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Different Ad Types

Sponsored Product Sponsored Brand Sponsored Display

Targeting Auto, Manual, Product Manual, Product Retargeting, Audience, Product

Cost Model Cost-per-click Cost-per-click Cost-per-click

Placements On Amazon On Amazon On/off Amazon

Creative Native product listing
Custom logo/pack shot; tagline, ASIN 

selection
Custom logo/pack shot; tagline

Landing 

Page
Product detail page Brand Store, custom landing page, URL Product Detail Page

Budget 

Allocation
70-75% 20-25% <5%
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Sponsored Product Placements
4

Search Results Product Detail Page
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Sponsored Brand Placements
5

Additional Real Estate – Below the fold placements released in 2019 
drove significant increase in impressions.

Lower Engagement – Overall these below-the-fold placements get 
lower click-through rate and total traffic.

Mobile Rest of SearchMobile Top of Search
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Agenda

▪ Ad spending forecasts

▪ Amazon ad format trends

▪ Consumer search behavior
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US digital ad spending to surpass $150 billion 

this year

▪ Forecast was 

finalized on 

March 6, 2020

▪ Assumes return 

to GDP growth 

in Q3 2019

▪ Recent events 

may lead to 

revisions!
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Total media ad spending growth expected to 

peak this year due to Olympics, election

▪ Forecast was 

finalized on 

March 6, 2020

▪ Assumes return 

to GDP growth 

in Q3 2019

▪ Recent events 

may lead to 

revisions!
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Growth in net US ad revenues at Amazon 

continues to moderate but remains robust

▪ Forecast was 

finalized on 

March 6, 2020

▪ Assumes return 

to GDP growth 

in Q3 2019

▪ Recent events 

may lead to 

revisions!



© 2018 eMarketer Inc.

We expect 

about 71% of 

Amazon’s net 

US revenues 

to come from 

CPC, primarily 

keyword-

targeted 

formats this 

year
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Amazon will surpass 15% of the US search ad 

market this year

This is still far 

behind Google, 

which will net 

60% of US search 

ad revenues this 

year, but it’s an 

upward revision 

since October 

2019.



© 2018 eMarketer Inc.

Sponsored 

Product ads 

remain the 

dominant 

format among 

on-property 

options
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Performance 

varies 

significantly 

by 

placement…



© 2018 eMarketer Inc.

…but far 

outshines 

conversion 

rates on 

Google 

Shopping ads
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And prices for Amazon ads keep going up
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What’s going on with consumer search behavior?

▪ Yes, many start 

with Amazon 

rather than 

Google

▪ But it’s 

important to 

note question 

wording and 

stage of 

purchase funnel
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Age doesn’t 

play much of 

a role in this 

behavior
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But Amazon Prime status has a significant effect

▪ For frequent 

Prime shoppers, 

Amazon use is 

barely even a 

question

▪ But even among 

nonmembers, 

one in three 

start at Amazon
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Lower Funnel Advertising Strategies and Tactics
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The Basics Have Not Changed

Content

In Stock

Reviews

Packaging

Promotions

Brand
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Feed the Funnel

Engage New Customers

Maximize Purchase Intent

Own Your Aisle

Harvest Demand

Retail
Readiness

Strategies Have Gotten More Complex!

• A+ Content
• Items in Stock
• Ratings and Reviews

• Sponsored Products
• Sponsored Brands / SB+V
• Display / Sponsored Display

• Sponsored Brands / Stores
• Sponsored Products
• SB+V

• Display
• Sponsored Display
• Fire Tablet

• Fire TV
• Amazon Live
• Audio Ads
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Strategy Technology+
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New Product Launch

Spend HIGH

ROI LOW
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Key Goals

Gain Share

Branded Category Competitor

“Pepsi” “Soft Drink” “Coke”
Different goals = different tactics/investment levels

Incrementality

Efficiency

Defend Share

B
u

d
get A

llo
catio

n

GOAL MAIN KPI

Topline Sales

Market Share

‘New to Brand’ 
Customers

ROAS



COVID-19 
Impact
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Opportunistic keyword traffic



“If you have the inventory, now’s the time to invest in paid search”

Weekly Ad Sales
CPG Manufacturer

Prime Week 2019 Cyber 5

COVID-19



Case Studies
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Ad Units
Search 

Placement
Where to Play

Right to Win 
Brands

Search Trends

Should I test new ad 
types?

Is Top of Search Worth 
it?

Should I compete on 
top keywords?

Which brand(s) should 
I prioritize?

How should I think of 
macro-trends?

How-to-Win // Highly Competitive Environments

How can brands in highly competitive categories optimize for additional efficiencies?
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Ad Units // Video in Search

3X
CTR

STATIC – ToS VIDEO In Search

RESULTS

+77%
ROAS

BEST PRACTICES

✓ Include on-screen text
✓ Keep below 60 seconds 

(15 seconds is ideal)
✓ Feature brand name and 

logo in first 5 seconds



33

Search Placement // What is the Value of Top of Search (ToS)?

What is the value of appearing here at the ToS?

vs. here in the Rest of Search (RoS)?

