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E-COMMERCE 
DISRUPTION

INTRODUCTION  

For years, Google has captured the attention of marketers as the prime avenue for 
generating search-driven online sales through advertising. That focus has shifted with 
Amazon skyrocketing to the top of the e-commerce world. Accounting for 43% of all 
US online retail sales in 2016,1 and showing no signs of slowing down, Amazon is now 
an essential part of any retailer’s digital marketing strategy. One of Amazon’s most 
disruptive moments was the release of Amazon Prime in 2005. According to Gartner L2, 
Prime subscriptions are in more US households than individuals who voted in the 2016 
presidential election.*
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AMAZON INNOVATION 
CONTINUES

To celebrate its 20th birthday, Amazon invented a new shopping holiday in 2015 called 
Amazon Prime Day.   Since its inception, Prime Day has grown to join the ranks of Black 
Friday and Cyber Monday as one of the biggest shopping days of the year. In fact, Prime 
Day 2017 sales not only surpassed Amazon’s 2016 Black Friday and Cyber Monday sales, 
but also saw 60% sales growth compared to Prime Day 2016.2

In an innovative move to expand its advertising capabilities, Amazon launched Product 
Ads in 2008. The offering allowed e-commerce retailers to advertise on the Amazon 
marketplace, even if they didn’t sell there. But after incredible growth in Product Ads, 
Amazon discontinued the product in 2015 for a variety of reasons — not the least of which 
may have been the undesirable effect of diverting traffic away from their thriving online 
shopping platform. In its place, Amazon began to unveil a number of new advertising 
options to boost traffic to Amazon’s owned and operated product pages. Today, marketers 
can take advantage of cost-per-click (CPC) programs, such as Sponsored Products, 
Headline Search Ads, or Product Display Ads, as well as display-focused options, through 
Amazon’s Media Group (AMG) or Advertising Platform (AAP). 

2017 PERFORMANCE SHOWED HIGHER VOLUME,  
COMPARABLE CPCs
Looking at Amazon Marketing Services’ overall performance on Prime Day 2017 (July 11), 
Merkle advertisers saw the following:

	
Clicks Spend Sales

The above graph shows overall Amazon performance, and these trends remained 
consistent across Sponsored Products, Headline Search Ads, and Product Display Ads. 
One would assume that, during a time of elevated traffic and sales, the space would 
become increasingly competitive. However, that wasn’t the case, as the average cost 
per click remained flat when comparing Prime Day to the average July day.
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Merkle has in-depth experience with campaign optimizations to support advertisers’ Prime 
Day initiatives – here are some examples. In 2017, we

• Increased campaign budgets to maintain coverage throughout the day

• Increased bids on highly competitive keywords

• Leveraged all match types while using negative keywords to block low quality traffic

• Enabled Bid+ to increase opportunity for ads to display in the top placement

• Promoted Lightning Deals with Product Display Ads to increase their reach and 
discoverability

While Prime Day is still not considered a make-or-break date by many Amazon advertisers, 
it does deserve attention and strategy akin to what has typically been reserved for the 
Christmas holiday season. But efforts shouldn’t stop there – today’s marketers should start 
planning now to successfully execute across all Amazon advertising opportunities. Through 
Amazon’s Media Group (AMG) and Advertising Platform (AAP), marketers can take advantage 
of cost-per-click (CPC) programs, such as Sponsored Products, Headline Search Ads, or 
Product Display Ads, as well as display-focused options. The relative newness of these 
programs and the nuances of each ad type create opportunities for advertisers to outperform 
competitors that are still wading into the space. In this playbook, we describe each of the 
opportunities and share winning strategies to succeed with your marketing program in 2018 
and beyond.
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BUILDING SUCCESS FOR  
AMAZON SEARCH ADS

TARGETING 
METHOD

AD
LOCATION

WHO CAN 
ADVERTISE

KEYWORDS VENDORS AND 
THIRD-PARTY 
SELLERS

SPONSORED 
PRODUCT ADS

VENDORS ONLYPRODUCT SKUs, 
INTERESTS, OR 
CATEGORIES

PRODUCT 
DISPLAY ADS

VENDORS AND 
THIRD-PARTY 
SELLERS

KEYWORDSHEADLINE 
SEARCH ADS

Source of Images: Amazon Marketing Services Agency Toolkit
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Sponsored Product Ads are keyword-targeted ads available to Amazon Marketing Services 
(AMS) customers (vendors), as well as third-party sellers. They mainly show on the Amazon 
search engine results page but can also appear on product detail pages.

