. 
So you have two options. 
The first (and the right) one — launch separate campaigns for each format to have full control over every 
aspect of your advertising. 
 
Here’s how it works: You create three separate campaigns, each with its own group and format: 

●​ First campaign with one ad group — for eBook only 
●​ Second campaign — for Paperback only 
●​ Third campaign — specifically for Hardcover 

 
Why this separation? Simple: now you have full control over every dollar in your ad budget. 
Imagine this: you notice that your Hardcover is selling really well, and you want to boost its promotion. 
With separate campaigns, it's easy — just increase the budget of that specific campaign. No complicated 
adjustments needed. 
 
But what if everything was lumped into one campaign… You can’t just tell Amazon: 
“Hey, show the Hardcover more often and slow down the eBook — it’s underperforming.” 
That’s impossible, because Amazon determines the priorities based on its own algorithms. 
I know what I’m talking about. Go take a look at your current “mixed” campaigns — I’m almost certain you’ll 
see that one format is generating the vast majority of sales, while the others are barely moving. 
Why? Amazon follows the data: if one format starts performing well, the system will push that one and ignore 
the rest. So my recommendation is crystal clear: Keep your formats separate. No mixing. 
 
Now our structure looks like this: 

●​ One campaign 
●​ One ad group 
●​ One format in the group (e.g., Paperback only) 

 
If you’re writing novels and notice that your eBook is performing great — launch a separate campaign just for 
that digital format. If your budget allows — test each format in its own campaign. 
 
Golden rule: Never mix formats in the same ad group. The cleaner and more transparent the structure, the 
easier it is to manage and scale. 
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Now let’s talk about the next critical element — keywords. 
 
Let’s say you’ve got six keywords: keyword 1, 2, 3, 4, 5, 6 
Amazon has three match types: Exact match,  Phrase match,  Broad match 
 
A lot of people ask: “Leslie, should I test all three match types to see which one performs best?” Sounds 
reasonable, right? We’re not mind readers — we can’t predict what will work best. Amazon doesn’t reveal the 
secrets of its algorithm, so testing seems like a smart move. 
 
BUT! 
Here’s what most authors do (and it’s a massive mistake): 
They take all their keywords and add them to one ad group in all three match types. 
Meaning: keywords 1–6 in exact match, the same keywords in phrase match, and again in broad match. 
 
So now in one campaign, in one ad group, for one format — you’ve got 18 keywords: six in each match type. 
 
This is arguably the most common — and most destructive — mistake. Over the years of working with 
hundreds of authors, I’ve seen it countless times. And every time, the results were disastrous. They mix 
broad match, phrase match, and exact match all in the same campaign. I see it constantly, and every time it 
makes me want to grab my head in frustration. In the beginning, it makes sense. You don’t know what will 
work, you don’t want to launch dozens of campaigns, so you throw everything together and hope for the best. 
You just cross your fingers — and go. I did the same thing at first, until I realized how much I was sabotaging 
my own books. 
 
But here’s what’s really happening behind the scenes — and most “KDP gurus” prefer not to talk about it, 
either because they don’t know, or because it benefits them to keep you in the dark. 
Each match type — exact, phrase, broad — uses its own mini-processing system. 
Essentially, they’re separate algorithms, each of which determines very differently where to show your book, 
how to index it, and how to respond to customer search queries. 
 
Let me break it down in simpler terms: 

●​ Exact match is like a blue circle. Clear, specific, no variation. 
●​ Phrase match is like a line. It can bend a little, but it keeps its shape. 
●​ Broad match is like an open outline. It spreads in all directions. 

 
Now imagine Amazon looking at your keyword and thinking: 
“Okay, here’s an exact version, a phrase version, and a broad version. I need to make three completely 
different decisions for the exact same word.” 
 
Picture a waiter trying to carry three trays to three different tables at the same time. Maybe he can handle 
two, but the third one — that’s too much. Even if the waiter is super experienced, there’s just a physical limit. 
Something will fall or spill. 
 
You’re basically telling Amazon: 
“Here, take all three trays at once and serve all the tables at the same time.” 
Amazon tries — it really does — but the algorithm doesn’t have enough “hands.” 
 
So you’re confusing the system. 
Amazon doesn’t know what to prioritize, where to go, how to allocate resources. The result is: one keyword 
— three different interpretations, three processing paths, three separate behaviors. And it happens for every 
keyword in the group. The result? Total mess. Absolute chaos. And your ad budget leaks away like water 
through your fingers, because the system is spinning its wheels trying to satisfy all conditions at once. 
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Let me tell you how to properly structure ad campaigns on Amazon. Trust me — it’s easier than it sounds if 
you follow a clear process. Rule number one: never throw everything into one pot. It’s like cooking soup — if 
you dump in all the ingredients at once, it just turns into a weird mush. Instead, pick a few (max six) keywords 
and work with only one match type.Let’s say we start with broad match. 
 
Imagine you’ve got six carefully selected keywords:keyword 1, 2, 3, 4, 5, 6. All of them set to broad match 
only. Nothing else. Now, when you allocate $100 to this campaign, you know exactly where that money goes. 
It won’t trickle off across formats, types, or ad groups. It’s all funneled in one clear direction. 
 
You’re giving Amazon very specific instructions: “Listen carefully. Advertise only my Paperback. Use only 
these 6 keywords. And only in broad match. That’s it.”. When you do this, Amazon can focus on one 
analytical path.The system begins to collect data, learn, and optimize —like a student who focuses on one 
subject instead of trying to cram an entire curriculum overnight. 
 
Now let’s take the next step — we’ll create a second campaign: Same simple structure, Same Paperback, 
Same six keywords. But now we’ll use phrase match instead of broad match. 
 
