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Your guide to budgets and bids for sponsored ads




Budget and bid basics Bids and targeting guide

In this section, we're going to cover: How do | set bids
and budgets that can help me reach my goals? We'll start 4 fundamentals
with the basics like how to set a budget for your clients’
Sponsored Products, Sponsored Brands, and Sponsored
Display campaigns and show you how and when they're
charged. We'll then define portfolios, a feature that can
help you streamline your campaigns, before looking

at common scenarios at both the campaign and ad
group levels and the actions your client can take to
help improve performance. We'll also go into the Ul
and show you how to analyze and adjust to your clients’ I amazonacierising
budgets and bids, and look at different features that can

help you optimize your clients’ campaigns. Finally, we'll
walk through some more advanced features, like bulk
operations, and show you how to analyze your clients’
reports.

With sponsored ads, your clients can choose their budget
and bids, and they pay when a customer clicks on their
ad. This is the case for Sponsored Products, Sponsored
Brands, and Sponsored Display. Goals can change over
time, which is one of the reasons why you can adjust your
. . clients' budget and bids any time you want or need to, in
Budget and bid basics just a few sfconds_ yHmey

Budget, bids, and anything related to spend can be

personal. These depend on your business and your goals,

and very likely how your goals evolve as you advertise. Budget: structures and benefits
Different ad types use different budget structures: some
use daily budgets and others use lifetime.

. Daily budgets: Sponsored Products, Sponsored
Brands, and Sponsored Display

‘[Advertise] within your own budget.

You've got to budget with what «  Daily budget is the amount your clients
. are willing to spend on an ad campaign
makes sense. We still do that. Our each day. This amount is averaged over
numbers are gign/'ﬁcant to our the course of a calendar month. On any
: ’ : . given you're your clients could spend less
business and how we're growing. than their daily budget, or up to 10%

more than their average daily budget.
What this system does is allows your

— Gordie Murphy, Fishoholic, US advertiser, clients to benefit from high-traffic days.
However, at the end of the month, they'll
never spend more than the daily budget
they've set, multiplied by the number of
days in that month.

e  Pro tip: Choose a budget that's high
enough to help keep your clients’ ads
serving throughout the day. For many
advertisers, $/€10 will work—but you
should always choose one your clients are
able to pay.
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Budget: structures and benefits (cont.)
. Lifetime budgets: Sponsored Brands

. Lifetime budget is the total amount that
your clients are willing to spend on one
campaign for as long as it runs. Once
your clients’ campaigns have reached the
lifetime budget, they will stop running
ads. Budgets are spent as quickly as
possible and your clients’ budget won't
be paced throughout the day. This means
that a smaller budget could be spentin a
few minutes if there are a large number
of shoppers interested in your clients’
advertised products.

. Pro tip: This option is available for
Sponsored Brands only, and the
minimum amount your client can set for
a lifetime budget is $/€100. You also
must have an end date for your clients’
campaigns to use this option.

How do you choose?

f'ﬁﬁ Daily budget

¢ \/j lets you take an always-on

X, ¥ approach and reach shoppers
year-round

Lifetime budget
can be a good option for
time-bound events

©2020 | Amazon. Allights reserved

If you're running a Sponsored Brands campaign for

your client and trying to decide which option to use, we
usually recommend daily budget because this allows your
clients to run their campaigns without an end date. By
being ‘always on,’ you're able to reach shoppers any time
they're shopping on Amazon, not just during a defined
period.

But there are times where choosing lifetime budget
might be a better option. For example, if your clients
are advertising something time-bound, like a clearance,
a lifetime budget ensures that their campaigns stop
running ads once they've reached the budget you've set
for it. And during peak periods like holidays, they might
have extra budget to create complementary time-bound
campaigns to your always-on ones.
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Pro tip: You can't switch between a daily budget and a
lifetime budget after you've chosen one for a campaign.
To change your method, you can copy your campaign and
create a new one.

Running out of budget? Amazon sends out-of-budget
email notifications when your clients’' campaigns have
reached, or are reaching, their budget. For daily budgets,
we'll also notify you in the campaign manager. If you
choose to, you can increase your clients’ budgets and the
campaigns can continue to be shown to customers.

Bidding: auctions and features

When shoppers browse Amazon for products, we run a
real-time auction to decide which ads, if any, will appear
and in which order those ads will show on the page.

Ads selected to compete in the auction must meet a
minimum relevance criteria. Ads that compete in the
auction are ranked and displayed to shoppers based on a
combination of the seller’s bid and the ad's relevance to
the shopper’s query.

Sponsored ads are cost per click, so you bid the maximum
amount your clients are willing to pay for a click, but
their cost per click may actually end up being lower than
their bid.