Two targeting methods are available in Sponsored Product campaigns: 

1. Automatic campaigns require third-party sellers to place bids on ad groups 
containing a group of products rather than keywords. For vendors, bids are placed 
at the campaign level, since ad groups do not exist in Sponsored Product Ads. 
Amazon chooses which ads to show from automatic campaigns based on product 
data (e.g., titles and bullet points). Additionally, automatic campaigns allow sellers to 
take advantage of ads that show on product detail pages in the “Sponsored Products 
related to this item” section.

2. Manual campaigns are similar to automatic campaigns, with one key difference: 
advertisers specify keywords to target and assign bids at the keyword level, as 
opposed to the ad group or campaign level. Bidding at the keyword level gives 
advertisers much greater control over which searches trigger their ads to show, and 
that translates into more qualified traffic compared to automatic campaigns.

Launch first with an automatic campaign, followed by manual campaigns
If you’re launching an account for the first time, start with an automatic campaign to identify 
what relevant queries receive high search volume. Utilize the bulk file in the bulk operations 
tab of the Amazon Seller Central UI to avoid tedious work building out campaigns or ad 
groups within the Amazon interface.
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Once the automatic campaign gathers significant data, add a 
manual campaign for more granular bidding and targeting. Below 
are a few best practices for setting up a new manual campaign: 

• Create a duplicate of the automatic campaign and change the 
targeting method to “manual.”

• Comb through search term reports from the automatic 
campaign and add relevant keywords into the appropriate 
campaigns or ad groups.

– Add each keyword on all three match types (broad, 
phrase, and exact) to bid each keyword-match type 
combination to its true value, based on performance and 
user intent.

– Add negatives to the automatic campaign for any 
keyword in the manual campaign.

• Consider enabling the “Bid+” setting, which allows Amazon to 
raise bids up to 50% if your ad is eligible to show at the top of 
search results. 

– Bid+ increases competitiveness of Sponsored Product 
ads with high traffic. Showing in the top placement for 
Sponsored Products can help increase visibility and 
efficiency. One retailer saw 96% higher return for ads 
listed at the top of search results with Bid+ implemented.

– Use Amazon’s “Performance by Placement Report” 
under “Advertising Reports” in both the AMS and Seller 
Central UI to see performance for top-of-search versus 
other placements. 

Push top-selling products and keywords
Once there is enough data to determine which products are 
most popular, build out a bestseller campaign to showcase top 
products for potential customers. It’s generally best to structure 
this campaign like your other campaigns, but with only two or 
three standout products in each group. Bid these campaigns or ad 
groups higher than their generic non-brand campaign counterparts 
to get increased visibility. It’s critical to monitor the performance of 
products in bestseller campaigns weekly, since consumers’ tastes 
change over time and top sellers can shift.

Additionally, use data from other marketing programs to supplement 
keyword mining from the automatic campaign search term report. 
Google Shopping search term reports and text ad performance 
can reveal areas of opportunity not currently being captured on 
Sponsored Products. It is imperative to be proactive about adding 
keywords, and it’s valuable to have Google and Amazon teams 
working in tandem to accomplish this goal.
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• Use a mix of 
campaigns with 
automatic and 
manual targeting 
to ensure 
comprehensive 
coverage on 
relevant queries.

• Mine search term 
reports from both 
Amazon and 
Google to find 
new keyword 
opportunities.

• Segment out top-
selling products 
into their own 
campaign to bid 
and report on 
them separately.
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Headline Search Ads (HSA) are keyword-targeted banner ads that appear at the top of search 
results pages above Sponsored Products and organic listings. The ads have a featured image, 
customizable copy, and three spaces to showcase individual products. Clicking on a product 
in the ad takes the user to that product’s detail page, whereas clicking on the featured image, 
ad copy, or “Shop Now” button leads to a listing of the products shown in the ad as well as any 
other products featured in the campaign. Vendors running HSA through AMS and third-party 
sellers that complete the brand registry process can also use their Amazon Store as a landing 
page. To run these ads, Amazon requires a minimum bid of $0.10 on each keyword and a 
budget of at least $10 per day or $100 for the life of each campaign.

