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A new brand does not
always need a new
seller account.
The case for an established seller-of-record operation
instead of a new brand-owned Amazon account.

By Brad Otoupalik
Managing Partner, CaptVita

Opening an account and building a selling operation are different jobs.

A new brand needs demand, credibility, capital and disciplined execution. It does not automatically need 
to build every part of the marketplace operation from zero. An established seller account can bring an 
operating history, Amazon relationships and access to specialist partners that a new account does not 
recreate simply by registering.

This paper explains what brands can gain from CaptVita's embedded model, what remains theirs under 
our consignment arrangement, and when owning a separate seller account is the better choice.

Your brand. Your inventory.
An established selling operation.
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01  /  THE DECISION

The account is not the brand
“It is our brand. Shouldn't it be our Amazon account?”

It is a fair question. My answer is that owning the brand and owning the infrastructure used to sell it are 
different decisions. The right structure depends on what the business needs, not on whose name appears on 
the account.

A brand can run its own seller account, hire a partner to manage that account, or work inside an established 
operator's selling account. The meaningful comparison is not an experienced team versus an inexperienced 
founder. A client-owned account can also be professionally managed.

The question is what the established account adds beyond the management service, and whether those 
advantages outweigh the value of direct account control.

How CaptVita's embedded model works
CaptVita operates as the authorized seller of record through our established account. The client retains 
ownership of all inventory while it is consigned to us. We do not purchase that inventory for wholesale resale. 
Sales proceeds are reconciled and settled according to the commercial agreement. [1]

This is an operating relationship, not an account rental. We run the selling operation and carry responsibility 
for its execution. The client does not become the owner of our account, and using our account does not 
require transferring ownership of the brand to us.

Your product still presents as your brand
Amazon distinguishes the product detail page from the seller's offer. The page presents the product and its 
brand; the offer identifies the seller and the commercial terms. A CaptVita-operated offer does not turn the 
client's product into a CaptVita-branded product.[2]

Amazon also allows trademark owners to enroll in Brand Registry even when they do not sell directly. Brand 
ownership, Brand Registry permissions and seller-account control are separate matters. They should be 
structured deliberately, not treated as the same asset.[3, 4]

You can retain ownership of the brand and inventory
without rebuilding the selling operation.

Pricing authority, content approvals, reporting, settlements and transition responsibilities belong in the 
agreement. A clear operating model explains both what the client retains and what the partner controls.



CAPTVITA INSIGHTS  /  SELLER ACCOUNT STRATEGY

CAPTVITA  |  SEPTEMBER 2026 3

02  /  AMAZON ACCESS

Relationships you do not
create by registering
The strongest reason to consider an established account is not its age in isolation. It is the access and 
experience built around it. CaptVita brings existing Amazon relationships and participation in selected 
programs to the brands we operate.[1]

An assigned Amazon Ads executive
CaptVita works with an assigned Amazon Ads executive. That gives our team an existing relationship for 
advertising discussions, guidance and relevant opportunities. A participating brand benefits through our 
operation rather than having to secure an equivalent relationship independently.

There is a difference between being able to buy advertising and having an established relationship with the 
platform behind it. The value is the quality of the conversations and opportunities that relationship enables, 
not a promise of cheaper clicks or profitable campaigns.

Direct phone access when a conversation matters
CaptVita has direct phone access to Seller Support. When an issue requires explanation, our team can discuss it 
in real time, clarify the request and ask follow-up questions.

In our operating experience, newer sellers often encounter chat, written cases and automated screening 
before reaching a useful human conversation. Amazon's published support route begins with troubleshooting 
and case management in Seller Central.[5] The practical advantage is our ability to explain a problem, not simply 
submit another message. Access does not guarantee a particular decision or resolution time.

Early experience with selected tools
We participate in beta programs involving advertising, AI and creative capabilities. That can give our team 
earlier opportunities to evaluate tools, understand their limitations and decide where they are useful. 
Participation is selective, and each beta has its own eligibility and permitted uses. Not every participating 
brand receives every tool.

A direct exchange with Amazon
My participation in Amazon leadership roundtables and the Amazon Experts program adds another layer of 
perspective. These forums create opportunities to ask questions, contribute operating feedback and better 
understand the issues shaping the seller experience.

For a client, the value is a team that can put that experience to work. It is not an endorsement of the client's 
product or an exemption from Amazon's rules.

Access to a platform is not the same as
an established relationship with it.
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03  /  COMMERCIAL ADVANTAGES

Start with more than
a new seller profile
Specialist partners beyond the brand's current size
Through CaptVita's relationships, participating brands can access advertising agencies and specialist partners 
that would not normally accept them as standalone startup clients. Some of these partners ordinarily work 
with larger-revenue businesses.[1]

That changes the choices available to the brand. It is not simply hiring someone to run campaigns. It is gaining 
access to a provider that might otherwise decline the engagement because of the brand's current size. The 
relationship is with CaptVita, and the brand participates through that relationship.