How auctions work
Auctions determine which ads to show to shoppers based on the combination of bid and the ad's relevance

to shopping queries. Ads must meet a minimum relevance criteria.

Auction Ad

m Keywords: camera video 4k
W | Bid:$0.75
Keywords: camera video
2 | Bid: $0.60 Sponsared @
< —

Keywords: camera:
P | Bid: $0.45

Customer query

Cost-per-click:
Approx. $0.61

Auctions determine which ads to show to shoppers based
on the combination of bid and the ad'’s relevance to
shopping queries. Ads must meet a minimum relevance
criteria.
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Bidding: auctions and features (cont.)

Sponsored Products bidding features

»\‘@\ Automatic targeting campaign: Dynamic bids - up and down:

) Set one default bid or different bids for each Amazon will increase or decrease your bid by a
targeting group maximum of 100% when it's more or less
likely to lead to a sale

= Keyword and product targeting
“CF1 campaigns:
Set a different bid for each keyword, product,
and category

Dynamic bids - down only:
Amazon will decrease your bid by a maximum
of 100% when it's less likely to lead to a sale

Fixed bids:
Use these to help you stay competitive for Amazon will not adjust your bid

specific placements

% Placement bid adjustments:
7/

Suggested bids:

Provides an estimate of bids that have
been used by other advertisers for products
like yours

o] L¥o] (o]
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Pro tip: For more control over where your ads appear,
you can use placement bid adjustments. With these,
you can manually add bid adjustments up to 900% to
improve your odd of appearing in top of search (first
page) or product detail page placements.

How to use suggested bid and bid range

Active Targeting Status Default bid Suggested bid cpC ACOS
. Delivering © $0.67
[ =] :23::: emffee Dessls % $ 040 Apply $0.36 12%
o Delivering 030 © $0.80 0.29 o
coffee machine i & Apply. $ 47%
Deliverir
W redcoffemachine  Soerns 47 g4 © $040 |\ $0.21 9%
@D  coffee machine 4 cups Delivering g7 030 © 3090 ooy $0.30 3%

Details

amazonadvertising
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How can you decide what amount to pay for a click? For
Sponsored Products and Sponsored Brands, Amazon
offers suggested bid and bid range, which are calculated
from a group of recent winning bids for ads that are
similar to your clients'.

The suggested bid provides you with an estimate of bids
that have been used by other advertisers for products like
your clients'. The purpose of this range is to help you get
started with advertising. However, if your clients have a
specific objective in mind, we recommend you enter a bid
that will help them meet their strategies and then adjust
it based on their campaign performance.

Also, sometimes there is no suggested bid. This is
because there is not enough information for the system

amazonadvertising
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to establish a range. In this case, we recommend you set
up the bid based on your clients’ goals and needs. You
can start with a more moderate bid, and then check your
clients' bids vs. the cost per click to determine whether
you need to maintain, increase, or decrease the bid.

Sponsored Brands bidding features

3 Seta custom bid adjustment

Related . Enterlist  Upload file
—_— Automatic bidding
2 . Allow Amazon to automatically optimise: Decreaseby | 30 % | for placements other
. ke bodkod ) e for placements acher than 00p ‘ i than top of search
of search increase
Filter by /Broad |~ Phrase | Exact

Suggested bid Automated bidding Custom bid adjustments
Provides an estimate of bids that
have been used by other
advertisers for products like yours

Optimize your bid for placements
below top of search

Increase or decrease your bid by a
certain percentage for placements
below top of search

a@zma(]vel‘tisivvg
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Pro tip: If you prefer, you can opt out of automated
bidding and use custom bid adjustments. With these, you
can increase or decrease your bid by a certain percentage
for placements below top of search.

Sponsored Display
bidding features

ﬂ Dynamic bids - down only:
- Available for campaigns with product
| targeting, and for Audiences when the target
is interest (on-Amazon placements)

views (off-Amazon placements)

Dynamic bids - up and down:
Available for Audiences when the target is
2

©2020 | Amazon. All ights reserved

Pro tip: Amazon will lower your clients’ bids in real time
when their Sponsored Display ads may be less likely to
convert to a sale.
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Portfolios demos

Use budget limits to manage the total spend of multiple
campaigns for a given period.

o No budget limit: allows portfolio campaigns
to continue spending until they've reached
individual campaign budgets

o Periodic monthly budget limit: lets you set a
monthly budget for the portfolio, which will be
restored on the first of each month

o Budget limit by date range: lets you select a
specific date range for your budget limit

Here's a look:

Budget optimization strategies

1 Spending all your budget + Increase budget on that campaign
Seeing conversions + Reallocate budget from low-performing or non-spending campaigns
Spending all your budget + Reduce budget and reallocate to a high-performing campaign

2 e + At the ad group level, pause low-performing targeting methods or add

ot seeing conversions new, better-performing targeting methods

3 Not spending all your budget « Maintain your budget since it's not running out, but watch it closely to
Seeing conversions see if you should increase it
Not spending all your budget

4 pending aty 9 + Reduce budget and reallocate to a high-performing campaign

Not seeing conversions

a@_a}onadvertising
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With ACOS, a campaign using high-converting ASINs, for
example, might have a lower ACOS, so you should set up
a lower ACOS goal for that campaign than you would for
a campaign where you advertise a new product or one
that isn't converting as well.