Be aggressive with keyword creation
Advertisers should cast a wide (but relevant) net when creating a keyword list, to avoid 
leaving out any potential strong performers. Limiting keyword lists from the outset means less 
information to learn from and a potential loss of sales. Poorly performing keywords can easily 
be paused or bid down, so don’t be afraid to get creative with keyword creation. Search logs 
from Amazon and Shopping/PLA programs are helpful resources, as are text ad performance 
data from Google and Bing. Amazon account managers can also provide solid keyword lists.

Having highly relevant keywords is crucial, especially for AMS, which has a limit of 1,000 
keywords per campaign and will not allow users to delete keywords once they’re created. 
Additionally, Amazon will pause keywords if they have an extremely low click-through rate.
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KEY TAKEAWAYS

• Headline Search 
Ads offer a versatile 
ad format and 
should be used 
for conquesting, 
brand defense, and 
general non-brand 
acquisition.

• Cast a wide net 
when creating 
keyword lists if you 
use effective tiered 
bidding, because 
together they will 
help you maximize 
your investment 
while not losing out 
on traffic.

• Embrace 
experimenting with 
mixes of ad copy 
and products to 
find what works 
best for each 
brand and product 
offering, given the 
potential of HSAs.

Bid based on expected impact
Like Sponsored Products, Headline Search Ad campaigns should 
have a variety of keywords on all three match types, with bids based 
on expected impact. High-traffic, high-impact keywords should 
receive higher bids, while broader, lower impact keywords should 
be assigned lower bids.

Similarly, bids should be tiered based on match type. As campaigns 
gather more data, advertisers can begin to fine tune bids, 
reorganize ad groups, and find new keywords.

Brand keyword lists are handled similarly, though they should have 
more aggressive bids, because 1) traffic including brand phrases in 
the search query is more valuable, since it indicates higher intent to 
purchase from your brand, and 2) competitors can bid on your brand 
terms and present potential buyers with alternatives to your product.

Choose product mix based on advertiser-specific goals
The unique part of HSAs, aside from their placement at the top of 
search results pages, is the ability to advertise multiple products at 
once. The product mix advertised in each HSA is dependent on the 
offerings of the seller and its goals. Below are a few examples:

i. Similar goods at various price points (e.g., showing three 
different coffee machines at various prices)

ii. A mix of main products and accessories (e.g., a coffee 
machine, a milk frother, and an espresso attachment)

iii. Complementary items (e.g., a coffee machine and two 
different varieties of your brand’s coffee)

Regardless of the mix you choose, try to include more than three 
products in your list of advertised products, so if one goes out of 
stock, there is another to take its place. This will keep the campaign 
from becoming ineligible to serve and will protect traffic levels.

Additionally, ensure ad copy is reviewed prior to submitting to 
Amazon, as the ad approval process typically takes 24 to 48 hours.
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USE CASES FOR HEADLINE SEARCH ADS
BRAND DEFENSE

Brand defense should be an integral part of any Amazon strategy. The goal is to stop other 
brands from encroaching on search results pages when customers use a brand term in 
their query. On Google, advertising on competitors’ brand search terms can be expensive 
and tricky due to lack of relevancy. Amazon is not as stringent, meaning it can be easier for 
competitor ads to show on brand searches simply by bidding more aggressively. 

GENERAL NON-BRAND ACQUISITION 

Headline Search Ads work well in the non-brand space, as customers are most likely in the 
research and discovery phase of their purchase journey. Headline Search Ads will be the 
first thing they see at the top of a search results page, potentially giving you a leg up on the 
competition. 

COMPETITOR CONQUEST

Advertisers can also use Headline Search Ads to lure customers away from competitors by 
targeting their brand terms. The return will likely be lower than on other HSAs, but there are 
several advantages. If your competitors advertise on Amazon, you will force them to spend 
time and resources defending their brand space. If they don’t advertise on Amazon, you can 
dominate their brand space at a much lower cost than if they did advertise. 