Split the budget evenly: 

●​ $50 to the first campaign (broad match) 
●​ $50 to the second campaign (phrase match) 

 
Set the same bid amount — say, $1.20 per click. After one week, you get clear, understandable data: 
Campaign 1 (broad match): 20 sales, ACoS 80% 
Campaign 2 (phrase match): 52 sales, ACoS 64% 
 
Which one performs better? Even a child would say — phrase match. And you know this not because you 
have a marketing degree, but because your campaign structure is crystal clear. Like an open book — 
everything in plain sight. 
 
You can clearly see: 

●​ Where every dollar went 
●​ Which keywords delivered results 
●​ Which match type is more effective 

 
That’s what smart advertising looks like — simple, clear, measurable. But if you have a campaign with two ad 
groups, each one containing three formats, and each format containing three match types, and the overall 
ACoS says 87% — that’s like trying to find a needle in a haystack. In total darkness. With your eyes tied shut. 
 
You won’t just fail to understand what’s working and what’s not. You’ll be drowning in a sea of data without a 
single life ring. It’s like trying to read a book where all the pages are shuffled and glued together. Optimize a 
campaign like that? Forget it. It’s like trying to fix a watch with a jackhammer. You need crystal clarity when 
creating campaigns. Maximum simplicity. So Amazon’s algorithms know exactly where to direct your ad 
dollars. No complicated structures, no tangled setups. 
 
Here’s what works: 
One campaign — one objective. For example, only paperback, only with broad match. That’s it. Period. 
Separate your campaigns like you would separate your kids into different rooms when they fight. Why? 
Because separation = control. And control = the ability to optimize precisely. It’s like having separate bank 
accounts for different purposes instead of one messy joint account.  
 
Once you start getting serious sales (and you will), optimization will become your best friend. Even if your 
book is selling like hotcakes, if your Amazon ads... (text cuts here, but can be continued if needed) 
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Trust me on this: when you start generating serious sales (and you will), optimization will become your best 
friend. Even if your book is selling like hotcakes, but your Amazon ads are set up chaotically — it’s a ticking 
time bomb. When the time comes to clean things up, you’ll curse the day you decided to “just launch 
everything together.” 
 
I’ve seen dozens of authors earning thousands of dollars every month, but their ad campaigns looked like a 
cluttered attic, filled with junk that had been piling up for years. Yes, they were making money. But how much 
were they losing due to inefficiency? It’s terrifying to even imagine. 
 
That’s why my number one piece of advice for Amazon Ads is this: Keep your campaigns in perfect order.The 
structure should be so transparent that at a single glance, you know where every dollar is going. 
 
If everything is properly organized and logically separated — the budget size doesn’t matter. Whether it’s $3 
a day or $3,000 — it’s the organization that determines success. 
 
Because later, when you need to: 
— shut down underperforming directions, 
— double down on high-performing campaigns, 
— scale what’s actually profitable, 
 
you’ll find yourself completely stuck if your campaigns are just a chaotic mess. 
 
In essence, you’re building your own obstacles. How am I supposed to help optimize your budget distribution 
if your campaign looks like a tangled ball of yarn? 
It’s simply not realistic. Making money with Amazon Ads becomes exponentially harder when everything is 
mixed together and unclear. 
And you know when advertising starts working like clockwork? 
When the structure is simple and logical, everything runs like clockwork: 
campaign → ad group → format → keywords with only one match type. 
 
That’s the whole mechanic. No complexities. No confusion. 
 
If I see that a clearly structured campaign is running at 25% ACoS —the solution is clear and straightforward: 
I go into the settings and increase the bid.The result doesn’t take long — more impressions, more sales, 
more profit.Now imagine a messy structure…How are you supposed to raise bids on individual keywords? 
That’s simply not possible.Raise a bid here — and your money will immediately leak into another ad group. 
And there goes your ability to test anything properly! 
 
That’s why my core principle is this: everything must be cleanly separated. This isn’t just advice — it’s the 
foundation of successful advertising on Amazon. 
 
And you know what’s really interesting? You might have an entire library of books all competing for the same 
keyword. They’re all fighting each other. Now tell me — how does Amazon decide which book will proudly sit 
at the top, and which one will rot at the bottom? 
It all comes down to bids. 
If I’m bidding $1.50 and you’re bidding $0.60 — guess who’s going to be on top? 
Of course — I am! Even if someone bids $0.85 in the middle, that top spot is still mine. 
 
And here’s what really matters: 34% of all keyword clicks go to the first position. That’s not a random number 
— that’s cold, hard data. When I search “how to draw animal books for kids,” over a third of all clicks go 
straight to me. Why? Because I’m sitting at the top — thanks to a high bid. 
 
But it’s not even so much about the clicks — it’s about guaranteed impressions. Let’s be honest: who’s going 
to scroll through pages of search results looking for your book? Exactly — no one. 
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That’s why a low bid is a real trap for beginners. If you’re afraid to start with $1.50 — that’s okay. Start with a 
more comfortable $0.60.  
 
But follow a clear plan: 

●​ Increase your bid by 5 cents 
●​ Wait 2–3 days 
●​ Still no impressions? Add another 5 cents 
●​ Wait another 1–2 days 
●​ Still radio silence? Keep repeating until impressions appear. 

 
That was the first reason for zero impressions. Now let’s move on to the second — irrelevant keywords. 
 
Here’s a simple example: you’re selling a book called “How to Draw Animal Book for Kids”, but you’re trying 
to target the keyword “How to Draw Dinosaur Book for Adults.”. That’s like trying to sell a bicycle to someone 
shopping for a car — different audience, different intent, different needs. 
 
In essence, you’re asking Amazon: “Hey, can you show my kids’ book to people who are looking for 
something completely different?”. And then you’re surprised when it doesn’t work. 
 
But Amazon knows: the more precisely a book matches a search query, the higher the chances of purchase. 
And if someone buys the book — Amazon gets their cut. That’s why their top priority is showing the right 
books to the right people. 
 
Let me break this down with a straightforward example. If you’re advertising a book called “History of Egypt”, 
but you’re using the keyword “American Revolution”, Amazon’s not going to be thrilled. Why?  
 