To optimize your budget and your bids, for that matter,
it's important to know when and how to analyze your
campaigns. The cadence we recommend is to do a review
at least every 2 weeks.

3 scenarios for optimizing your
clients’ budget

Examples for budget optimization

Targeting Status  Budget CPC  Impressions ACOS  Spent

Delivering Scenario 1
SPlAutolAllCatalogue oot $ 30 0.40 900 1% $140 $/€ 10 extra + $/€ 10 from campaign 2
SPIMIKW[Generic Delivering |3T30 060 1000 s2% | sos0  Scenario2

Details g Reduce budget and reallocate
SBistoreslkWlGeneric | DeLve'"S (5] 20 030 550 7%  gsso  Scenariod

Details - Maintain budget
SDIProductiDefense  Delvering 739 060 450 4%  ¢75  Scenariod

Details Reduce budget and reallocate

amazonadvertising
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Scenarios and step-by-step guidance

We're now going to walk through the steps to take to
help optimize your clients’ budgets by looking at a few
common scenarios.

While we go over these, please take into account that
there isn't an exact number of impressions, clicks, sales,
spend or ACOS that determine “good” or “bad.” Results
depend on an advertiser’s goals and the set-up and
targeting chosen for the campaigns.

For example, using niche keywords will result in fewer
conversions than choosing generic keywords, but when
analyzing the niche keywords, you should bear in mind
that a “good” number of impressions will probably be
much lower than impressions for a very generic keyword.
Same with clicks.

amazonadvertising
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Portfolio structure

é
Account

Budget i Portfolio2 (R0
/€100 Portfolio 1 rtfolio $/e200
Noportfolio

Campaign A
Spent: $/€10
Campaign A Campaign B Campaign A Campaign B
Spent: $/€10 Spent: $/€70 Campaign B Spent: $/€50 Spent: $/€100
Spent: $/€20

Reporting

Portfolio1  Portfolio2  No Portfolio
Spent $/€80 $/€150 $/€30
Budget $/€100 $/€200 NA

amazonadvertising
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3 scenarios for optimizing your clients’
budget (cont.)

First scenario

. Your clients are spending all their budget and
seeing conversions, so one solution is to increase
the budget on the campaign to potentially
drive even more sales. If you're hesitant about
increasing your budget or bids for this campaign,
you can also consider reallocating budget from
your clients’ that aren't performing as well or
aren't spending at all.

Second scenario
. Maybe your clients are spending all their budget
and not seeing any conversions. How can you
help change this?

e Reduce their budget for the particular
campaign and reallocate it to a
converting campaign or campaigns.

o Optimize their campaigns at the ad
group level. With this, focus on pausing
targeting methods that aren’t performing
well, or add new targeting methods
that historically perform better for your
clients. To get this information, you
should look at your clients’ Sponsored
Products or Sponsored Brands search
term reports.

. Now, what should you do if you're not spending
your whole budget but seeing conversions? We
recommend maintaining your clients’ budgets
for the time being since they're not running out
yet. But keep a close eye on them to see if they
do start spending their whole budget and should
consider increasing it.

Third scenario

o In the last scenario, your clients are not
spending their whole budget and also not seeing
conversions. For this, we recommend taking one
of the approaches in the second scenario—reduce
their budget and reallocate to a high-performing
campaign or campaigns, so you can help get
more out of them.

» 3 scenarios for optimizing your clients’ bids

amazonadvertising
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3 scenarios for optimizing your clients’ bids

Campaign level

Dynamic bidding scenarios (Sponsored Products)

Targeting Status

Budget  CPC "“"":s“’" A§°

Spent  Campaign bidding strategy

Delivering [oof S Up & domn
SPlAutolAlCatalogue | oot 510 0.40 900 1% $140 7~ To help increase impressions and
sales opportunities

ok Down only
SPIM|KW|Generic everiny 9 s 20 0.60 1000 52%  $280 When you're running a campaign
that hasn't generated results yet

Up & down
To help increase impressions and
sales opportunities

SB]Stores|KW|Generic " 520 030 550 7% $80

Fixed
Use fixed bids when your primary
goal is to increase visibility and
traffic

SD|Product|Defense “fs""g $ 20 0.60 450 42% $75

Lio] LNg] L]

Dynamic bidding for Sponsored Products

With dynamic bidding for Sponsored Products, Amazon
will increase or decrease your clients’ bids in real time, by
up to 100%, when it's more or less likely to lead to a sale.