Amazon’s Product Display Ads, available to AMS advertisers only, should play an integral role 
in marketing strategies on Amazon because of the many targeting methods available. These 
lower-funnel ads show on product detail pages right below the Buy Box, so they are likely the 
last ads someone will see before purchasing a product. Product Display Ads are more like a 
programmatic display program, because shoppers have not expressed direct interest in the 
product being shown to them; because of this, consider being looser with ROI goals than on 
other, more direct-response marketing tactics.

Choose a campaign targeting approach
When starting to build campaigns, choose between three targeting methods: product, 
subcategory, or interest. 

1) Product, or Amazon Standard Identification Number (ASIN), targeting is great for 
defending your own ASINs or targeting a specific list of competitor products. Volume 
is generally lower, since the number of ads will be lower, but the ability to get granular 
and specific with bids is there.

2) Subcategory targeting is broader than product targeting, effectively opening up 
potential ads to other products within your ASIN’s category. Expect volume to be 
higher, though generally less efficient than a defensive ASIN targeting campaign.

3) Interest targeting is ideal for appealing to the masses. Choose from more than 50 
different interests provided by Amazon to reach audiences based on their search 
history. Campaigns targeting interests tend to see very high traffic volume, depending 
on the interests chosen.
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PRODUCT DISPLAY ADS
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KEY TAKEAWAYS

• Choose an ASIN 
for each campaign 
based on the 
targeting settings 
and main goals for 
that campaign.

• Include a call 
to action in ad 
headlines to inspire 
customers to click 
and convert.

• Create ads 
carefully, following 
Amazon’s policies 
closely, to avoid 
delays with the 
approval process.

Select which ASIN to display for each campaign
Each campaign can only contain one ASIN, so choose a product 
that will remain in stock and is financially eligible, as Amazon will 
pause campaigns that don’t meet these criteria. Targeting methods 
and overall strategies help determine which product works best 
for each campaign.  In conquesting campaigns, which show ads on 
competitor product pages, consider using a bestseller or a cheaper 
ASIN than what competitors offer. In defending campaigns, which 
show ads on your own product pages, advertise a “deluxe” model 
on the “basic” model’s product page to drive a potential upsell, or 
feature complementary accessories to stimulate cross-sell activity.

Complete bidding and budget settings
Use the recommended CPC range that Amazon provides as a good 
starting point for bids. Remember, however, that actual bids may 
need to be higher to compete on higher volume days, such as Prime 
Day and Black Friday. For budgeting, set a spend limit (either per 
day or for the entire campaign), and choose whether to designate a 
campaign length or allow it to run continuously.

Create a compelling ad
There are four key elements to Amazon Product Display Ads: the 
headline, brand name, product description, and brand logo.

1. Headlines can be up to 50 characters long and should 
include a call to action, such as “Shop today” or “Save 
now.” There are many restrictions to this ad copy, from only 
capitalizing the first word to not calling out specific deal 
savings like 10% off. Once submitted, ads take 1-3 business 
days to be approved, so ensure that ads comply with 1. 
Amazon’s policies before submitting the campaign to avoid a 
long delay.

2. Keep the brand name consistent with how it’s portrayed 
throughout Amazon or other digital marketing channels, and 
keep the product description close to the ASIN’s actual title 
on Amazon.

3. Insert the most clear and up-to-date image of your brand’s 
logo, preferably 100x100 pixels in size.

w
in

ni
ng

 s
tr

at
eg

ie
s



14

LIMITATIONS OF AMS
Amazon Marketing Services (AMS), the platform used by vendors who sell 
product directly to Amazon, presents unique challenges that do not exist for 
third-party sellers. There are limitations to consider that span several of the 
platforms outlined above. These limitations exist for all advertisers, and a key 
to overcoming them is to combine proactive analyst oversight and scalable 
data-driven management.
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REPORTING AND ANALYSIS
Amazon’s reporting functionality is limited in its 
scope, which has led to the development of tools 
for taking performance deep dives. Advertisers 
who have a direct application programming 
interface (API) connection can pull daily costs, 
clicks, and impressions by campaign for Sponsored 
Products and Headline Search Ads. Unfortunately, 
due to Amazon’s system constraints, sales data is 
only available from three days prior to the day of 
the pull or earlier (i.e., sales data pulled on 11/20 
will only contain data through 11/17). Even internally, 
Amazon does not have the ability to process this 
data more quickly.