It’s simple:  

●​ Sales will be minimal 
●​ Conversion rates will hit rock bottom 
●​ The query has nothing to do with the book’s content 

 
Sure, you might accidentally sell 1–2 copies, but the overall performance will be so poor that Amazon will 
stop showing your ad altogether. They don’t like losing money. So how does Amazon determine keyword 
relevance? 
 
Through your indexable keywords — that is, everything you include in: 

●​ The title 
●​ The subtitle 
●​ The book description 
●​ The backend keywords 
●​ A+ content 
●​ Your SEO optimization 

 
If your entire book is about Ancient Egypt, the system simply won’t display it for search queries related to the 
American Revolution. And that makes total sense, doesn’t it? 
 
The third reason for no impressions is low-volume keywords. This one’s as simple as 2+2: if no one’s 
searching for that keyword, you won’t get impressions. Even if your keyword is a perfect match content-wise 
— if no one’s typing it into the search bar, there will be no traffic. 
 
Let me walk you through a real example from our community. One author was running ads for their coloring 
book using the broad keyword “coloring book.” On the surface, it seemed perfectly logical — after all, it was a 
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coloring book! But the content was highly specific, aimed at a narrow audience. And while the keyword 
technically “fit,” their ACoS (advertising cost of sale) shot through the roof. 
 
Why? Because the keyword was way too broad. Sure, it’s a coloring book. But it’s also a children’s book with 
a very specific theme. If I’m selling a “dinosaur coloring book for kids,” then I need to target “dinosaur coloring 
book,” not just “coloring book.” Otherwise, I’m competing with hundreds of thousands — maybe even millions 
— of other coloring books, and I lose all relevance. 
 
And here’s one more thing about low-volume keywords: you must always check whether there’s real search 
traffic behind the terms you want to target. Without traffic, even the most relevant keywords are worthless. 
 
Let me give you an example. Suppose I use the keyword “how to draw animal book for kids ages 6–8 with 
disabilities and hand problems.” Think that’s going to bring in traffic? 
 
It’s far too narrow. So narrow, in fact, that it’s almost guaranteed to get zero impressions. Always remember 
the golden rule: your keywords must be both relevant and backed by sufficient traffic. 
 
Now let’s move on to the next issue: you’re getting impressions, but no clicks. This means people are seeing 
your book — but they’re not clicking on it. Why not? 
 
The first reason is, once again, poor relevance. Let’s say you’ve got a book about Ancient Egypt, but you’re 
targeting the keyword “American Revolution.” Amazon says, “Okay, let’s try it,” and shows your book. But no 
one clicks — because people are searching for revolution, not pyramids and pharaohs. 
 
The second — and probably most critical — reason is a weak cover. If your cover is unattractive, people 
simply won’t click. It’s just like dating — no one agrees to go out with someone they’re not visually drawn to. 
The same goes for books: if you don’t want to end up in the “friend zone” of publishing, your cover needs to 
be seriously good. 
 
Imagine a reality show where five contestants are standing in front of you, and you have to choose two for a 
date. Naturally, you’ll pick the most visually appealing. It’s no different with books: if I’m searching for a 
“princess book” and see five covers — two of them bright, pink, glittery, with rainbows, and one dull, 
black-and-white, flat, with a generic font — guess which ones I’ll click? No one’s going for the boring, 
cheap-looking one. 
 
So how can you test your own cover? Here’s a simple method: take five bestselling covers from your niche. 
Add yours to the lineup — now you’ve got six. Don’t reveal which one is yours. Show them to as many people 
as you can and ask: “Which two or three covers would you most likely click on?” If your cover gets picked 
often — great! If not, it’s time to make a change. This gives you real, actionable data — not assumptions. 
 
The third reason is the number of reviews. If your competitors have 100, 70, 2,000, 150 reviews — and you 
only have 7 — the customer is going to think, “Hmm, this one looks like the weakest link. Better not risk it.” 
That’s why you must constantly work on collecting more reviews. 
 
I know I might sound a bit pushy, but the last thing I want is for you to waste money on ads. Trust me — I lost 
plenty of money myself before I figured all this out. 
 
And here’s the final — but incredibly important — point: if you’re getting clicks but no sales, it means you’re 
spending your ad budget with zero return. Which means you’re either losing money on every sale, or worse 
— you’re not making sales at all. 
 
And this is exactly where most beginner authors hit the wall — and start giving up. 
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You’re investing in ads, hoping for a solid return — but there’s no ROI. Every day you check your 
dashboard… and all you see are expenses. So what’s going wrong? Let’s break it down. 
 
When someone clicks your ad, that’s already a win — it means a potential reader found your book interesting 
enough to visit the product page. But what happens next? 
 
Here’s what every visitor sees — and how they typically evaluate it, in order: 

●​ The cover 
●​ The title and subtitle 
●​ The book description 
●​ The price 
●​ A+ Content (if you have it) 
●​ Reader reviews 
●​ The “Look Inside” feature 

 
This is your full-on sales page. Your personal bookstore. And if you’re not making sales, it means there’s a 
weak link somewhere in this chain — something that’s turning buyers away. Let’s go through each element 
one by one. 
 
The Cover 
You’re likely in the clear here — the cover already did its job if someone clicked on your ad. It grabbed 
attention and pulled them in. 
 
The Title 
Same thing — they saw the title before the click. If they made it to the product page, the title probably isn’t the 
issue either. 
 
The Price 
Now this is where things get interesting. If your price is significantly higher than your competitors — and you 
don’t offer a clear reason why (reviews, awards, perceived value) — then readers will simply scroll down, 
glance at the “Customers also bought” section, see similar books for less… and bounce. 
 
The Description 
The description isn’t always the make-or-break factor, but don’t underestimate it. This is your sales pitch. It’s 
your moment to close the deal for readers who are already halfway convinced. 
 
