The Q4 Bit of a
Cracker

Phase 3: Create Demand Before the Rush

How to make your priority Amazon products easier to find, easier
to choose and more commercially relevant while Q4 is already
moving.

For Amazon sellers who have chosen their hero products,
organised their content and now need to build useful demand
before peak season properly bites.
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Start Here

Phase 1 Planned It. Phase 2 Organised It. Phase 3 Gets
It Seen.

Phase 1 helped you work out what matters. Phase 2 helped you organise the content around your Q4 hero products.
Now we need the right shoppers to notice.

This is not the moment to create demand for everything you sell. It is the moment to focus attention on the products that can realistically win,
convert and be supplied through the busiest part of the year.

01 02 03

Bring Forward Your Q4 Heroes Make Q4 Relevance Obvious Create Clear Routes to Buy
Start with the products you identified in Phase  If the product has a seasonal use, gifting angle, Demand does not help if shoppers land in
1and organised in Phase 2. Not the whole bundle opportunity or comparison advantage, = confusion. Send people to the listing, Store
catalogue. Not the things you wish sold better. = make that easy to understand. route or offer that makes the most sense.

The products that deserve demand now.

04 05

Support Search and Discovery Build Momentum Without Panic

Think about how Q4 shoppers search, compare and ask questions. Then  Not every answer is a discount. Sometimes demand is built by clarity,
make sure your product gives Amazon enough useful information to timing, relevance and giving shoppers one good reason to choose.
work with.

Demand is not shouting louder. It is making the right product easier to find and easier to choose.



Why This Matters Now

Q4 Has Started. Attention Gets Expensive.

Q4 does not wait politely while you finish getting organised. By now,
shoppers are comparing, sellers are promoting, deals are appearing
and more buying decisions are being helped by search,
recommendations and Al-assisted shopping tools.

That changes the job.

Your Content Has More Work to Do

Your content now needs to do more than sit there looking reasonable.
It needs to help the right buyer recognise the product, understand the
offer and feel confident enough to choose it.

More traffic only helps if the product is ready to be found and chosen.

Your demand work therefore needs to: make hero products visible, make seasonal relevance obvious, support gifting and comparison, use buyer

language, create clear Store and listing routes, avoid sending traffic to weak or confusing pages, give Amazon and Rufus useful evidence to work

with, protect stock, margin and fulfilment reality.

Creating demand for a product that cannot be understood, trusted or supplied is not a Q4 strategy. It is festive chaos with a bow on it.



The Q4 Game Plan

We Are On Pull Three

The Q4 Bit of a Cracker is a five-phase Amazon Q4 game plan.

01 02 03

Phase 1: Strengthen Your Phase 2: Build Your Content Phase 3: Create Demand Before

Foundations Ecosystem the Rush

Work out what matters, where the gaps are and Organise your Amazon content around those Build visibility, Q4 relevance, gifting routes and

what deserves your attention. priorities. momentum.

04 05

Phase 4: Get Peak Ready Phase 5: Q4 Live

Prepare offers, inventory, fulfilment, campaigns and final checks. Monitor, react, protect availability and make sensible decisions through
peak.

Phase 1 gave us the plan. Phase 2 made the plan visible to the shopper. Phase 3 helps the right shoppers find it. One cracker. Five pulls. Things
are getting serious.



What Good Looks Like

The Phase 3 Finish Line

By the end of this Playbook, your priority Q4 products should have a clearer demand plan. That means:

Your hero products are clear

You know which products deserve attention now and which do not.

Your Q4 relevance is obvious

Seasonal use, gifting potential, buying occasion or comparison value can be understood quickly.

Your search language matches shoppers

You are not only thinking in SKU names and internal product logic. You are thinking in buyer questions, occasions and needs.

Your Store routes help

Shoppers can move towards useful choices instead of wandering through a product grid.

Your content supports promotion

The listing, imagery, A+ Content and Store can cope with the traffic you are trying to create.

Your offers make sense

Any discount, bundle, deal or campaign supports the product story instead of confusing it.

Your external content points somewhere useful

Social posts, emails, group content or website links have a clear job and a sensible destination.

Rufus gets useful evidence

Buyer-style questions can be answered using clear, consistent product information.

That is the job. Not demand for everything. Better demand for the products that matter.