Additionally, Amazon does not provide device-
level reporting, nor does it allow for separate bids 
for different devices. It can segment data by day 
and by campaign type, but this often isn’t enough 
to tell the full story. Using detailed campaign 
naming conventions is one possible way to work 
around these limitations. 

MERKLE’S SOLUTIONS
In addition to the campaign naming and structure tips mentioned above, Merkle has built custom tools that 
allow our teams and clients increased knowledge depth and agility when working with AMS. Merkle tracks and 
records performance KPIs beyond Amazon’s 60-day lookback window, allowing our teams to have a longer and 
more segmented view of performance. Our analysts use SQL and third-party analytics platforms to analyze data 
outside of the limited Amazon platform. Ensure your team leverages an agency partner, like Merkle, that has 
extensive Amazon platform knowledge, API access, and additional analysis & reporting capabilities.

BUDGETS & SPEND PACING
For AMS customers, daily spend can be acquired via 
an API connection or dashboard downloads. A filter 
can be applied to dashboard downloads to isolate 
specific date ranges. Given the constraints Amazon 
has imposed, daily budgeting can be difficult at times, 
though not impossible. To proactively control day-
to-day spend, use a bidding approach focused on 
program KPIs to stay within budget.

If you need to budget spend across the three 
AMS ad formats, consider assigning top priority to 
Sponsored Products, followed by Headline Search 
Ads and Product Display Ads. Return and volume are 
usually greatest on Sponsored Products because of 
the ability to choose keywords and bid granularly. 
The anticipated return on Headline Search Ads 
is generally on par with Sponsored Products but 
generates less volume. Product Display Ads Typically 
receive lower return, because customers are far down 
the purchase funnel, already viewing another product, 
when they see these ads.
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IT ALL STARTS WITH  
PRODUCT DATA – HOW TO OPTIMIZE 

FOR AMAZON ADS
The groundwork for successful ad campaigns on Amazon is accurate and granular product data. In addition 
to customers browsing this product information when shopping, it also has a direct effect on organic and 
Sponsored Products ranking. Amazon relies heavily on product data to determine which ad will appear for 
certain search queries, especially for automatic campaigns on Sponsored Products, since there are no keywords 
used. Though most required product data seems straightforward and similar to platforms like Google, there are 
some aspects that are unique to Amazon.

PRODUCT DATA AND SALES HISTORY HEAVILY INFLUENCE RELEVANCY
Amazon incorporates several factors in its search algorithm, commonly referred to as A9. According to Amazon’s 
help pages, the algorithm factors in sales history, price, availability, and selection when determining where to 
place a product in the search results. For new sellers or new products that lack sales history, it is especially 
important for product data to be as detailed and accurate as possible. The algorithm will rely more heavily on 
how relevant the product data is at first, which can help products appear on important search queries and not 
show on irrelevant ones.



17

TITLES should include a few keywords, the brand, the size, and a color (if applicable). While titles play a 
key role in relevancy, and thus require solid keyword inclusion, avoid overstuffing titles with keywords 
that end up looking “spammy.” The title can only hold 200 characters, so utilize the Search Terms field 
in the Keywords section for relevant attributes that don’t fit in the title that customers might use in 
queries.

BULLET POINTS are unique fields in Amazon that serve as a description on product pages. Bullet 
points can include information like shipping settings, contents, the product’s benefits, and its 
instructions. Advertisers should also include any other keywords that customers may use to search for a 
product in bullet points. Because they serve above the fold, bullet points are more important to helping 
the customer convert than the product description field. We have seen traffic increase by more than 
200%, just by optimizing bullet points and titles!

SEARCH TERMS provide the types of verbiage shoppers might use when searching for a product. 
According to Amazon, “good search terms go a long way toward increased product visibility and 
sales.”3 These fields, which are not visible to shoppers, work well for housing synonyms, common 
abbreviations, and other ways that customers search for products that would not look good in the 
title. Use search term reports from Amazon, Google, and on-site search to better understand how 
customers look for your products.