And here’s something you need to understand about today’s shoppers: They don’t read — they scan. 
 
So your description has to match that scanning behavior. Here’s what I recommend for a high-converting 
description: 

●​ Break the text into short, digestible paragraphs — walls of text are a no-go 
●​ Use bullet points to present key benefits or features 
●​ Bold your most important phrases so they pop off the page 
●​ Use italics and underlines to create flow and visual hierarchy 
●​ Focus on readability — keep things clean, easy to skim, and visually appealing 

 
You’re not writing an essay. You’re building a visual funnel that guides the eye, sparks emotion, and makes 
clicking “Buy Now” feel inevitable. 
 
A+ Content — The Most Critical Piece of the Puzzle 
There are two major components we’re working with here: 
 
Design - Your A+ content needs to look professional and visually appealing: 
• Your fonts should complement the design of your cover 
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• Backgrounds should be clean and free of visual clutter 
• There must be a clear hierarchy of information 
• You need to guide the reader’s eye intentionally — this is visual direction 
 
I know learning design doesn’t happen overnight, but here’s what you can start doing right now: 
• Begin studying the basics of visual design on your own 
• Regularly analyze the A+ content of successful competitors 
• Test your versions on other people — ask for honest feedback 
 
Copywriting - This is arguably the most critical element of success. It’s not just about describing your book — 
it’s about communicating its value the right way. 
Here’s an example of weak copywriting: “This book has recipes. They’re tasty. I mean, they’re recipes.” 
 
That approach doesn’t work. Instead, you need to clearly explain: 
• What specific benefit will the reader get? 
• How will your book improve their life? 
• What problem does it help solve? 
• Why is your method better than the competition’s? 
 
Your main job is to convincingly show why your book is the best possible choice for the reader. Remember: 
great copy doesn’t just describe the product — it sells the solution. 
 
Reviews - You need reviews. A lot of them. A whole lot. And this isn’t just my recommendation — it’s a 
survival requirement. The more reviews you have, the more trust your book earns in the eyes of potential 
buyers. It’s social proof — like a silent endorsement from other readers. 
 
Picture this: a shopper sees several similar books. The competition has 2,000, 700, 180 reviews... 
And you? Just a miserable 7. 
 
It doesn’t matter how great or helpful your book really is. It doesn’t matter how many sleepless nights you 
spent writing it. The buyer simply won’t take the risk. It’s psychology — and there’s no point arguing with it. 
 
If your ads are getting clicks but no sales, then something on your product page is broken. Don’t panic — 
break it down methodically, fix what’s weak, and test again. And again. And again. And most importantly — 
never stop. Never, you hear me? Never stop collecting reviews. 
 
Because the more genuine, detailed reviews you have, the more trust your book earns. And the more trust — 
the more sales. 
 
I see this situation all the time. If you come up to me and say, “Leslie, I’m running ads. I’m getting clicks. But 
no sales.”. And I ask, “How many reviews do you have right now?”. And you lower your eyes and mumble, 
“Well… about 10.”. Then — sorry — I don’t even know how to help you. That’s just not enough to compete 
seriously. But if you say, “I’ve already got 50 reviews,” then I’ll immediately perk up and say: 
“Perfect! Now we can actually do something about your sales. 
Maybe the issue is your A+ Content. 
Maybe it’s the description. 
Maybe it’s something else entirely that we can optimize.” 
 
But if you’ve got fewer than 50 reviews, my advice is simple — keep going. Keep collecting reviews 
relentlessly, as if the very life of your publishing project depends on it. Because it does. Reviews are what 
help you stand out from the competition and convince readers to give your book a chance. 
 
I’ve seen this firsthand — not just with my own books, but with hundreds of books from my students. 
And every time someone ignored reviews, they were literally throwing money down the drain. 
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So let’s be honest. Let’s break down why this happens — and how you can fix it once and for all. 
This is the point where most new authors hit a wall — and I’ve seen it happen hundreds of times in my work. 
 
You’re investing your hard-earned money into ads. You’re opening your stats dashboard every day, hoping to 
finally see sales. But they’re just… not there. Day after day, your ad budget melts away like ice cream in the 
sun — and those long-awaited results still haven’t shown up. 
Why is this happening? 
What are you doing wrong? 
The answer is actually pretty simple — once you understand buyer psychology and the mechanics of online 
selling. 
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Conclusion 
So, we’ve come to the end of our deep dive into the world of Amazon Ads. You know, I keep hearing the 
same question from new authors: “Leslie, when will ads finally start making me money?” And every time, I 
have to break the illusion — even though I truly wish I could say what everyone wants to hear. 
 
Let me make this absolutely clear: advertising on Amazon is not a magic wand or a money-printing machine. 
It’s simply a tool for generating traffic. Period. No fanfare, no instant miracles. Just a mechanism that can 
direct potential readers to your book — nothing more, nothing less. 
 
Picture Amazon as a massive shopping mall with endless aisles and floors. Your book is one of millions of 
products on the shelves, lost in a sea of content. Advertising is just a way to move your book from a back 
shelf in a dark hallway to a display near the main entrance, where thousands of passing customers might see 
it. But if the book is terrible — with an awful cover, weak description, or mediocre content — no prime 
placement will convince people to buy it. They’ll pick it up, glance at it, and put it back. And you’ll be left with 
an empty wallet and crushed hopes. 
 
I’ve seen this hundreds of times — authors who thought they could just “turn on” ads and watch the money 
pour in. Reality turned out to be much harsher and more sobering. I don’t want you to go through that same 
disappointment. 

The Strategy in Three Steps 
After ten years of working with hundreds of authors, I’ve boiled the entire strategy down to three simple steps. 
Don’t overcomplicate it — just follow them, and the results will come. I’ve been through each of these stages 
myself, made all the mistakes, and now I want to help you avoid them. 
 