Access still has commercial terms. Services, budgets and availability must fit the engagement. But a smaller 
brand does not necessarily have to wait until it reaches a larger partner's normal standalone-client scale 
before benefiting from that partner's capabilities.

A seller history that already exists
The seller account we operate was established in 1999. A new brand can therefore launch through a seller 
identity with a longstanding feedback record, rather than a profile with no seller history. [1] That gives a 
customer evaluating the seller something concrete to examine.

Seller feedback is not product feedback. A new product must still earn its own reviews and prove its value. Nor 
does an older account guarantee better ranking. Amazon's Featured Offer guidance emphasizes competitive 
pricing, delivery, customer order experience and availability.[6] Our case is established credibility and execution, 
not an automatic algorithmic advantage.

Established fulfillment capacity
CaptVita currently has favorable Fulfillment by Amazon (FBA) storage allocations and plans participating 
brands' inventory within that established operation.[1] The useful question is whether the actual available 
capacity supports the launch and replenishment plan, not whether an account can claim unlimited space.

Capacity is shared and can change. We evaluate the brand against what is available rather than promise that 
every older account has better limits than every new one.

Be precise about which advantages belong where
Seller history, feedback and account-specific access belong to the selling account. Experience, relationships 
and some partner access belong to CaptVita more broadly. A client whose own account we manage can 
benefit from our expertise, but that does not give its new account our seller history or automatically reproduce 
account-specific eligibility.

The same operating principle guides our work across marketplaces such as Walmart and eBay: present the 
brand consistently and support it with an established operation. Each platform has its own permissions and 
requirements; Amazon access does not automatically carry across.
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04  /  CONTROL AND RISK

The tradeoffs should
be explicit
An embedded model is not ownership without compromise. The client retains the brand and consigned 
inventory, but CaptVita controls the seller account. That distinction matters.

Account control and brand-level visibility
With a client-owned account, the brand controls its marketplace relationship and can replace an agency 
without also changing the seller operating the offers. It also builds its own seller-account history. In our 
embedded model, that seller history accumulates within CaptVita's account.

The agreement should define the client's approval rights and access to brand-level sales, advertising, inventory 
and financial reporting. Shared-account reporting must provide useful visibility without exposing another 
client's confidential information. “We handle it” is not a substitute for showing how the business is performing.

Settlements and inventory ownership
Under this model, Amazon settles with the selling operation, and CaptVita settles with the client under the 
agreement. Payment timing, reserves, refunds, deductions and advertising charges must be clear. So must 
inventory reconciliation and the treatment of missing, damaged, returned or unsold stock.

Consignment preserves inventory ownership. It does not, by itself, finance the inventory, remove its 
commercial risk or transfer every product responsibility to CaptVita. Those responsibilities need to be agreed, 
not assumed.

Brand tools depend on legitimate permissions
Brand Registry is not a blanket grant of every tool to every seller. Amazon distinguishes protection roles from 
selling roles and gives its Brand Representative and Reseller roles different benefits. For example, the Reseller 
role does not include Brand Analytics.[4]

The required tools and appropriate role assignments need to be checked for the actual engagement. Calling a 
relationship “embedded” does not change Amazon's definitions or make every brand-owner feature available.

A good operating partnership makes control, money, responsibilities and 
risk visible from the start.
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05  /  SIDE-BY-SIDE COMPARISON

Compare the whole model
Both structures can be professionally managed. The decision is whether direct account ownership or the 
advantages of an established shared operation better serve the brand.

DECISION AREA CAPTVITA EMBEDDED ACCOUNT NEW CLIENT-OWNED ACCOUNT

Brand and inventory
The client retains its brand and owns inventory 
while consigned to CaptVita.

The client retains its brand and inventory and 
operates through its own account.

Seller account
CaptVita controls the account and operates as seller 
of record.

The client controls the account; its team or an 
agency manages execution.

Seller history
Uses CaptVita's existing seller identity and feedback 
record.

Builds its own seller-account history from launch.

Amazon access
Uses existing CaptVita relationships and eligible 
account-level capabilities.

Develops or qualifies for its own account-level 
relationships and programs.

Specialist partners
Can participate through CaptVita relationships, 
within agreed scope and budget.

Secures partners directly or through its agency's 
relationships.

FBA capacity
Plans against the shared account's actual available 
allocations.

Plans against its own account's actual allocations 
and applicable rules.

Money and data
Needs clear brand-level reporting, reconciliation and 
client settlements.

Controls its own marketplace settlements and 
account-level reporting.

Account-level risk
Shares exposure to interruptions affecting the 
common seller account.

Separates the operation from unrelated brands in a 
shared account.

Changing operator
Requires a planned transition of the selling 
operation and relevant assets.

Can change agency without changing the seller, 
subject to access and handoff requirements.

