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Solution Brief
A solution brief is a document that defines your offering and its alignment to the cloud journey, its specific 
use case, and the value to customers. It typically speaks to specific audiences, can include technical diagrams, 
and is sometimes called a data or product sheet.

Your solution brief should be included in your AWS Marketplace Product Detail Page and on any landing 
pages that promote your offering.

Messaging
Your solution brief is typically a one or two page PDF. 
The following messaging elements should be included:

• Use case: Include a use case in your brief.

• Positioning statement: Introduce your solution.

• Customer challenges: Explain customer challenges.

• Customer outcomes: Illustrate as takeaways within 
your brief, supported by the customer challenges 
and use case.

• Offering capabilities: Highlight offering capabilities 
as supporting points to customer outcomes.
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Reference Architecture

Messaging
Reference architectures are typically technical diagrams that are not copy-centric. Messages help support 
the reference architecture, with intro paragraphs and other supporting text.

A reference architecture is a visual depiction of your AWS Marketplace offering and its alignment to AWS’ 
cloud platform. It is used to define the hardware, software, processes, specifications, and configurations 
utilized in solution deployment, as well as logical components and interrelationships between IT devices and 
processes within the content of an AWS delivery model.

Include your reference architecture diagram in your landing pages and product detail pages, as it provides 
details on how your solution aligns to AWS. The following is an example of a reference architecture diagram 
based on the Blackcomb example.
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Sellers landing pages are web pages hosted on your website that promote your offerings in AWS 
Marketplace. They also provide a connection path for buyers to procure through AWS Marketplace.

The seller’s landing page provides awareness and education of your offering, while serving as a destination 
for campaign engagement. Drive traffic to this landing page from ads and emails, and cross-link from your 
AWS Marketplace Product Detail Page.

Seller Landing Page

Content on your landing page
Your seller landing page should include the following content:
• Tagline: Introduce your seller landing page on your website.

• Positioning statement: Provide necessary details and expand on your introductory content.

• Reference architecture: Include a diagram or a downloadable link to this content on your page.

• Solutions brief: Include details from your solutions brief on this page and a link to download the 
content.

• Product demo: Use a product demo video to provide page viewers with more information about your 
AWS Marketplace offering.

• Evidence: Include at least one piece of evidence within your landing page – either a testimonial or a 
case study quote with a downloadable link to a full case study.

• Call-to-action: Include a call-to-action to learn more and procure your offering on your AWS 
Marketplace Product Detail Page.
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Seller Landing Page
Develop a web page on your company’s website that includes the following components and incorporates 
specific elements of your messaging.

Call-to-action buttons:
Include action statement.

Headline (H1):
60 characters or less, aligns to messaging 
from ad or email to maintain 
consistency.

Subheader:
30 characters or less, expands upon the 
messaging in your headline.

Video or hero image:
Use single focal point, integrate 
your brand.

Featured content:
Incorporate trust indicators, social proof, 
key differentiators, and the like to 
educate users and support key calls to 
action.
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Seller Landing Page
Utilize your completed messaging exercise to write landing page content that aligns to your offering in AWS 
Marketplace.

Call-to-action:
Link to your AWS Marketplace Product 
Detail Page with a compelling call-to-
action here.

Headline (H1):
Clearly label your offering.

Subheader:
Utilize your tagline here.

Offering intro:
Use your positioning statement to 
introduce your product demo.

Architecture:
Use the “Your Offering” section from 
your message to provide details on how 
your offering works.

Testimonial section:
Use evidence to provide third party 
support for your offering.
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Seller Landing Page

Call-to-action:
Link to your AWS Marketplace Product 
Detail Page with a compelling call-to-
action here.

Headline (H1):
Blackcomb and AWS Marketplace are 
identified.

Subheader:
Blackcomb’s tagline gives the user 
context here.

Offering intro:
Blackcomb’s positioning statement 
makes a good introduction to their 
product on this landing page.

Architecture:
Blackcomb’s “Your Offering” section 
from messaging gives details on how the 
offering works.

Testimonial section:
Use evidence here to provide third 
party support for your offering.
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Product Detail Page
AWS Marketplace Product Detail Pages (PDP) are structured pages hosted within the AWS Marketplace 
digital catalog. It’s critical to align and reinforce key messages in PDPs as they will frequently be 
leveraged as a core element of your campaign.

How to use your PDP
• Product awareness: Use your PDP as an optional destination for educational landing pages or follow-up 

nurturing emails within awareness campaigns.
• Demand generation: Your PDP will be the critical conversion point for your demand generation 

campaigns. It is commonly an asset and destination in which marketing tactics drive traffic.

• Webinar/demo presentation: Use your PDP as a call-to-action offering at the end of your webinar or 
demo presentation, and as an offer in your follow-up lead nurturing emails.

• Event promotion: Use your PDP as a follow-up offer in your lead nurturing emails, 
post-event.