Step 1: Create a Flawless Product 
Everything starts long before you ever touch an ad. Your book needs to be flawless in every aspect — and I 
don’t mean that as a platitude. This is the foundation of your success: 
 
Cover — Not just pretty, but selling. It should stand out and tell the right audience, “Hey, this is for you!” It 
must instantly convey genre, tone, and quality. A weak cover, and the reader scrolls past without even 
reading your description. 
 
Title — It must be catchy and packed with the keywords your audience is searching for. A title isn’t just 
creative — it’s functional. It helps Amazon’s algorithm understand what your book is about and show it to the 
right people. 
 
Description — This isn’t a synopsis — it’s a sales pitch. It should turn interest into desire. Structure it well, use 
emotional triggers, create intrigue, and end with a strong call to action. Remember: the reader decides 
whether to buy within seconds. 
 
A+ Content — Maximize the power of enhanced description. Add visuals and structure. This is your storefront 
— make it appealing! Use comparison charts, review quotes, infographics — anything that helps you stand 
out from the crowd. 
 
Reviews — You need at least 30 to launch an ad campaign, and ideally you’re aiming for 100+. Without 
reviews, your book is like a restaurant no one’s ever eaten at — who’s going to be the first to take that risk? 
Work with ARC readers, build a fanbase who’ll leave honest reviews in the first days after launch. 
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I’ve seen authors with mediocre books pour thousands of dollars into ads and end up deep in the red. And 
I’ve seen authors with excellent books spend a tenth of that and create true bestsellers that brought in steady 
income for months — even years. 
 
What’s the difference? 
In the first case, they were trying to use ads to compensate for a weak product. 
That’s like pouring water into a bucket full of holes — no matter how much you pour, it leaks out. No ad 
budget can save a book that isn’t ready for the brutal competition on Amazon’s crowded shelves. 
 
Trust me: it’s better to spend an extra month perfecting your product than to spend years trying to revive a 
failed launch. 
 
Step 2: Launch Your Ads the Right Way 
Once your book is ready for battle, it’s time to launch ads. But don’t do it haphazardly: 
 
Minimum duration — 3 months. Anything less is pointless. Amazon is a marathon, not a sprint. I’ve seen 
dozens of authors shut down their campaigns after 2–3 weeks, never giving the algorithm a chance to 
actually start working for them. That’s like planting seeds and digging them up a week later to check why 
there’s no harvest yet. 
 
Don’t obsess over ACoS — in the early stages, it’s completely normal if it’s over 100%. You’re not buying 
sales — you’re buying data and indexing. The first 4–6 weeks are an investment in training the algorithm. 
Your book gets impressions, clicks, Amazon begins to understand who to show it to. It’s like filling an empty 
swimming pool — at first it looks like the water’s just disappearing, but at some point, the results become 
visible. 
 
Campaign structure — one campaign, one book format, one match type, no more than 7 keywords per 
campaign. This gives the algorithm clear signals and allows you to see the true performance. When you mix 
different match types and formats together, you end up with a mess of data that’s impossible to analyze. 
 
I constantly see authors launching 20 campaigns with hundreds of keywords. Then they wonder why 
everything’s a mess and why they’re not getting results. The Amazon algorithm is like a child — if you’re 
yelling at it from ten different directions, it’ll get confused and won’t learn anything. Imagine trying to teach a 
toddler how to speak by showing them 100 different objects at once and naming them all — the result will be 
zero. 
 
Remember the golden rule: better to have 5 well-optimized campaigns than 50 mediocre ones. Quality 
always beats quantity — especially when it comes to Amazon ads. I went through the “more is better” phase 
myself, and trust me — it’s a dead end. All it does is drain your wallet and make your analytics unreadable. 
 
Step 3: Monitor and Improve Your Conversions 
This is where the real magic happens. Forget complicated strategies — just track two key metrics: 
 
Impressions-to-clicks conversion (CTR) — how many people who saw your book actually clicked on it. This is 
the first barrier your book must overcome in a sea of other offers. A low CTR is a red flag you can’t afford to 
ignore. I’ve seen authors waste ad budgets for months with a CTR of 0.1%, thinking “that’s just how it is.” 
Spoiler: it’s not. 
 
Clicks-to-sales conversion — how many people who opened your book’s page actually bought it. This is the 
moment of truth when the reader decides whether to open their wallet or close the tab. Every unconverted 
click is lost money — money you already paid Amazon to bring that person in. 
 
These two metrics are your main levers of control. If your CTR is low — the problem is definitely with your 
cover or title. You might have a brilliant book, but if the cover sucks, it’ll stay invisible. If your clicks-to-sales 
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conversion is low — dig into the description, pricing, or the quantity and quality of your reviews. Maybe your 
description lacks emotional appeal or promises something the reader doesn’t care about. 
 
I love the “three buckets” metaphor: impressions → clicks → sales. Imagine you’ve got three buckets 
connected by pipes. Your job is to find out where the most water is leaking — and fix those leaks first. It’s 
pointless to pour more water into the first bucket (increase your ad budget) if the second or third bucket is full 
of holes. Fix the leaks first — then turn up the flow. 
 

When Should You Turn Off Ads? 
Short answer: never. 
Long answer: when you shut down your business. 
 
Look, I understand the temptation to save money. I really do. Every time you check your ad budget, there’s 
that little voice whispering, “Maybe it’s time to stop spending? Maybe the book can sell on its own now?” But 
let’s look at it from a different angle. You don’t stop paying for: 
 

●​ Office rent 
●​ Phone and internet 
●​ Electricity 
●​ Water and heating 
●​ Accounting services 

 
Why? Because these are the basic operational costs of any business. Without them, your operation simply 
stops running. Advertising on Amazon for an author is exactly the same kind of basic expense. It’s not a 
luxury. It’s not optional. It’s essential. 
 
I’m inviting you to shift your mindset completely. Stop thinking about advertising spend as “losses” or 
“unnecessary costs.” Start thinking about it like stocking inventory in a warehouse. You’re buying visibility and 
shelf space on Amazon. This isn’t spending — it’s a strategic investment in the future of your author 
business. 
 