Assessment Time

The Q4 Demand Report

Already Pulling

Your hero products are clear, relevant and ready to be seen. Search, content, Store routes and offers all point in the same direction.
Lovely.

Visible but Quiet

The products are in decent shape, but demand needs a nudge. The opportunity is there. It just needs clearer routes, sharper
messaging or better seasonal relevance.

Festive but Fuzzy

There is a seasonal angle, but it is not specific enough. The content says Christmas, but the shopper still does not know why this
product is the right choice.

Traffic Without a Plan

Campaigns, posts or offers are happening, but nobody has agreed where the traffic should go or what the shopper should understand
when they arrive.
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Crackers in the Wrong Aisle

The product might be useful, giftable or commercially strong, but it is not showing up in the places or language your Q4 shopper is
likely to use.

We are not judging the demand. We are checking whether it has somewhere useful to go.




Self-Assessment

The Q4 Demand Walkthrough

Choose one hero product and answer honestly.

Question Yes / No

Do you know which product you most want to build demand for now?

Is that product available enough to support extra demand?

Is the product easy to understand from the search results page?

Does the main image earn attention without creating confusion?

Does the title make the product identity clear?

Is there a clear seasonal, gifting or Q4 reason to choose it?

Does the listing support the promise you are promoting?

Does the Store create a useful route to this product or range?

Is the product easy to compare against alternatives?

Are variants, bundles or quantities clear?

Do reviews reveal useful demand angles?

Do you know which shopper problem this product solves in Q4?

Do your keywords and visible copy reflect buyer language?

Could Rufus answer useful buyer questions about it?

Is the mobile journey clear enough for a hurried shopper?

Do you know what action should happen next?

More "no" answers than expected? Good. You now know where Phase 3 starts.




Phase 3: Create Demand Before the Rush

Make your Q4 hero products easier to find, easier to understand and easier to choose.



One Product. One Demand Job.

The Demand Principle

Different demand routes can do different jobs. They should not point shoppers towards different promises.

Your demand plan may include search, Store routes, social content, email, group posts, Sponsored Brands, offers, deals, content updates and

Amazon discovery.

Those routes can have different roles. They should still support one clear product story.

Different Routes

A social post may introduce a gift idea. A Store route may help shoppers compare options. A deal may create urgency. A listing may explain
the product properly.

One Product Priority

Those routes should all help the same shopper understand why this product, why now and why this version.

If the post says "perfect starter gift’, the listing, images, A+ Content and reviews should support that idea. If the Store says "gifts under £25°,
the offer should make sense.

Different routes. Different jobs. One demand plan.

| They Have Receipts



Your Q4 Shopper

What Would Make Them Choose Now?

Q4 can change the buyer's mission. The product may be the same, but the reason for buying it may be different.

Shopper question Your demand message should make clear
What is this? Product type and purpose

Why is it relevant now? Seasonal use, gift angle, occasion or need
Who is it for? Recipient, user, audience or buying mission
Why this one? Differentiation, evidence or comparison
What is included? Contents, quantity, size or bundle detail

Is it a good gift? Suitability, presentation, ease of giving
Which version should | choose? Variant, size, flavour, quantity or format

Is it worth the money? Value, benefit, quantity or reason to choose
Can | trust it? Reviews, detail, brand and proof
Canlgetitin time? Availability, fulfilment and delivery confidence

Every unclear answer creates drag. Q4 shoppers are already being pulled in twelve directions.



Search Like It Is Q4

Stop Searching Like a Seller

You Know Too Much Look at Your Hero Product Fresh

You know the product name. You know the range. You know the Look at your hero product as if you have never seen it before. Ask:
internal reason one version exists and another one does not. Your

e What would | search for?

shopper may know none of that.

e What occasion would | connect it to?

Especially the gift buyer.

e  Who would | buy it for?

Especially the comparison shopper. e What would | compare it with?

Especially the person buying something at 10.43pm because they ¢ What would make me hesitate?

have just remembered someone exists. e What would | ask Rufus?

¢ What would make this feel like the obvious choice?

e What would make me trust it quickly?

Seller language often describes the product. Shopper language reveals the demand.



Earn the Click. Keep the Promise.

The Listing Demand Job

Your listing is still the core destination. If demand brings shoppers in, the listing has to do the next job properly.