NOTE: The format of your AWS Marketplace PDP will vary according to your specific pricing and contract 
model.
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Top description:
Pulls from the first few 
lines of the product 
overview below.

Product overview:
Utilize your 

positioning statement 
to communicate the 

benefits users can 
expect if they use your 

offering, and provide 
clarity to help users fully 

understand how your 
offering works.

Pricing 
information:

Include information on 
your pricing structure to 

provide details for 
different use cases for

your offering.

Usage information: 
Provide technical usage 
information to support 
your offering 
capabilities and 
differentiators.

Support 
information: Include 
important details and 
standout information 
about your support to 
build customer 
confidence.

Customer reviews: 
Work to earn reviews 

from satisfied buyers to 
help support and

validate your 
messaging.

Product Detail Page

Highlights: 
Incorporate your 
offering capabilities and 
differentiators to 
quickly call out what 
your offering provides 
to users. These 
highlights are 
searchable within the 
AWS Marketplace, so 
communicate them 
clearly to attract 
prospects.

Free trial: 
Promote a free trial at 
the top of the page so 
customers can see it 
quickly.
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Product Detail Page
Top description:
Provides a clear and concise 
value prop.

Highlights:
Shows how the solution is adaptable and 
agile.

Pricing information:
Details the pricing structure for different 
use cases.

Support information:
Includes information that your 
customer will need if they require 
additional support and basic 
information on AWS infrastructure.
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E-book
E-books are PDFs or EPUB files, which typically include topic-driven content specific to an industry, use 
case, challenge, or solution that allows you to go in-depth on how your offering works. They are most 
useful for users still in awareness and educational stages of your marketing funnel.

E-books can be included on landing pages or referenced on your AWS Marketplace Product Detail Page. 
They can also be used for contact and marketing lead generation but will need to be nurtured into sales 
qualified opportunities (SQOs).

Messaging
Your e-book is a long format piece of content where extensive detail will be discussed:
• Use case: Feature a specific customer use case.

• Target market: Cater to an audience by focusing on a specific industry, persona, 
and/or region.

• Positioning statement: Reinforce the value of your offering with the positioning statement.

• Customer challenges: Detail customer challenges to set up solutions presented in 
your e-book.

• Customer outcomes: Provide customer outcomes as takeaways from your e-book based on customer 
challenges and evidence.
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Whitepapers
Whitepapers are professionally published documents that share research, proprietary studies or surveys, 
and discuss industry trends.

Include whitepapers as additional information in your product detail pages and landing pages, or gate 
them to use as lead generation opportunities for marketing accepted leads.

Messaging
Whitepapers are more technical in nature, and will encompass many components from your completed 
messaging exercise:
• Use case: Include in your whitepaper to frame the research or proprietary info you 

are sharing.

• Positioning statement: Leverage as introduction to your research and findings.

• Customer challenges: Reference challenges to frame your topic.

• Customer outcomes: Highlight value add to buyers.

• Offering capabilities: Define customer requirements and showcase solutions.

• Differentiators: Apply research to frame the validity of your differentiators.

• Evidence: Validate results with quantitative research and proof points.
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Infographic
Infographics are typically diagrams of a solution, problem, or research, combining information with data 
visualization to convey information in an interesting way.

Include links to infographics in AWS Marketplace Product Detail Pages and display them on your landing 
pages. They could also be used within other marketing content such as blogs 
or emails.

Messaging
Infographic information will illustrate many possible scenarios, including both technical and functional 
messages. Align to the following:
• Customer outcomes: Highlight outcomes as part of your infographic.

• Offering capabilities: Show how these capabilities interact with AWS Cloud infrastructure.

• Differentiators: Display supporting differentiators using graphics, statistics, and images.

• Evidence: Provide case study results or other customer use case results that show use, cost, or other 
metrics could be utilized within an infographic.
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Blogs
Leverage blogs to showcase industry expertise and insight, and to promote assets such as whitepapers 
and e-books. Buyers will be drawn to your content through organic search during early information 
gathering around challenges and solutions.

A blog's primary function is to demonstrate thought leadership and promote content, such as e-books, 
whitepapers, infographics, landing pages, and other conversion-focused marketing collateral. Blogs can 
be linked to from other pieces of content.

Messaging
Blogs vary greatly between individual articles. You can write an entire blog about one specific customer 
challenge or customer outcome, or write a post detailing why a specific differentiator makes your offering 
stand out from the competition.

When a blog post is supporting a specific whitepaper, e-book, infographic, or other piece of content, it 
should utilize the same messaging elements that you used to inform the content within those assets.
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Analyst reports
Analyst reports are frequently created by organizations such as Gartner, Forrester, and other leading 
consulting and technical review organizations. Leverage key messages and evidence aggregated through 
Module 1: Message Development as part of your analyst submission/review process.

When published in an analyst report, be sure to highlight it in your AWS Marketplace Product Detail 
Page, seller landing page, and within other marketing content.