Comparison describes the operating structures, not a guarantee of specific platform benefits. Brand tools remain subject to eligible 
roles.[1, 4]

Evaluate economics, not just fees
Compare the full cost of staffing, management, software, reporting, fulfillment coordination and founder time. 
Include the commercial fees and cash-flow timing of the embedded arrangement. Shared infrastructure can 
avoid duplication, but it is not automatically the cheaper option.

New client-owned accounts may also qualify for Amazon's New Seller Incentives, including credits and sales 
bonuses. Eligibility and deadlines apply, and adding a brand to an established account does not automatically 
recreate those benefits.[7]
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06  /  CHOOSING THE RIGHT FIT

Choose the right starting point
When the embedded model is a strong fit
The embedded model is a strong option when a brand wants an accountable operating partner, sees value in 
existing platform and agency relationships, and would rather direct its resources toward the product, customer 
and demand than duplicate a selling operation.

That can include a startup, an international brand entering the U.S., or an established business without the 
internal team to run the channel. The fit depends on the product, resources and commercial plan, not simply 
company size. An established account is not a substitute for adequate inventory, marketing investment or a 
product people want.

When a client-owned account is the better choice
A standalone account may be preferable when direct marketplace control, independent settlements, brand-
specific operating history or separation from a shared portfolio is a priority. It may also be required by the 
business's governance or future ownership plans. Professional management remains available under that 
structure.

Plan a future transition before it is needed
An embedded engagement should explain how the brand can move to another operating structure. The 
agreement should cover notice, inventory, creative assets, reporting exports, advertising handoff, permissions, 
open orders, returns and final settlement.

Amazon allows eligible sellers to match offers to existing product detail pages, so changing the seller does not 
inherently require creating a new product page.[2] That does not mean every account asset or history transfers. 
A new selling account needs its own seller record, and inventory and advertising arrangements require a 
deliberate handoff.

The right commitment is a defined transition process, not a promise that everything moves instantly or 
without cost.

My view
Owning a seller account can be valuable. So can choosing not to rebuild what an established partner already 
has. The decision should be made on access, control, economics and the operating needs of the brand, not on 
the assumption that a new account is automatically the more professional choice.

At CaptVita, the proposition is straightforward: retain ownership of your brand and consigned inventory, and 
put an established selling operation to work behind them.

The brand may be new to Amazon.
Its selling operation does not have to be.

START HERE

Discuss the right operating model for your brand.

brad@captvita.com   |   CaptVita.com

mailto:brad@captvita.com
https://captvita.com/
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SOURCE NOTES

Sources and publication notes
Public Amazon sources were reviewed on September 8, 2026. Numbered references distinguish Amazon's published platform guidance 
from CaptVita's company-specific operating information.

1  CaptVita company information

Company-supplied operating information, September 8, 2026. Source for the consignment model, account establishment date, seller 
feedback history, Amazon relationships and participation, support experience, FBA allocations and partner access. These are CaptVita 
statements, not an independent Amazon certification.

2  Amazon: How to create Amazon product listings
Product detail pages versus seller offers; authorization and matching an offer to an existing product page. April 29, 2026.

3  Amazon Brand Registry
Enrollment without direct selling; trademark-owner enrollment and invitations for additional users.

4  Amazon: Guide to Brand Registry roles
Protection and selling roles, Brand Representative and Reseller distinctions, and feature-access limitations. April 23, 2025.

5  Amazon Seller Central
Published support route through troubleshooting, creating issues and managing support cases. CaptVita's observations about practical 
access are company experience, not a universal new-seller restriction.

6  Amazon: Maximize your sales potential with the Featured Offer
Competitive pricing, delivery, customer order experience and stock availability. April 10, 2026.

7  Amazon: New Seller Incentives
Credits, sales bonuses, eligibility requirements and time limits.

Publication notes
This paper describes CaptVita's operating approach as of September 2026. Amazon policies, account conditions, program access and 
capacity may change. Available services depend on the brand, eligibility and agreed scope. CaptVita's Amazon relationships do not 
imply Amazon endorsement of CaptVita or any client product, preferential enforcement, or guaranteed results. The signed agreement 
governs responsibilities, financial arrangements and transition terms.

About the author
Brad Otoupalik is Managing Partner of CaptVita, a go-to-market, launch and growth partner for consumer brands. CaptVita's CaptiScale 
methodology connects strategy, positioning, digital presentation, marketing and operations across marketplaces and brand-owned 
commerce.

Copyright 2026 CaptVita LLC. All rights reserved.

https://sell.amazon.com/blog/amazon-product-listings
https://sell.amazon.com/grow
https://sell.amazon.com/blog/buy-box-featured-offer
https://sell.amazon.com/tools/seller-central
https://sell.amazon.com/blog/brand-registry-roles
https://sell.amazon.com/brand-registry
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