Up and down: Use this dynamic bidding option for
Sponsored Products campaigns to help increase
impression and sales opportunities. This can be a good
option when your client’s immediate goal is to drive sale
and you can afford to have a higher CPC.

Down only: Use this dynamic bidding option for
Sponsored Products campaigns when you're running a
campaign that hasn't generated results yet, and you are
looking for learnings from initial performance.

Fixed: Use fixed bids when your client’s primary goal is to
increase visibility and traffic.
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Placement bid adjustment scenarios (Sponsored Products)

Top of search: Low impressions / ; ,

1 oo cickithiciigh 5d convérsion Increase bids for this placement

2 Product detail page: Good click- + Increase your bid for this placement to maximize your results
through and conversion

3 Both placements: Good click-

through and conversion * Use placement bid adjustments for both

amazonacvertising
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opportunities.

. Good click-through and conversion on the product
detail page: Increase your clients' bids for this
placement to maximize their results.

. If they have results in both placements, you can
also decide to use placement bid adjustments

Placement bid adjustment scenarios for Sponsored
Products

Understanding top-level recommendations on how to
approach placement level bid optimization for your
clients can help ensure you are maximizing the potential
to deliver on their advertising goals.

Here are three scenarios you might encounter when
assessing placement performance for your clients:

1. Low impressions on top of search (first page), but
comparatively good click-through and conversion

« Optimization: Increase your clients’ bids for this
placement to help increase impressions, clicks,
and sales opportunities.

2. Good click-through and conversion on the
product detail page

« Optimization: Increase your clients’ bids for this
placement to maximize their results.

3. If your client has strong results in both
placements

» Optimization: Use placement bid adjustments for
both.

Putting this all into practice, here are three scenarios we
see and steps we recommend:

« Low impressions on top of search (first page), but
comparatively good click-through and conversion:
Increase your clients' bids for this placement
to help increase impressions, clicks, and sales

amazonadvertising
N

Placement bid adjustment scenario 1: Top of search

Low impressions with good click-through and conversion

Placement Gompsion e PO Cids R Spend O Oues  seles  ACOS

Top of search (first page) Down-only 570 220 38% $5007 $0.23 8 $350 14%
Product pages Down-only o . 3500 300 85% $78 $0.26 6 $206 38%
Rest of search Down-only 18500 410 2.21% $738 $0.18 6 $240 31%

amazonadvertising
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Placement bid adjustment scenario 2: Product detail page

Good click-through and conversion

Placement froilons stment mPressions clds TR Spend  CPC Oders  Sdles  ACOS
srateay

Top of search (first page) Down-only 0 .« 3500 300 85% $78 $0.26 6 $206 38%
Product pages Down-only 150 o 570 220 385% $50.07 $0.23 8 $350 14%
Rest of search Down-only 7,500 410 54% $738 $0.18 6 $240 31%

amazonadvertising
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Placement bid adjustment scenario 3: Both placements

Good click-through and conversion

Campaign Bid rocemiren
feriis ustment I meresions dlids  c1® Spend  CPC Ordes  Sales  ACOS
strategy

Placement

Top of search (first page) Down-only 570 220 386% $50.07 $0.23 8  $350 14%
Product pages Down-only 3500 300 85% $78 $0.26 6  $460 17%
Rest of search Down-only 7,500 410 54% $738 $0.18 6 $240 31%

amazonadvertising
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Placement bid adjustments (Sponsored Products) Placement bid adjustments (Sponsored Products)
- - $/€1.00 bid with
Keyword: 'sports watch’ $/€1.00 bid dynamic bids
Bid: $/€1.00 s topof — o

h adjustment
Top of search adjustment : 50% search adjustment

i . 259
Product pages adjustment : 25% 25% product pages

- - o

amazonadvertising

2020 | Amazon. Allrghtsrserved ©2020 | Amazon, Allightsreserved.

$/€1.25 $/€1.88

amazonadvertising

In addition to setting a bidding strategy, your clients can differentiate their bids and view performance of your ads by
three placement groups: top of search (first page), rest of search, and product pages. If you chose to do this, their bids
will be increased by the specified amounts when their ads compete for opportunities on those placements. Their base
bid will apply to the “rest of search” placement group. You can enter up to a 900% increase to their base bid. Adjust
bids by placement works together with the selected bidding strategy—"dynamic — down only"”, “dynamic — up and
down,” or fixed—to determine the final bid applied.

