Amazon Launch Case Study — Skincare Brand

1. Introduction

Brand: [Confidential — Skincare Brand]

Category: Skincare

Amazon Launch: October 2024 (US)

Prior Channels: DTC-only; no Amazon presence

Objective: Drive visibility, collect reviews, scale revenue, and establish profitable growth in
a saturated category.

Amazon’s skincare vertical is one of the most competitive arenas in ecommerce. Yet for a
clean, high-performing DTC brand, it represented a necessary—and strategic—extension to
unlock long-term, omnichannel scale.

2. The Challenge

- Entering a hyper-saturated skincare market dominated by mass and prestige brands.
- Launching cold: zero indexed keywords, no reviews, no past ad performance.

- High CPC environment with average ACOS north of 40% in beauty.

Success required precision: we had to build relevance, drive efficient acquisition, and
scale—fast.

3. Our Strategy
< Full-Funnel Listing & Brand Setup

- Optimized SEO-first titles, bullets, and backend keywords pre-launch.

- Created premium A+ content, branded video, and storefront.

- Enrolled in Vine for early reviews, launched with coupons, PEDs, and aggressive Subscribe
& Save.

- Leveraged Amazon Launchpad for added visibility during ramp.

~/ Structured 3-Phase PPC System

Phase 1: Launch (Weeks 0-4)

- Built 4 auto campaigns and 4 manual (Broad, Phrase, Exact, ASIN).
- Heavy bid testing, high budgets, no profitability expectations.

- KPIs: CTR, CVR, spend-to-sale ramp, keyword harvesting.

Phase 2: Growth (Weeks 4-12)

- Introduced SKAGs, Sponsored Brands, Sponsored Display.
- Automated bidding rules and keyword negation.

- Shifted spend to proven ASINs and queries.



Phase 3: Profitability (12+ Weeks)
- Tightened match types to exact and branded.
- Focused on long-tail, high-margin keywords.

- Seasonal bid scaling, retargeting, and portfolio-level controls.

4. Month-by-Month Performance Highlights

Monthly Total Revenue (Oct 2024 - Jul 2025):
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Seller Central Sales Dashboard:

Date Sales breakdown Fulfillment channel

Custom ~ Marketplace total ~ Bath (Amazon and seller) v Apply

B | 101172024 B 772912025

Sales Snapshot taken at 7/30/2025, 12:50:42 PM PDT

Tatal order items Units ordered Ordered product sales Avg. units/order item

20,582 20,900 $1,285,671.00 1.02

Compare Sales

Avg. sales/order item

$62.47
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Date

Sales breakdown Fulfillment channel

‘ Custom

v | | Marketplace total v ‘

‘ Both (Amazon and seller) v‘ Apply

‘ ‘ 10/1/2024

H ‘ 6/30/2025 ‘

Sales Snapshot  taken at 7/30/2025, 12:52:05 PM PDT

Total order items

15,525

Compare Sales

Units ordered

15,713

Ordered product sales

$969,184.56

Avg. units/order item

1.01

Avg. sales/order item

$62.43
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TACOS Trend (Ad Spend / Total Revenue):

Monthly TACOS (% of Ad Spend to Total Revenue)
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Revenue Split:

Monthly Organic vs Paid Revenue
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Campaign manager:

Campai Campaigns Campaigns
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Spend v @ Sales ¥ @ Orders v € ROAS v @
@ $122,073.64 B $602,766.90 9,280 0494

25K $25K $150K 75

2K $20K $120K 6.0

15K $15K $90K 45

W $I0K $60K 3.0

500  $5K b $30K 15

o $0 30 0.0

Nov 2024 Dec2024 Jan 2025 Feb 2025 Mar 2025 Apr 2025 May 2025 Jun 2025 Jul 2025

Create campaign [q Find a campaign ] Filter by v Bulk actions v Columns v Date range: Lifetime v Export

Ad Spend and Ad Revenue MoM

Ad Spend vs Ad Revenue Over Time
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5. Results
- Revenue scaled from $5.9K in October to $330K+ by July.
- Orders grew 39X in under 10 months (210 — 8,200+).
- Ad efficiency improved dramatically:
¢ ACOS dropped from 27% in Nov to 17% in July.
* TACOS dropped from 16.6% in Nov to 7.3% in July.
- July Revenue Split: 59% Organic / 41% Paid
- ROAS improved MoM, stabilizing above 5.7x in latest months.

Total Organic  Ad

Month
Revenue Revenue Revenue

Ad Spend Orders ACOS TACOS ROAS

Oct

soos 5977 5,977 0 0 200 - 000 -
2'002"4 51,800 1970320 32,187 864225 868 027  0.17 3.72
%’;4 80,780 3810340 42,686.20 893073 1,281 021 011  4.78
;%”25 80,475  37,250.00 4322500 14,726.60 1,226 034  0.18 2.94
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g/clgs 156,971  89,621.14 67,350.24 11,79455 2,534  0.18  0.08 5.71
2Aop£5 136,884  71,709.25 6517500 14,23855 2,080 022 010 458
2’(')‘% 103,761  98,644.50 9511650 14,969.20 3,128  0.16  0.08 6.35
;‘625 180,062  92,168.25 87,893.75 15556.13 2,913 018  0.09 5.65
‘;‘5'25 330500 193,500 137,000 24,000 8207 018  0.07 5.71

6. What We Learned
Wins:

- 3-Phase PPC sequencing gave clarity across lifecycle.

- Early Vine + PED + coupon layering built strong CVR baseline.
- Long-tail SKAGs and ASIN targeting drove efficient scale.

- Storefront + A+ content boosted branded and cross-ASIN lifts.



1. Challenges:

- January softness — offset via S&S campaigns and retargeting.
- Initial CPC spikes in Q4 — controlled through tighter segmentation.
- Review ramp took time — Vine + Inserts + post-purchase flows accelerated.

&3 Lessons:

1. In saturated categories, **profitability follows structure**—not spend.
2. Media quality (videos, PDP, A+) was a multiplier at every stage.