The IMAGE SIZE requirements for Amazon are at least 1,000 pixels in either height or width. Amazon 
prefers that images have a white background. It’s also best practice to send multiple photos for each 
product to showcase as many angles and details of the product as possible.

KEY DATA 
REQUIREMENTS
Of the many fields that 
house product data 
on Amazon, some 
have greater influence 
on how a product 
performs. Among 
those are titles, bullet 
points, search terms, 
and product images.

TITLES

BULLET 
POINTS
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WINNING THE BUY BOX
For products sold by multiple sellers, the one with the lowest 
price will most likely win the Buy Box, which is the box on 
the product detail page where customers can easily add that 
product to the cart. The Buy Box features one eligible seller 
for each product. Price point is a huge factor on Amazon; the 
lower the price, the more likely a product will show up on the 
first page of results. Outside of price and seller performance, 
offering free shipping or Prime shipping and having quick 
fulfillment speeds can help improve Buy Box win rates.

KEY TAKEAWAYS:

• Be as granular and accurate as possible with product data, 
especially on new products with limited sales history.

• Keep titles relevant, and include other related keywords 
(that do not fit in the titles) in the search terms field to 
avoid “spammy” titles.

• To increase sales and win the Buy Box, consider 
reducing your price to beat out competitors and rank 
higher on the page.

THE PRIMARY SELLER FOR A GIVEN 
ITEM WINS THE BUY BOX

ALL OTHER SELLERS ARE  
LISTED BELOW
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MOVING UP THE PURCHASE 
FUNNEL – GENERATING DEMAND 

THROUGH AMAZON’S DISPLAY ADS
Amazon offers a variety of display ad products and interest-based targeting segments, beyond the 
aforementioned AMS.  Though similar in name, these Amazon display ads—served through the Amazon 
Advertising Platform (AAP) and the Amazon Media Group (AMG)—are separate and have a distinct function 
from AMS Product Display Ads. Where AMS Product Display Ads primarily use keyword targets, AAP 
display ads are more complex. In addition to targeting options like demographic and device targeting, 
Amazon aggregates hundreds of unique shopper segments based on the following criteria:

• Lifestyle segments – These segments contain users whose shopping patterns indicate they are in a 
particular stage of life. Examples include Outdoor Cooks, Recent Movers, and Yoga Enthusiasts.

• In-market segments – These segments contain recent browsers and shoppers of specific products 
and product categories on Amazon. Examples include Home Kitchen and Dining, Musical Instruments, 
and Video Games.

• Site retargeting – Track behaviors and target users who have taken specific action on your website 
with Amazon’s pixel. Advertisers can tag specific pages like purchase confirmation, store locator, and 
product category pages to strategically track audiences that should be included or excluded from 
viewing a display campaign. 

• CRM data – Amazon also offers advertisers the ability to load their first-party data directly for paid 
media targeting through relationships with specific data management platforms (DMPs).
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AMAZON ADVERTISING PLATFORM (AAP)

For advertisers with the expertise on hand to manage a self-service platform, AAP is a great 
entry point for display testing. Similar in primary functionality to most major demand-side 
platforms (DSPs), AAP boasts the ability to run on Amazon owned and operated inventory 
(Amazon.com and IMDb.com), in addition to the open web, using the proprietary Amazon 
shopper targeting data mentioned above. Statista estimates that in 2016, Amazon had 2.4% of 
the total markets, and predicted that share would grow to 3.3% by 2019.4  Understanding the 
nuances of campaign set up is critical to the success of self-service AAP campaigns.

Bid and manage Amazon-owned inventory differently than the open exchange
It is highly recommended to separate out Amazon owned and operated (O&O) inventory 
separately from open exchange for the purposes of bid management and viewability targeting. 
O&O inventory is generally much pricier than open exchange, and browsing behavior within 
the marketplace differs from standard web surfing. Optimizing to competitive CPMs and quality 
ad space is best achieved individually by inventory source. Advertisers should also consider 
breaking out mobile app campaigns into individual line items to increase scale and reach on 
top-performing audiences.
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Start campaigns with one targeting pool containing all audiences
Rather than target every desired segment individually within the AAP platform, it is recommended 
to begin a campaign with all audiences aggregated within a single targeting pool. This provides the 
Amazon engine with the maximum “visibility” into ad interaction and response rates for machine 
learning purposes. Amazon offers a handy Audience Segmentation Report, which shows top-
performing targeted and untargeted segments to optimize toward mid-flight.