Automated bidding scenarios for

Automated bidding scenarios (Sponsored Brands) Sponsored Brands
" — With automated bidding, Amazon will automatically
optimize your clients’ bids for placements below top
o * Dectesseyour i forplacaments bl of search. Or, you can set custom bid adjustments to
You want to keep increasing impressions in that placemen t, . . . .
Po matte whit the convrsion results ae increase or decrease their bid by a certain percentage for

placements below top of search.

The below top-of-search placement performs better in terms of + Increase your bid for placements below top
conversions an d ACOS than the top-of-search placement of search

For example, if you set a custom bid adjustment to
decrease your clients’ $/€1 bid by 30% for placements
other than top of search, their bid would become
$/€0.70.

amazonaclvertising
L

©2020 | Amazon. Allights reserved.

If your campaign preforms better on top of search results
or you want to keep increasing impressions in that
placement regardless of conversion results

Optimization: Decrease your bid for placements below
top of search

amazonadvertising Page 8 of 17
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Bids and targeting guide

If the cost per click is equal or close to the bid

If your targeting method... Then...

+ Increase your bid—checking against the suggested bid

Has very low impressions and is converting to understand bid range

Has impressions and is converting well

* Increase your bid to the higher end of the bid range

Has a high ACOS or isn't converting + Maintain the bid or pause the targeting

amazonadvertising

©2020 | Amazon, Al ights reserved.

If the cost per click is lower than the bid

If your targeting method... Then...

Is getting impressions and converting well + Maintain your bid until the CPC increases

+ Consider decreasing the bid lower than the CPC, or

Is getting impressions but not converting well pausing that keyword, ASIN, or category

+ Check for low traffic for that targeting method

Is getting low impressions and converting well Consider maintaining the bid until the CPC increases

+ Check for low relevance of that targeting method.

Is getting low impressions and not converting
well Consider pausing the keyword, ASIN, or category

amazonadvertising

Targeting level

In this situation, it means other advertisers are bidding
similarly as your clients, maybe higher, so they may be
missing out on impressions.

If your clients' targeting method—keyword, category, or
ASIN—is having very low impressions and converting, it's
likely that their bid is low with respect to the benchmark.
Try increasing their bid, checking the suggested bid to
understand the bid range.

If your clients' targeting method is getting impressions
and converting well, again, try increasing their bid,
checking the suggested bid to understand the bid range.
Here, we recommend setting a bid that's close to the
highest end of the range, but never bid more than your
clients want to pay for a click.

If your targeting method isn't converting or has a high
ACOS, it could mean that the targeting isn't relevant for
your clients’ ad. We suggest either maintaining the bid or
pausing the targeting.

If the cost per click is equal or close to the bid

Active Targeting Default bid Suggested bid Impr cpc ACOS
1 @ ASIN11111111 $ 040 © $067 [, 250 $0.36 12%
2 0 asN22222222 $ 050 0 %075 s 4,250 $0.50 9%
3 @D  ASIN 33333333 $ 025 o $080 Apply 750 $0.24 47%

amazonadvertising
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Now, if the CPC is lower than the bid, this means that
other advertisers are bidding lower. It might not be
necessary to increase your clients’ bid if the CPC doesn't
increase, since this might cause bidding inflation.

If your clients' targeting method—keyword, category,
or ASIN—is getting impressions and converting well,
maintain their bid until the CPC increases.

If your clients' targeting method is getting impressions
but not converting well, consider decreasing the bid
lower than the CPC, or pausing that keyword, ASIN, or
category.

If it's getting low impressions and converting well, this
might be due to low traffic for that targeting method.
In this case, consider maintaining the bid until the CPC
increases.

Or, if it's getting low impressions and not converting
well, it could be due to low relevance of that targeting
method. Consider pausing the keyword, ASIN, or
category.

As a note, there's a correlation between impressions and
budget. Take into account that you need to also check

if the budget is being spent entirely at the campaign
level, since this can also be the reason for not having
impressions.
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. . . . . .
If the cost per click is equal or close to the bid Execution strategies and business goals
Define your main objectives
Active Targeting Suggested bid Impr  CPC ACOS Protect ®@'® Cross-sell
Maintain brand equity and increase loyalty @ Diversify promotion across product portfolio
1 @0 capsules coffee maching same % © $067 [, 3,250 $0.36 12% -
o | Expand ....Q) Upsell
2 @D coffee machine o $0. Apply 2,180 $0.29 47% ;-‘ Amplify category presence and expansion Promote buying more or higher price point products
@)  coffee machine © $0.40
30 intelligence system SAME goet & $018 2% ®_O Reach . Promote
i PAUSE © $0.90 o%
a4 Italian coffee machine | | FAUSE | . . Apply 150 $0.22 38% @ Engage more shoppers with your brand Boost deals and coupons
F\fif Launch - Learn
I Support promotion of a new product Test performance of specific products or creative
amazonaclvertising amazonacvertising
©2020 | Amazon. All ights reserved. " ©2020 | Amazon. Al rights reserved. .