Messaging
Analyst reports are generally very technical and capabilities-focused, leverage components from your 
messaging to promote the report in your marketing efforts.

• Customer outcomes: Highlight outcomes when promoting the analyst report can be effective to help 
users connect your offering to a favorable outcome.

• Offering capabilities: Showcase capabilities that are highlighted within reports.

• Differentiators: Utilize when a report mentions a specific differentiator that you can claim.
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Webinars
A webinar is an online presentation (recorded or live) that allows you to provide greater details on 
specific topic or demonstrate capabilities, such as an offering feature, case study, research study, or 
other relevant content.

Messaging
Webinar topics vary extensively; align elements from your completed messaging exercise into the 
showcased story:
• Use case: Support your offering's relevancy by discussing its use case.

• Target market: Target webinar registration to specific industries or personas.

• Positioning statement: Close webinars with a strong call-to-action and link to your offering.

• Customer challenges: Discuss specific challenges faced by buyers.

• Customer outcomes: Highlight positive outcomes and align to webinar content.

• Offering capabilities: Showcase features and technology benefits.

• Evidence: Validate customer impact by showcasing quantitative success.
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Webinars
Pre-webinar planning and promotion
• Begin promoting your webinar at least four weeks in advance of the presentation date.

• Email your existing database with an invitation to attend the presentation. Segment according to 
product users and leads who have yet to convert. Ask your current users to share the invitation with 
others in their field.

• Leverage digital ads and email campaigns to drive traffic to your landing page promoting your webinar.

• Showcase the webinar details on campaign landing pages, and your website.

Webinar presentation
• Make your webinar actionable – don’t overwhelm your audience with content that they can’t use, that 

is derivative, or easily found elsewhere. Keep it succinct – try to keep the content to 30-60 minutes in 
length.

• Provide feature-based content should provide feature-based content – promote detailed “how-tos,” 
timely news or features-based content, research studies, or similarly unique content that the intended 
audience can’t find elsewhere.

• Make room in your webinar for questions and be sure to interact with attendees.

• Close your webinar with a strong call-to-action for a product trial, whitepaper, or other offering that 
will keep the user engaged with your marketing activities.

Post webinar follow-up
• Upload webinar registration and attendee lists into your CRM system (ex: Salesforce).

• Follow up with leads within 48 hours with digital nurture emails.

• Leverage trial offers (free trials, demos), as buyer incentives.
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Marketing events
Marketing events are in-person opportunities to connect with buyers in a captive setting. Marketing 
events assume many shapes: national and regional industry conferences, roundtables, focus groups, 
advisory boards, focus groups, user groups, industry networking, customer appreciation, and more.

Messaging
Events leverage key messages across a number of materials: event promotion strategies, booth graphics 
including printed and digital signage, supporting presentations, digital and printed hand-outs, video 
development, and post event nurturing.

Align relevant messages to the strategy and focus of your marketing event and supporting materials:

• Use case: Demonstrate within event materials, including videos and presentations.

• Target market: Tailor your event experience around the audience.

• Positioning statement: Provide introductory content for prospects who interact with your presentation 
space or booth.

• Customer challenges: Utilize customer challenges to attract potential customers.
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Leveraging digital strategies for marketing event success
Marketing events are in-person and/or digital experiences that connect sellers with buyers in a captive 
setting. Marketing events assume many shapes: national and regional industry conferences, roundtables, 
focus groups, advisory boards, user groups, industry networking, customer appreciation, webinars, and 
more.

AWS Marketplace recognizes the criticality of marketing events and the role they offer as key, interaction 
points with buyers. Events offer unique opportunities to drive awareness, showcase announcements, 
generate demand, and close opportunities.

In an effort to maximize ROI on event investments, AWS Marketplace recommends incorporating digital 
campaigns and tactics to enhance and amplify your marketing event experience for lead generation 
purposes, specifically around:
• Pre-event promotion.

• Event day promotion.

• Post-event follow-up and nurturing.

Leverage similar promotional assets and channels for marketing events, just as you do for other campaign 
types. Define your business goals, target market, use cases, and event themes, then select a marketing 
campaign strategy to promote your event.

Marketing events
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Marketing events
Pre-event planning and promotion
• Define your theme and customer use cases to inform your target audience how your offering can 

achieve customer outcomes.

• Promote events and drive attendance through digital channels.

• Leverage customer offers such as free subject matter expert (SME) consultations and trials that can be 
delivered at the event. This will identify potential buyers and maximize event face-to-face interactions 
with a value-add experience.

Event day promotion
• Set up short presentations at the booth on focused use cases.

• Have your technical and business SMEs talk to buyers on solutions and AWS Marketplace offerings.

• Leverage foundational level 2 assets and content during your event (e-books, infographics, videos, 
whitepapers, digital signage).

Post-event follow-up
• Upload event registration and attendee lists into your CRM system (ex: Salesforce).

• Follow up with leads within 48 hours with digital nurture emails.

• Provide trial offers as buyer incentives.