Title Main Image
Make the product identity clear. Q4 is not the time to make Earn attention without misleading. The main image needs to
shoppers decode branded language before understanding what compete, but it also needs to make the offer understandable.

they are buying.

Demand gets the shopper to the door. The listing still has to let them in.

Bullets Variants

Use them to support the buying decision. Benefits, contents, use Make the differences obvious. Size, flavour, colour, quantity or
case, gifting relevance and reasons to choose all matter more than pack format should not require festive detective work.
keyword stuffing.

Offer

Make sure the shopper understands what they are buying at the

price shown. A promotion cannot rescue a fuzzy proposition.



Make the Scroll Do Some Work

The Image Demand Job

Images can create demand when they answer the question the shopper was about to ask. Use them deliberately.

Image job What it should help with
Product identity What is it?

Scale How big is it?

Contents What actually arrives?

Use How is it used?

Benefit What useful outcome does it support?
Difference Why this version?

Comparison How do the options vary?

Gifting Who would this suit as a present?
Packaging Does it feel ready to give?
Confidence Can | trust what | am buying?

Do not add Christmas sparkle if the shopper still cannot tell what is in the box. Festive styling is not a substitute for useful information.



The A+ and Store Demand Job

Create Routes, Not Decorations

A+ Content and your Brand Store can both support demand, but they do different jobs.

A+ Content Brand Store

A+ helps shoppers feel more confident once they are already Your Store helps shoppers explore. Useful Q4 Store routes might
interested. Use it to: include:

e Explain the product properly e Bestsellers

e Answer objections e Giftideas

e Clarify bundles or variants e Gifts by recipient

e Show product use e Gifts by budget

e Support gifting e Starter products

e Compare options e Bundles

e Give the brand useful context e Shop by need

e Make the decision easier e Products that work together

e Last chance or limited availability where appropriate

Do not rebuild the Store just because Q4 exists. Create routes when they genuinely help shoppers move towards a better buying decision.

A good route reduces effort. A bad route gives your products a festive maze.



Bring Shoppers In With Context

The Outside Amazon Job

Demand does not only begin on Amazon. Social posts, email, community content, blog mentions and website links can all help shoppers
understand why a product matters.

But external content should not do a different job from the Amazon content. It should warm up the buying decision, not create a promise the listing
cannot keep.

Useful external demand can: Weak external demand:

e Introduce a gift idea e Sends people to a confusing listing

¢ Explain who the product suits e Promotes products with poor availability

e Point to a helpful Store route e Creates a seasonal angle Amazon does not support
e Show how products work together e Talks about benefits the listing does not evidence

e Highlight a bundle or range e Links to the wrong page

e Answer a common buying question e Tries to sell everything at once

e Support an offer or seasonal reason to buy
¢ Remind existing buyers to return

e Send traffic to the strongest destination

The post earns the interest. The Amazon page has to carry the decision.



Reviews Are Demand Clues

Your Customers Have Already Shown You the Angle

Reviews, questions and customer comments can show you where demand already exists. Look for patterns.

Repeated Praise

What do customers consistently value?
That may be your strongest reason to
choose.

Comparison

What alternatives do reviewers mention?

What made them choose this one?

Buying Occasions

Are people already mentioning
Christmas, birthdays, teachers, parents,
colleagues, stocking fillers or hard-to-

buy-for recipients?

Objections

What nearly stopped them buying? What
still creates doubt?

If customers keep saying the same thing, they may be writing your Q4 brief for you.

Unexpected Uses

Are customers using the product in ways
you have not properly explained?

Questions

What do people keep needing to ask
before they can make a decision?



Rufus Ready
Ask Demand Questions

amazon .. - Rufus is part of the Amazon shopping experience, and shoppers are increasingly

=" prime

using Amazon tools to narrow options, compare products and get help deciding.

Q, Search or ask a question

Rufus " So test your hero products as a shopper might.

Wihatyelild make 2 good giftfor ' Do not ask: "Can you analyse my listing?"

my old aunt?

. Great question! Here are some thoughtful gift k
ideas for an older aunt she'll love: AS .

Bedsure Fleece Blanket

Super soft and cosy - perfect
for relaxing at home.

£19%9 prime | Gift Comparison Need

Add to basket

Which would make a What is the difference Which option is best

Whittard Luxury Tea Gift Set
 orymRbes Rt - . good gift for someone between these two? for someone who
£24% prime e who..? needs..?