Options for creative include standard display assets and Amazon-generated 
templates
Standard Interactive Advertising Bureau (IAB) display and video assets are eligible to run across 
AAP. For any creative running on the open exchange and linking back to an Amazon product page, 
advertisers should consider including the Amazon logo to improve user experience and conversion 
rates. Note that Amazon will not approve creative to run on Amazon.com or IMDb.com that includes 
the Amazon logo. For more information on creative requirements, refer  to Amazon’s online specs at 
https://advertising.amazon.com/ad-specs/en/aap. 

For advertisers without ready access to creative resources, Amazon offers a unique ad format called 
Dynamic eCommerce ads. Similar to Product Display Ads, advertisers can select a single ASIN, and 
display ad templates will automatically populate with images and content from the product page, 
including product rating, customer reviews, and coupon details. Ad units will auto-optimize toward 
top-performing content elements.

Amazon Dynamic eCommerce Ad Example
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AMAZON MEDIA GROUP (AMG)
Amazon also provides a managed-service media through the Amazon 
Media Group. These campaigns carry minimum spend thresholds, 
but guarantee expert management for advertisers who meet budget 
requirements. The AMG offering includes all AAP capabilities, in addition 
to more upper-funnel ad products exclusively available via insertion 
order. These placements include high-impact Amazon.com and IMDb.com 
banner units, in addition to custom units like Fire TV and the Fire Tablet 
Wake Screen. While most Amazon products can be managed to a return 
on ad spend (ROAS) efficiency benchmark, these high-impact units are 
great for driving brand awareness and product page views as part of a 
comprehensive paid media plan. It’s important to note that conversions 
from all Amazon paid media channels (AMG, AAP, AMS) are de-duplicated 
based on a last-touch attribution model.

For advertisers focused on direct-response metrics, a unique form of 
retargeting based on specific ASINs is available exclusively through AMG. 
With ASIN retargeting, advertisers can expand their site-based retargeting 
pools with visitors of specific Amazon product pages associated with 
the brand. This retargeting pool automatically removes users who have 
purchased the specific ASIN and is updated in real time.

KEY TAKEAWAYS

• Amazon’s display 
products offer a 
variety of audience 
targeting options, 
including lifestyle, 
in-market shoppers, 
site visitors, and 
CRM segmentation.

• When advertising 
through AAP, 
manage Amazon 
owned and 
operated inventory 
differently than the 
open exchange, 
and consider 
starting with one 
targeting pool 
that contains all 
audiences.

• For advertisers 
with large budgets, 
AMG is a great 
option for building 
brand awareness 
and product page 
views.
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Merkle has a strong track record of building success for marketers and brands 
on Amazon, across AMS and AAP. 

Connect with us today to learn how to build  
and grow your Amazon business. Visit our 
website at merkleinc.com or email us at 
marketing@merkleinc.com to learn more.

TAKE FULL ADVANTAGE 
OF AMAZON

BY PARTNERING WITH 
MERKLE
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ABOUT MERKLE
Merkle is a leading data-driven, technology-enabled, global performance marketing 
agency that specializes in the delivery of unique, personalized customer experiences 
across platforms and devices. For more than 30 years, Fortune 1000 companies and 
leading nonprofit organizations have partnered with Merkle to maximize the value 
of their customer portfolios. The agency’s heritage in data, technology, and analytics 
forms the foundation for its unmatched skills in understanding consumer insights 
that drive people-based marketing strategies. Its combined strengths in performance 
media, customer experience, customer relationship management, loyalty, and 
enterprise marketing technology drive improved marketing results and competitive 
advantage. With 5,200 employees, Merkle is headquartered in Columbia, Maryland, 
with 24 additional offices in the US and 21 offices in Europe and APAC. In 2016, the 
agency joined the Dentsu Aegis Network. For more information, contact Merkle at 
1-877-9-Merkle or visit www.merkleinc.com.
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