Over ten years in self-publishing, I’ve tested this across hundreds of books — and the results are always the 
same. Every time an author turned off ads “to save money,” their sales dropped more than the amount they 
were spending on ads. Within a month or two, they were deeper in the red than if they had just kept 
advertising. The Amazon algorithm forgets your book fast as soon as you stop “feeding” it with ads. 
 
But those who stuck it out for the first 3–6 months, didn’t panic over a negative ACOS, and kept optimizing 
their campaigns — they reached consistent profitability and built a real business. They laid the foundation for 
long-term success instead of chasing short-term savings. 
 
Take it from me: turning off your ads is like closing the front door of your store and hoping customers will 
somehow sneak in. In a world where millions of books are fighting for attention, invisibility is death. 

Final Word 
Amazon Ads is not magic — it’s math and psychology. Don’t chase hacks or try to outsmart the system. I’ve 
seen dozens of authors spend months searching for a “secret formula” or a loophole instead of simply doing 
the basics right. Instead, focus on the three pillars of success: 
 
Create a product people actually want to buy — that means a quality cover, a compelling description, and of 
course, a book that genuinely delivers a good experience for the reader. 
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Show it to the right people through properly configured ads — use precise keywords that match the interests 
of your target audience, and don’t waste your budget trying to reach everyone. 
 
Constantly improve your conversions and don’t turn off what’s working — test different versions of your cover, 
description, keywords, and once you find a winning combination, scale it. 
 
Remember: Amazon is a business, not a lottery. And like in any business, you need to invest before you see 
profit. I was in the red for the first six months with my books, but I kept investing in ads because I saw my 
organic rankings and visibility steadily growing. 
 
I hope this book has cleared up the fog surrounding Amazon Ads and given you a concrete action plan. 
Maybe it was a lot to take in, and your head is spinning a bit right now from all the ACOS, CTR, conversions, 
and other terms that at first sound like a foreign language. That’s totally normal! I remember drowning in a 
sea of numbers and abbreviations during my first months, just trying to find some kind of pattern. 
 
Over time, these metrics will start to make sense. You’ll begin to see not just dry data, but real people behind 
the numbers — your potential readers, the ones looking for exactly your book, even if they don’t know it yet. 
You’ll learn to read this data like an open book, noticing even the smallest fluctuations and understanding 
what they mean for your business. 
 
Now it’s your turn — go and put this knowledge into practice. Don’t just read it and set it aside like 95% of 
people do. Actually open your ad dashboard and launch your first campaign. Start small, with minimal 
budgets of $5–10 a day, and gradually scale as you begin to understand the system and see your first 
results. Remember: even a failed campaign isn’t a failure — it’s a valuable source of data about what doesn’t 
work. 
 
And don’t forget: if at any point you feel like you’re drowning in data or getting lost in the settings — just take 
a deep breath, close your ad dashboard for a minute, and come back to the three core steps I outlined earlier. 
They’re your lifeline in the stormy sea of digital marketing, always guiding you back to the right path. 
 
That’s the whole strategy. No fluff, no hacks, no secret tricks like the ones plastered all over expensive 
courses and YouTube “experts” promising golden mountains in three easy steps. Just a consistent, 
methodical plan, proven through years of practice and hundreds of real authors, including myself and my 
students — people who went all the way from zero to stable, predictable income that allows them to do what 
they love without worrying about tomorrow. 
 
Sometimes the simplest solutions turn out to be the most effective — not because they’re easy, but because 
they work. Yes, it takes patience. Yes, there will be stretches where it feels like you’re stuck. But the system 
works — if you work with the system. 
 
I wish you the best in your writing business. And remember — I genuinely believe in you. Even if it feels like 
nothing’s working, like you’re wasting money, or the market is too competitive and there’s no space left for 
newcomers. I’ve been where you are now. I’ve sat in front of the same screen, with the same doubts and 
fears, and I know how hard it can be to keep going when the results don’t show up as fast as you hoped. 
 
But those who don’t quit, who keep moving forward even when everyone around them says “it’s impossible,” 
are the ones who ultimately win. And you — yes, you — will be one of them. I don’t doubt that for a second. 
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QR Codes for Books - Bonus Chapter 
Let’s talk about something many authors overlook: using QR codes in your books. It might sound technical or 
unnecessary, but if you want to grow your audience, collect email subscribers, offer bonuses, and track what 
actually works — QR codes are an incredibly powerful tool. 
 
I include QR codes in every book I publish. Why? Because they create a direct bridge between the book and 
my broader ecosystem — whether that’s a website, bonus page, social media profile, or email funnel. Picture 
this: a reader opens your puzzle book and sees, “Scan this to get 5 bonus puzzles.” That simple scan could 
earn you a new subscriber and future customer. 
 
But for QR codes to be truly useful, you need data. How many people scanned the code? What device did 
they use? Which pages performed best? Without stats, you’re just guessing. With them, you’re optimizing. 
 
I’ve tested several tools, but the one I consistently use is the Puzzle Generator QR Code Tool. It’s free, 
requires no login, and generates trackable codes. You’ll see exactly how many times your code was scanned, 
when, where, and on what device. That’s next-level marketing insight — all without technical hassle. 
 
I create different QR codes for each book, and sometimes even separate codes for individual pages. One 
might lead to a bonus download, another to a signup form, and another to a personal message. Then I check 
the analytics to see what’s working. For example, if the maze book generates more scans than the Sudoku 
one, I know where to focus my efforts. 
 
The tool also lets you customize QR codes — match them to your cover design or add your logo — making 
them look polished and trustworthy. And it takes just seconds. 
 
That said, QR codes are not a shortcut or substitute for real value. Don’t just link to your Instagram and call it 
a day. Offer something meaningful: a bonus chapter, extra puzzle pages, a discount, or a guide. Give readers 
a reason to scan — and they will. 
 