Add to basket
Spear & Jackson Garden
Gift Set
Ideal for green-fingered aunts | .
who love their garden.
- s | Budget Beginner Bundle

MR Which option gives Which is best for What exactly comes

Mele & Co. Photo Frame | . . .
Albemtifil wey (O ksen - better value for..? someone new to this? with this?

cherished memories close.
£1650 prime

Add to basket
All great choices to show you care. COH fl dence Tlmlng
Ask Rufus a follow-up question
Why would | choose this one? What do | need to know before
ordering?

If Rufus is helping the customer choose, give it something useful to work with.




Read the Gaps, Not Just the Answer

What Rufus Tells You

Once you have tested your hero products with buyer-style questions, read the answers carefully.

Intent Question to ask
Gift Which would make a good gift for someone who..?
Comparison What is the difference between these two?
Beginner Which is best for someone new to this?
Bundle What exactly comes with this?
Need Which option is best for someone who needs..?
Value Which gives better value for..?
Variant Which size or version should | choose?
Confidence Why would | choose this one?
Timing What should | know before ordering?

A weak answer tells you where demand is leaking.



Demand Lands on Small Screens

Mobile Reality Check

Q4 Shopping Does Not Wait Look at:

Q4 shopping does not wait for someone to sit at a desk with a e The search result

spreadsheet and a calming beverage. « The main image

Check your hero products on mobile. e The visible title

e Price and offer

e Coupon or deal visibility
e Delivery and availability
e Variation selection

e First supporting images
e Key benefits

e Contents and size

e Gift information

e A+ readability

e Store route

e Comparison sections

The Question to Ask

Can somebody understand the product, the reason to choose it and the next step without zooming, scrolling backwards or wondering whether
they have selected the wrong version?

Small screen. Same buying decision. Less patience.



Make the Present Easy to Notice

Gifting Through Demand

Phase 1 helped you identify gift potential. Phase 2 helped organise the content. Now your demand activity needs to make the gift angle easy to
spot.

A gift buyer may know less about the category than your usual customer. Your job is to make the buying decision feel safe.

Who it suits What is included Size or quantity Gift-ready

Who the product would suit What is included, clearly Size or quantity without Whether it comes gift-ready
as a recipient stated ambiguity

Anything else needed Beginner-friendly Variants Feels complete
Whether anything else is Whether it suits a beginner How variants differ What makes the product feel
required complete

Good choice now Related products

Why this is a good choice now Where to find related products or bundles

Do not force somebody buying skincare for their sister to become a dermatologist. Do not make somebody buying coffee for Dad learn the entire

roast spectrum. Do not make the shopper count items from the photograph.

Good gifting demand makes the present feel obvious.



Homework

The Demand Gap Audit

Bring forward one hero product from Phase 2. Now audit the demand routes.

Demand area Working? Gap Action
Hero product priority

Search result impression

Title and visible product identity
Main image

Q4 relevance

Gift angle

Store route

A+ support

Offer or promotion

External content

Reviews and questions

Rufus answers

Mobile journey

Stock or fulfilment reality

A demand gap is not a failure. It tells you what to fix before you send more shoppers in.



Homework

The Q4 Demand Plan

Use the Q4 hero products identified in Phase 1 and organised in Phase 2.

Planning question Your answer
Which hero product are you working on?

What demand are you trying to create?

Who is the buyer now?

Does Q4 introduce another buyer?

Is there a gifting opportunity?

What should this product be known for?

What is the main reason to choose it?

What might stop a shopper choosing it?

Which search terms or buyer questions matter?
Where should traffic go?

What Store route supports this?

What content needs to support the demand?

Is an offer, bundle or promotion relevant?

Can stock and fulfilment support extra demand?
What should Rufus be able to answer?

What should be done first?

Phase 2 organised the content. This sheet turns it into a demand plan.



Please Do Not Promote Confusion

What to Fix First

Once you audit demand, you may discover a lot. That does not mean every product needs a campaign, a discount, a festive banner and a dramatic

Store rebuild.

Prioritise.

01

02

03

Hero Products First

Start with the products that matter most to
your Q4 plan.

04

Fix Search Result Confusion

If shoppers cannot understand the product
from the result, start there.