For example, you can group campaigns in buckets
based on your clients’ goals and then pick the targeting
methods that can help achieve each goal.

Your guide to optimizing and expanding your clients’
sponsored ads targeting strategy

In this section we'll show you the best way to structure
and optimize your clients’ Sponsored Products and Targeting types based on your strategies
Sponsored Brands campaigns based on performance.

Branded keywords Generic keywords and  Other brands Automatic

and ASINS categories keywords and ASINS targeting
Strategic sponsored ads targeting overview @ e ) 3ap v @ o
First, let’s recap what are the most common execution 5] crosssel (L1l promote (L] promote 171 Launch
strategies when using sponsored ads and the importance e upset
of setting up the right targeting methods. Let's consider ore
your clients’ objectives: {1 taunch

amazonacivertising
«  You may be looking to protect your clients’ brand —

equity and increase loyalty with their existing
customers, or to expand in a different category Here's an example of how you could structure your
or marketplace. clients’ campaigns based on ad solutions, targeting types,

and campaign goals:
»  You may also be looking to amplify your

clients’ reach and have their brand impact more .
customers on Amazon. Campaign structure
Brand X
«  You may be supporting a product launch with all
their advertising' making sure their new product Ad solution [ Sponsored Products Sponsored Brands
is gaining visibility, or trying to cross-sell when | rosecsldememron  Gosstmpowomais
customers see one of their products to give more avosrss | (R | ™ ™ oo b |
visibility to their whole portfolio. T | e
A Lo/ )
. . . . Expand Expand outside your category: use complementary or other Expand ,udlenog:expandyour_reachwith
° Flnally you can be USIng advertISIng to boost y0ur reach categories keywords, or ASINs and categories views and interest targeting
clients’ deals and coupons, so they get traction,
or simply to learn about the performance of S o amazonacivertsing

specific products or creatives.

When creating a campaign, you'll have defined your
clients’ main objective and that can help you choose the
targeting method.

amazonadvertising Page 10 of 17
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How to structure your sponsored ads campaigns

Bids and targeting guide

How to structure your sponsored
ads campaigns

While it's important to align your clients’ targeting

to their strategy, it's also essential to know how to
structure their targeting within the campaigns to help
them achieve the best possible results. A good structure
can help you understand how to allocate budget more
effectively, by testing keywords and products and
prioritizing the best performing ones in a straightforward
manner.

Here's a practical example of how you can implement
that in your clients’ campaigns:

How to: Finally, choose
your targeting

Solution Targeting

* Automatic
Products M 1—Kq d:

Y
* Manual—Products

Brands + Manual—K d
* Manual—Products

amazon

©2020 | Amazon, Allightsreserved.

How to: First identify the right ASIN for your strategy

% & & Bs

Protect Expand Reach

o_0 a ) —

JOK 'EG" @ . e
Cross-sell Promote Learn

U —— »

a@_a}onadvertising
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Consider the case of KitchenSmart, a fictitious brand
using Sponsored Products and Sponsored Brands to drive
sales for its different coffee machines and accessories.

In this first example, they define their goal as the need to
protect their branded terms on Amazon in both shopping
results and on product detail pages:

Then create a holistic approach using Sponsored
Products, Sponsored Brands and Stores:

How to: Then choose a holistic approach

@ Visibility

i=5

=

JAA AR\
Sponsored Sponsored
Products Brands

’ Reach and re-engage

a@_a}onadvertising

Discoverability @
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Example 1: Protect

Goal: Protect branded terms in shopping results and on product detail pages

Ad products Targeting Examples

Sponsored Products  Manual keyword targeting  Keywords: KitchenSmart coffee

Sponsored Brands machine, KitchenSmart espresso
machine, KitchenSmart coffee maker,
KitchenSmart espresso maker

0 1 Use branded terms to
advertise core products

Sponsored Products  Manual product targeting  Products: Complementary

02 Advertise the brand's
complementary ASINs KitchenSmart ASINs

amazonadvertising

Define the targeting tactic you will use to help drive your
clients’ overall strategy. You'll be able to test and learn
using them together or separate until you understand
what works and what doesn’t for your clients' brands.

amazonadvertising
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In this second example, Kitchen Smart is trying to expand
their product reach and attract new customers. To
support their strategy they take a multi-tactic approach:

Example 2: Expand

Goal: Expand business and attract new customers
Ad products Targeting Examples

Leverage high-traffic category ~ Sponsored Products  Manual keyword targeting  Keywords: Coffee maker,
queries Sponsored Brands espresso maker, coffee machine

