
Sustainable marketplace growth comes from a unified, multi-channel strategy—where brand, demand, and execution 
work together against clear goals

High-performing brands start by defining clear goals and P&L and product-level 
targets, then determine the role Amazon should play in the broader multi-
channel mix.

Pick the primary objective (and accept the trade-offs):
•	 Accelerate topline growth (share gain / velocity)
•	 Protect contribution margin (profit and efficiency)
•	 Gain or defend market share (competitive moments) Creative (improve conversion + AOV)

•	 Build PDP storytelling that matches DTC branding: lifestyle, use cases, 
“why us,” comparisons

•	 Optimize PDP structure and catalog relationships to drive cross-sell and 
upsell (parent/child variants, bundles, “frequently bought together”)

•	 Understand subscription analytics and LTV and make Subscribe & Save 
feel like a value exchange (coupon + benefit framing)

Advertising (create demand + capture efficiently)
•	 Separate budgets by intent: Awareness / Category / Branded / Retention
•	 Expand into category terms with explicit margin guardrails  (TACoS + 

contribution margin)
•	 Run remarketing for lapsed customers  (high-LTV cohorts, repeat windows)
•	 Scale only when the PDP is conversion-ready (ads don’t fix weak detail pages)

Operations (protect profitability + enable scale)
•	 Weekly SKU-level margin reviews to determine which products can 

absorb growth investment
•	 Use bundles strategically to increase AOV and protect margin during 

competitive periods
•	 Model fulfillment economics to guide discounting, inventory liquidation, 

SKU rationalization, and use of AWD to reduce fees
•	 Analyze return drivers and lifecycle behavior to reduce friction, improve 

FAQs, and inform retention programs
•	 Align inventory depth to growth SKUs—nothing kills momentum faster 

than stockouts

Most brands lose money because they optimize what’s easy to measure (ROAS/
ACOS) instead of what actually drives growth and profit.

Use these metrics to make decisions:
•	 Contribution margin by SKU after fees  (COGS, shipping, promos, ad spend)
•	 Blended TACoS (ad efficiency in the context of total sales)
•	 New-to-brand % + branded search trend                                                                           

(is awareness actually increasing?)
•	 Repeat rate + Subscribe & Save performance (LTV/Customer Value)
•	 AOV + Multi-Unit rate (are customers buying more than one item?                 

What does this say about bundling, multi-pack strategy)

When brand, ads, and ops are aligned:
•	 Awareness increases branded demand and lowers future acquisition costs
•	 Conversion improves without simply bidding higher
•	 Subscription + repeat purchase lift LTV and stabilize revenue
•	 Treat marketplaces as an outcome of multi-channel demand, not a 

standalone strategy.
•	 Done right, they compound profit instead of compressing margin.

Rule of thumb: 
if you don’t choose the priority, the business “chooses” for you—usually by 
sacrificing margin unintentionally or growth.

Objective: Margin-Aligned Growth
Increase revenue while intentionally reinvesting margin to drive awareness 
and lifetime value.

A concrete example 
A “good” ROAS depends on margin and strategy:

ROAS isn’t a scoreboard—it’s a tool 
that must map back to contribution margin.

Channeled partners with multi-channel DTC brands to scale marketplaces—primarily Amazon, Target, and Walmart—by 
aligning creative, advertising, and operations to product-level margin goals. We provide end-to-end strategy and 
execution, from analytics and channel strategy to media, creative/content, and hands-on day-to-day management. 
We also manage paid search and paid social to drive demand beyond marketplaces.

About Channeled

What We Believe

Start With the Business Goal 
(Not the Channel)

Actions by Function 
(What We Actually Do)

Guardrails: 
The KPIs That Matter

The Flywheel Effect
 (Outcome)

Marketplace Growth Is a System — Not a Channel
​​How multi-channel DTC brands scale Amazon Marketplace profitably by turning goals into KPIs and actions—aligning creative, 
advertising, and operations around what drives real business performance 
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•	 A 2x ROAS can be profitable 
when you have a strong 
contribution margin and LTV 
(e.g., subscriptions or repeat 
purchase).

•	 A 5x ROAS can still lose money 
when margins are thin or 
promos/fees stack up.