05

Make the Q4 Reason Clear

If the product has a gift, seasonal, comparison
or replenishment angle, make it visible.

06

Send Traffic Somewhere Useful

A campaign that points to the wrong page is

not demand. It is misdirection.

07

Strengthen the Reason to Choose

Use images, A+ Content, Store routes and copy
to make the product easier to prefer.

Check Supply Before You Push

Do not build demand for something you cannot
keep available.

Leave Irrelevant Seasonal Angles Alone

Not every product needs tinsel. This is still allowed.

Creating demand is not the same as decorating everything.



Your Phase 3 Action Plan

Choose the route that fits where you are now.

You do not know what to promote

Go back to the hero products. Pick one product worth building demand for now.
9 Your product is strong but hidden

Improve the result page impression, search language, main image and routes into the listing.
3 Your Q4 relevance is unclear

Make the seasonal use, gifting angle, recipient, occasion or buying reason more obvious.
4 Your Store does not support demand

Create a useful route around gifts, bestsellers, needs, bundles or product relationships.
5 Your promotion points to weak content

Fix the listing, images, A+ Content or offer before sending more traffic.
6 Rufus gives thin or strange answers

Check whether the relevant information is missing, vague or inconsistent.
7 Your external content is too broad

Give each post, email or link one clear job and one sensible destination.
g Your product is already demand-ready

Lovely. Check stock, mobile, offer logic and timing. Then move to Phase 4.

Build demand around the strongest opportunity first. Then move to the next.



Before You Move On

Phase 3 Final Checklist

() Q4 hero products brought forward

(O Stock and fulfilment checked before promotion
(1) Demand priorities agreed

() Q4 relevance identified

() Gift opportunities made visible where relevant
() Search language reviewed

() Main image checked for demand and clarity

() Title checked for product identity

() Store routes reviewed

() A+ Content supports the buying decision

() Offers and promotions make sense

() External content has a clear destination

() Reviews and questions checked for demand clues
() Rufus tested using buyer-style questions

(O Mobile journey checked

() Demand gaps prioritised

() Highest-priority fixes completed

() Phase 4 risks identified

(1) Owners and deadlines assigned where relevant

Ready? Then demand has somewhere useful to go. Now we make sure peak can cope with it.




Next

Phase 4 — Get Peak Ready

The Story So Far What Comes Next

Phase 1 answered: What should we focus on? We will move into offers, inventory, fulfilment, campaigns, final checks

and the awkward little details that become much less amusing once
Phase 2 answered: How should our content work together? .
peak demand arrives.

Phase 3 answered: How do we get more of the right shoppers to . .

& g PP Phase 4 asks: Are we ready for the traffic, pressure and deadlines we
see it?
are about to create?

Plan it. Organise it. Create demand. Then make sure peak does not trip over the doormat.



Get a Second Opinion

Want Cindy's Eyes on Your Q4 Demand?

If Phase 3 has revealed that your hero product needs clearer search language, stronger gift positioning, better Store routes, sharper imagery or a

more joined-up demand plan, you do not have to untangle it alone.

Mrs Prime can help with listing optimisation, product imagery, Amazon creative, A+ Content, Brand Store content and structure, gifting and Q4

messaging, content consistency and Rufus-ready product information.

We can look at what you already have, identify the gaps and help you decide what is worth fixing first.

No panic

A calm look at what needs doing.

No unnecessary rebuild

If something works, we leave it alone.

Do it with you, for you or instead of you

You run the business. We can help build the content.

Start Your Free Amazon Listing MOT



Get 1n Touch

Contact Mrs Prime
Email: hello@mrsprime.co.uk

Visit: mrsprime.co.uk

Start your Free Amazon Listing MOT: mrsprime.co.uk/contact?
section=contactform

A Note on Rufus

At the time this Playbook was created, Amazon's Al shopping assistant
is known as Rufus in the UK. Amazon shopping tools will continue to
evolve, but the principle remains the same: your product information
needs to be clear, useful and consistent enough for shoppers, Amazon
and Amazon's Al shopping tools to understand.

© Mrs Prime. All rights reserved. You are welcome to quote, share or copy short
sections of this Playbook, as long as you credit Mrs Prime and link back to
mrsprime.co.uk. Please do not reproduce the whole Playbook, remove the branding or

pass it off as your own. Cindy will know.
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