KPIs to Monitor

Overall Traffic/Clicks

Spend

Cost Per Click (CPC)

Return on Ad Spend (ROAS)

Conversion Rate

Result of Test & Learn

+9% ROAS improvement on top Category keywords
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Right to Win Brands // Multi-Brand Strategy

‘Top of Search’
‘Rest of Search’

Not all brands are meant 
for the top row of Page 1

CPCs for the premium ‘Top of Search’ 
placement can be more than triple their ‘Rest 
of Search’ or ‘Product Page’ counterparts for 

the same search term. Prioritize premium 
brands for premium placements, and 

everyday brands for cheaper placements.

Avg. CPC = $13+
Avg. CPC = $6
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Where To Play // Knowing Where to Compete

Finding your niche (and the associated mid to lower-funnel keywords vs. broad upper-
funnel keywords) can help brands drive more efficient marketing and establish 

themselves within a specific subcategory.
19 advertisers bidding on 

‘organic raw dog food’

‘organic raw dog food’ vs. ‘dog food’

Avg. CPC: -24% lower
Avg. ROAS: +119% higher
Avg. CTR: +374% higher

Avg. Conversion: +133% higher

97 advertisers bidding 
on ‘dog food’



New Retailer 
Platforms
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Walmart
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Nuances // Amazon vs. Walmart
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Walmart // Low Competition

WALMART

In early March, just one 

brand accounted for 

nearly 90% of Paid Share 

of Voice for a set of 10 

high-volume Consumer 
Electronic search terms.

AMAZON

For these same 10 

keywords, 84 brands own 

some amount of Paid Share 

of Voice on Amazon, and 

no single brand owns more 
than 10%.

There is significantly less competition right now for paid placements on Walmart vs. Amazon

No other active advertisers in category
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Building Brands.   Standing Out.   Selling Product.

STRICTLY CONFIDENTIAL March 23rd, 2020

How to 
grow your 
brand in 
ecommerce
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F o c u s e d  o n  c l i e n t s .  C r e a t e d  i n  c o l l a b o r a t i o n  w i t h  A m a z o n .

Podean: The marketplace marketing authority

Building Brands.   

Standing Out.   

Selling Product.

Podean (puh-dee-uhn) hails from the word “antipodean” that refers to things diametrically opposed. 
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L o n g e r  t e r m  s u c c e s s

Brands matter



w
w

w
.p

o
d

e
a

n
.c

o
m

A l w a y s  u s e  s e n t e n c e  c a s e

Always use sentence case

Click to edit Master text styles
• Second level

• Third level
• Fourth level

• Fifth level

w
w

w
.p

o
d

e
a

n
.c

o
m

B u i l d i n g  b r a n d s  i n  e c o m m e r c e

Why do brands matter?

Defense against 
private labels

New product/
New category/

Innovation
Shareholder value

Be a brand that is 
shared

Command a 
premium

Top of mind = first choice
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Branding isn’t a “type” of advertising or creative

Upper funnel activities drive lower funnel performance

Lower funnel activities impact brand metrics

There is no sequential consumer journey

Every impression makes an impression

Retail + Media + Marketing must work together

B u i l d i n g  y o u r  b r a n d

Some golden rules
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B u i l d i n g  y o u r  b r a n d

1. There’s only one customer
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T h e r e  i s  n o  s i m p l e  j o u r n e y / f u n n e l

Consumers interact with many different assets daily 

You must think holistically
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And many formats and experiences.
All present opportunity for marketers.
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18 Purchase intent 
categories / verticals

36 Amazon 
advertising 

opportunities

4 Marketing 
objectives

Robust and 
statistically significant 

data – survey and 
empirical calibration

12 Age/demo 
combinations

Customer journey 
mapping and budget 

allocation

Journey is our proprietary tool 
S o l v i n g  c h a n n e l  p l a n n i n g  o n  A m a z o n
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B u i l d i n g  y o u r  b r a n d

2. It’s not just about advertising
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Media, retail, logistics and beyond
I n n o v a t i o n  t o  i m p r o v e  a n d  e x c i t e

Audit – share of voice, brand consistency, PDPs, A+, stores

Strategy – holistic, go-to-market, across marketplaces, D2C approach

Fix the foundations –PDPs, A+, Store(s), 3P, Pricing, Forecasting, Business cases(s), Brand 
protection

Performance Media – Search, Display

Brand Building –Display, Video, High Impact, Sampling

Innovation – leading competitors
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Media, retail, testing
I n n o v a t i o n

Voice SEO Content/IntegrationsBeta tests Social Content

Reinvent the PDP ActivationsDynamic product bundles Digital gift with purchase
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Synthetic/AI video: scale cost-effectively
I n n o v a t i o n
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Engaging video from stills
I n n o v a t i o n

OUTPUT
O UR S HO RT F O RM V I D EO S

I NPUT
CAMPAI GN AS S ETS
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S o m e  i m m e d i a t e  o p p o r t u n i t i e s

3. The current climate
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S o m e  o p p o r t u n i t i e s

Ecommerce going nuts (obviously)

Google Trends L7D USA:
• “Buy Online” 

increased 51% (ix43 
to ix65

• Amazon.com +33
• Walmart.com + 66% 

from a s l ightly lower  
base 

• Target.com +150% 
from tiny base
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S o m e  o p p o r t u n i t i e s

Surviving/Thriving in crazy times

TA CKLE EXPEN SIVE 
COM PETITOR S HEA D - ON

UTILIZE VIDEO/DISPLAY:
A UDIEN CES UP

COM PETITION  DOWN

SUPPLEM EN T USIN G 3 PL
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