Manual keyword targeting  Keywords: Coffee maker,

0 2 Direct customers to more Sponsored Brands
brand-centric content in Store espresso maker, coffee machine

03 Filter by category and product  Sponsored Products
details to refine reach Sponsored Brands

Manual product targeting  Products: Home category, S-star

rating, Prime badge

amazonadvertising
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How to structure your sponsored ads campaigns

Bids and targeting guide

In this example, Kitchen Smart wants to be able to reach
more customers and increase awareness about their
products:

In this example, Kitchen Smart is using Sponsored
Products to help promote deals, coupons and vouchers,
or specific products during an event, such as Prime Day:

Example 3: Reach
Goal: Reach customers and increase awareness

Ad products Targeting Examples

Sponsored Products  Manual keyword targeting  Keywords: Other Brand Name
coffee maker, Other Brand Name
espresso maker, Other Brand
Name coffee machine

0 1 Promote best selling ASINs

Products: similar coffee makers
from other brands with similar
features and prices

0 Drive traffic to a specific Store  sponsored Brands Manual product targeting

subpage showcasing ASINs

amazonaclvertising
nas

Example 6: Promote
Goal: Promote deals, coupons and vouchers or key ASINS during specific events

Ad products Targeting Examples

0 1 Launch a deals campaign Sponsored Products  Manual product and keyworkleywords: high performing keywords

1 week before deals go live targeting Products: high performing products
0 2 Build creative that highlights Sponsored Brands Manual product and keywordeywords: high performing keywords
deals and promotions targeting Products: high performing products

dl,?“'“..'. okt

amazonacvertising
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In this example, Kitchen Smart is using Sponsored
Products and Sponsored Brands to support their product
launch strategy:

And finally, in this last example Kitchen Smart is using
Sponsored Brands and Sponsored Products to learn
about their advertising performance:

Example 4: Launch
Goal: Increase visibility and drive qualified traffic for a new product

Ad products Targeting Examples

Keywords: extract high performing
shopping queries

0 1 Use automatic targeting to

gseiat 3 _ Sponsored Products  Automatic targeting
identify targeting opportunities

Use promoted ASIN in the
creative and drive traffic toa

0 2 store subpage highlighting it

Also add complementary
products in the creative

0 3 Adjust bids to capture
prominent placements

Products: launched ASIN and
complementary products that
complement the new ASIN

Sponsored Brands Manual product targeting

Sponsored Products Exact, phrase and broad match
Sponsored Brands types. Negative keyword and
product targeting

amazonacvertising

Example 7: Learn
Goal: Learn, optimize and discover new opportunities
Ad products Targeting

Sponsored Products Automatic targeting

0 1 Learn which keywords and products
work best with their campaigns

Sponsored Products Automatic and manual targeting

0 2 Identify match types that best
Sponsored Brands

support campaign goals

0 3 Test different creative to see what Sponsored Brands Manual targeting

appeals to their customers

amazonadvertising
o

In this example, Kitchen Smart is trying to diversify the
promotion of its portfolio to increase awareness and
sales:

Example 5: Cross-sell
Goal: Diversify promotion and increase sales across product portfolio

Ad products Targeting Examples

0 1 Place ads showing complementary ~ Sponsored Products  Manual product targeting  Products: KitchenSmart ASINs

products to appear on the detail
pages of top-selling KitchenSmart
products

Manual keyword targeting  Keywords: Kitchen Smart coffee
machine, Kitchen Smart
espresso machine, Kitchen
Smart coffee maker, Kitchen
Smart espresso maker

0 2 Advertise the brand's Sponsored Brands.
complementary ASINs

amazonacvertising

amazonadvertising
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How to optimize your clients’ campaigns Bids and targeting guide

How to optimize your clients’ If i/ou('iéigt;)tohdecrea;e your clien:cjs’ advertising cost of
. sales , here's what you can do:
campaigns

Now that you understand more about targeting and

how to structure your clients’ campaigns, let’s have a Scenario 3: High ACOS Y e ——
I'OOk at hOW yOU can alSO Optlmlze those Campalgns‘ It S E « Ensure you are driving traffic from your Sponsored Brands campaigns to your Store
important that prior to analyzing results, you have your Campaign level
clients' goals and strategies in mind to then compare - Usephrase or exact matchtype
. . . 7 « Identify keyword and products with lower ACOS and:

performance, campaign by campaign. Now we will show * Remalilosinons s murnm i
examples of what you can do depending on some specific T el e oo g asedcn e T ez onecnes
results. Remember tO use this as a framework, but al.WayS - Add negative targeting on keywords and products that are not relevant to your brand
measure against your clients’ goals. o T e i e o et

ASIN level ) 55555;3&’2’,‘11”&‘55“’S?iLC?fii, s v, Comider g o paosng AN

. . . that do not .

