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Abstract

This study examined how Amazon listing elements may be associated with revenue to
identify factors potentially related to sales performance. A quantitative research approach
was employed, with data on sales, image types, and reviews collected from Amazon and
Seller Sprite across five major product categories between August 2024 and July 2025,
resulting in 400 observations. The results indicate that the proportion of positive reviews and
image diversity did not have a statistically significant effect on revenue. Similarly, most
image types (e.g., comparison images, functional images, exploded images) did not
significantly affect sales in most categories; only in the baby products category were
exploded and comparison images significantly associated with revenue growth. Overall, the
findings suggest that the influence of Amazon listing elements on sales may be more
complex than expected. Future research could include additional control variables, such as
brand size, advertising intensity, and category competitiveness, to provide a more

comprehensive understanding of the factors driving sales performance on Amazon.
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