Best of all, this tool is simple. No logins. No subscriptions. No learning curve. Paste your link, customize your 
code, download the PNG. Done. 
 
QR codes are more than a link — they’re a bridge between your book and your business. Use them wisely, 
and you’ll turn casual readers into long-term fans. 
 
Try the generator here — it just might become one of your favorite author tools. 
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Fast & Reliable Ways to Get Book Reviews - Bonus Chapter 
Let’s talk about one of the biggest hurdles for any author — getting those first reviews. What I’m about to share 
comes from real experience. Not theory. Not recycled tips. Actual, field-tested methods I’ve used to 
consistently get honest reviews for my books. Some of this might be completely new to you. I’ll walk you 
through the platforms I currently use, explain how they work, and show you how to get started — step by step. 
 
But before diving into specific platforms, let’s rewind for a moment. 

The Challenge of Getting Reviews 
Imagine you’re a new author on Amazon. You’ve just launched your book, uploaded everything... and now 
what? You need reviews — fast. But how do you get them? 
 
Back in the early days of KDP, things were simple. The authors swapped reviews directly: “You read mine, I’ll 
read yours.” It was quick, efficient... and totally unsustainable. Amazon caught on fast. These one-to-one 
swaps were deemed manipulative, and the crackdown was swift. Reviews had to be unbiased and organic — 
not arranged. 
 
Then came the era of “virtual assistants” — often based in countries like India or Pakistan. On platforms like 
Fiverr or Upwork, you'd see offers like: “I’ll be your virtual assistant.” But behind the scenes, it was all about 
paid reviews. I remember those days clearly. A fake review cost around $1.50, and you could throw in five 
stars for another 50 cents. It worked — for a while. 
 
But Amazon doesn't mess around. Those fake reviews got wiped, and sometimes entire accounts were 
banned. A friend of mine used one of these services — the reviews came fast, but within a month they were all 
gone. Luckily, the account survived. Others weren’t so fortunate. 
 
I’m telling you this because shortcuts aren’t worth it. Not anymore. The risk to your book and your account is 
just too high. 

The Evolution of Review Platforms 
After the fall of paid review schemes, new platforms started popping up — smarter, more ethical alternatives. 
These platforms use structured point systems to create a community of authors who exchange honest reviews 
without breaking Amazon’s terms of service. 
 
Here’s how it works: 
You upload your book to the platform. So do dozens — even hundreds — of other authors. The system creates 
a shared library of books. You browse the catalog, pick a book that interests you (except your own, of course), 
read it, and leave an honest review. 
 
In return, you earn points — let’s say 2000 per review. You can then use those points to get reviews on your 
own book. The key here: no direct swaps. You don’t review the person who reviewed you. Everything flows in 
a circular chain, which helps avoid obvious red flags. 
 
In short: 

●​ You earn points by reviewing books. 
●​ You spend points to receive reviews on your book. 
●​ There’s no direct exchange — just an honest review loop within a large pool of authors. 
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Is it 100% risk-free? Technically, nothing ever is. But as of spring 2025, I haven’t heard of a single case where 
authors were penalized for using these systems — as long as they follow the rules. And if you’re consistent, 
you can gather 20–40 real reviews per month without gaming the system or wasting money on shady tactics. 
 
It takes time, effort, and attention. But if you want your book to sell — not just sit there collecting dust — this 
approach works. 
 

My 3 Favorite Review Platforms 
Now, let’s get to the practical part. These are the three platforms I personally use and recommend: 

●​ Get Books Reviewed — A straightforward platform with a growing author base and transparent system. 
●​ Pubby — One of the first major players in the space. Reliable, but has its quirks. 
●​ Virtalibry — My personal favorite. Clean interface, great support, and most importantly — it works. And 

yes, I’ve got a promo code coming your way soon to get you started. 
 
Stay tuned — I’ll show you exactly how to use Virtalibry effectively and how to avoid common mistakes most 
new users make. This isn't a theory. This is how I actually get reviews — and now you can too. 

Get Books Reviewed — How It Works and Why It’s Worth Trying 
Let’s talk about Get Books Reviewed, a review exchange platform for authors. Once you’ve registered and are 
ready to add your first book, the process is fairly intuitive. 
 
To list your book, you spend a set number of tokens — usually around 2,450. This adds your book to the 
system where other authors can see it and choose to read and review it. But here’s where it gets interesting: 
you can add bonuses to make your listing more attractive. 
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One of the most effective options is the “Daily Double Bonus.” When activated, it doubles the number of tokens 
a reviewer earns for reading your book. So instead of the standard 2,450 tokens, a reviewer could earn 4,900, 
making your book far more appealing than others in the pool. 
 
You can also add custom bonuses. For example, if you throw in an extra 1,000 tokens, the reviewer now earns 
5,900 tokens. This places your book higher on the list, drawing more attention — especially from users looking 
to earn quickly. 
 
Of course, offering bonuses means spending more tokens. To keep your balance healthy, you’ll need to review 
other books yourself to earn tokens back. It’s a give-and-take system, and the more you participate, the more 
visibility you can afford for your own book. 
 
The platform also features a Review Library, where you can browse all available books. With dozens of pages 
to explore, you’ll find listings offering anywhere from 700 tokens to over 3,000 — depending on whether 
bonuses are applied. Naturally, most users aim for the listings with the highest rewards. 
 
You can track your activity under the “Books I’ve Reviewed” section, where all your past reviews and earned 
tokens are logged. This makes it easy to see your progress and manage your exchange strategy. 
 
The interface isn’t the most modern — it’s a bit clunky — but it gets the job done. What matters more is that 
the system is transparent, functional, and fair. It encourages honest reviews and avoids direct swaps, which 
helps stay within Amazon’s guidelines. 
 
In short, Get Books Reviewed is a practical tool for authors looking to build early momentum. It’s not perfect, 
but if you engage consistently and use bonuses strategically, it can help you collect dozens of reviews quickly 
and ethically. 
 
Just keep an eye on your token balance — and keep reading if you want the reviews to keep coming. 
 

Pubby — Still the Most Reliable Review Exchange Platform 
Now let’s talk about Pubby, another platform I use regularly. Out of all the review exchange tools available, 
Pubby has delivered the most consistent results in terms of review volume and overall reliability. 
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Sure, it has its critics — some say it’s too slow, others wish the UX were smoother. But let’s be honest: every 
platform has its quirks. Your results usually depend less on the platform itself and more on how you use it. 
Here’s how it works.  
 
Just like other review exchanges, Pubby operates on a simple give-and-take system: 
You read and review other authors’ books to earn Snaps (their version of points), and then you spend Snaps to 
receive reviews on your own book. 
 
But there’s one key difference: 
Pubby doesn’t allow extra incentives, bonuses, or boosted visibility. That means your book competes based 
purely on merit, not token bribes. And that’s actually a good thing — because if your book is strong, it will 
stand out naturally. Reviewers are more likely to pick it up because it interests them, not because it offers extra 
rewards. 
 
What Does It Cost? 
Pubby is a subscription-based platform and costs just $20/month. For that, you gain access to a large 
community of authors and reviewers who leave verified reviews on Amazon. 
In today’s competitive marketplace, that’s a bargain. Just a few high-quality reviews can significantly boost 
your book’s credibility, visibility, and conversions. Pubby helps you build that initial momentum. 
 
Step-by-Step: How to Use Pubby 
Once you’ve signed up, adding a book is simple: 
Click “Add Book” 
Enter your title, author name, and upload the cover 
Add a description, paste your Amazon link, choose categories 
Submit for approval 
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Approval usually takes 3–4 hours. Once approved, your book appears in Pubby’s Library, visible to thousands 
of users. 
 
Earning Snaps: Reviewing Other Books 
To earn Snaps, head to the Reader tab and scroll through available books in the Library. Each book displays 
how many Snaps you’ll earn for reviewing it — usually between 1,000 and 2,500+ Snaps. 
 
You can sort by “Most Snaps” to get the best value for your time. For example, if I find a book offering 2,770 
Snaps, I’ll usually grab it — simple math. 
 
Note: to leave a review, you must buy the book on Amazon, typically for $2.99–$4.99. This ensures the review 
is Verified, which carries much more weight. 
 
Is It Worth Paying $5 Per Review? 
Let’s say you spend $5 per book and get 50 reviews — that’s $250 total. But if those 50 reviews help you land 
more organic sales and improve your bestseller rank, the return could be $1,000+ or more. I’ve personally 
seen this happen with several launches. 
 
For me, it's a strategic investment, not a cost. Pubby reviews consistently convert into higher visibility and 
long-term income. 

Virtalibry — My Favorite 
Let me tell you straight up: Virtalibry is my absolute favorite review platform. Nothing else even comes close. 
Why? Because it gives you something no other site does — real control over the speed and visibility of your 
assignments. That’s the game-changer. 
 

 
 
Let’s start from the top. First of all, Virtalibry lets you add one book completely free. Yep — zero cost, full 
functionality. You can start getting reviews right away without paying a dime. That alone makes it worth trying. 
 
But here’s where it gets even better. Unlike other platforms, Virtalibry is the only site that allows you to 
increase the reward (price) on your review assignment at the time of posting. You want to attract reviewers 
faster? Just bump up the reward — and you’re done. More Virts = more visibility and quicker turnaround. You 
don’t have to wait around and hope someone picks your book. You control the pace. 
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And that’s not all. Virtalibry also lets you add visual effects to your assignment — like colored highlights and 
animation — so your listing really stands out in the library. That kind of attention-grabbing presentation? Totally 
unique. It makes your book impossible to ignore. 
 
That’s why I call it the best of the best — because no other service gives you this level of fine-tuned control 
over both speed and appearance. You’re not just hoping someone picks your book — you’re steering the 
whole process. 
 
But let’s go deeper. Virtalibry also offers: 
Country-specific filtering – Need reviews only from Canada, the UK, or Italy? No problem. You can choose 
exactly who sees your listing. 
Photo reviews – Want reviewers to upload real pictures of your book? That’s an option too — and it works 
wonders for credibility. 
Keyword-search tasks – You can require reviewers to find your book by searching Amazon. This mimics 
natural organic discovery and boosts your book’s algorithmic ranking. Total pro move. 
Virt transfers – Got multiple accounts? Need to borrow tokens from a friend? You can freely transfer Virts 
between accounts. No restrictions. 
 

 
 
Poll system – Not sure which cover or title works best? You can run polls and get real feedback from readers 
— absolutely free with your subscription. On PickFu, that would cost $50 per test! 
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Oh — and I have to mention the user experience: the interface is smooth, fast, and intuitive. The sorting and 
filtering tools in the assignment library are the best I’ve seen. You can instantly find the best opportunities or 
tweak your own listing for maximum appeal. 
 
And Virtalibry keeps getting better. They recently added a feature where you can rate the quality of the reviews 
you receive. That way, both you and the platform can track which reviewers are delivering helpful, thoughtful 
feedback — and which ones are just phoning it in. 
 
All in all, Virtalibry is my go-to, every single day. It's the most advanced, customizable, and results-driven 
review exchange site out there. I use it not just because it works — but because it gives me control over how it 
works. 

Ready to give it a shot? Here’s your bonus: 
 
Promo Code: LESLIE30 — Get 30% off any paid plan for a full year. 
Or use LESLIE50 — for 50% off your first payment (monthly or annual, your choice). 
 
And no, these aren’t affiliate links — I don’t earn a cent from your sign-up. I recommend this because I 
genuinely use it and believe in the value it delivers. 
 
If you're serious about growing your reviews and sales on Amazon — Virtalibry is the tool you need. 
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