If you are measuring impressions and, based on your s o s amazonacivertising

clients’ expectations, the results are low, there are a

couple of things you can do:
If you'd like to increase your clients’ return on ad spend

(ROAS), here's what you can do:

.
Scenario 1: ° Impressions = the number of times your ad was displayed ‘
No or low impressions .
Scenario 4: Low ROAS ‘ Q ROAS = total sales divided by total spend
E + Try to increase your budget or reallocate unused budget _ + Swap landing pages for your Store when using Sponsored Brands
=
+ Use dynamic bids up and down for Sponsored Products and bids by placement Campaign level Update your Store to reflect the best of your brand, if needed

Campaign level

+ Identify keywords and products with higher sales and higher conversion rate and:
+ Increase bid on the ones that are relevant for your brand

@) + Use all match types for keyword targeting to increase opportunities @"] « Add them as exact match type
+ Identify keywords and products with higher impressions and increase their Targeting level + Decrease bids on the ones with low sales and lower conversion rates
bids, if relevant + Add negative targeting on keywords and products that are not relevant to your brand
Targeting level * Check search term report and add more relevant keywords and products to

the targeting
* Run an audit on the ASINs advertised, by checking the ASINs tab

= T\ﬁj + Ensure they are relevant to the campaign's goals
amazonacvertising L%
©2020 | Amazon A s e = ASIN level + Check the products detail pages are healthy: they should have good titles, images,
descriptions, number of reviews, and star rating. Consider removing or pausing ASINs
that do not

amazonadvertising
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If you are measuring clicks and the results are low based
on your clients’ expectations, here's what you can do:

Here are the main takeaways from today’s session:

.
Scenario 2: No clicks @ ks~ the numbe oftmes  customer ke your s O vt mrbusines ajcives 04t ssns
Think of how your sponsored ads Run an audit on the ASINs advertised, by
targeting can help your campaigns checking the ASINs tab to ensure they are
achieve goals that will support them relevant to your campaign goals.
+ Use bid multiplier on Sponsored Products placements with the higher CTR strategically.
E « Make sure your Sponsored Brands creatives include your brand logo and
- relevant products, and if not edit your creatives to make those changes 0 2 Create multiple campaigns 0 5 Leverage negative keywords
- . ) . Create as many campaigns as you need Consider adding negative keywords and
Campaign level + A/B test your optimized Sponsored Brands creatives against previous to cover your goals, and organize them products where needed to limit your
versions to understand performance 50 it's easier to track performance. ad's reach.
~ o 3 Use the 3 match types 06 Measure and optimize
@) * Use phrase or exact match type A/B test and use the 3 match types for Optimize campaigns based on metrics
{1") + Identify keyword and products with high CTR and: your key.wgrd targeted campaigns to against your goals, dialing up and‘down
avoid missing opportunities to drive where needed to be more strategic about
* Increase bid on the ones that are relevant for your brand impressions. target and spend.

Targeting level
« Add them as exact match type

amazonadvertising
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amazonacvertising
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How to optimize your clients’ keyword strategy

Bids and targeting guide

How to optimize your clients’
keyword strategy

In this section, we'll first start with the basics, walking
through the different keywords and match types and
the benefits of each. We'll then cover how to structure
your clients’ campaigns according to their unique goals,
keyword bidding strategies, and the types of reports
you can use to optimize, before taking a look at a few
scenarios and the recommended strategies for each.

The basics: keywords and match types

Keyword match types

Broad: A search term may match if it contains
all the keyword terms in any order

Phrase: The search term must contain the
exact phrase or sequence of words

Exact: The search term must exactly match
the keyword or sequence of words in order for
the ad to show, and may also match close
variations of the exact term

Negative: Use negative keywords to exclude
search terms. You can utilize negative phrase
and exact match types.

plural, accent,
match types, as wellas some words Uke prepositions, conjunctions, and articles

Structuring your clients’ campaigns

We recommend grouping your campaigns in buckets
based on your clients’ goals and then picking the
targeting methods that can help your clients achieve
each goal. Here are four examples of how different

targeting methods can support specific business models:

Targeting types based on your strategies

Branded keywords Generic keywords and  Other brands Automatic
and ASINS categories keywords and ASINS targeting

¥ Protect ' Expand Sef, Reach @ Learn
@ &'-] ‘s _
Q_O P ;. w7

(2 Cross-sell IEG' Promote EG' Promote ‘l Launch
@ ©

\eeP Upsell

o—o

{1 Launch

amazonadvertising
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Shopping terms analysis: reports review

The search term report shows the search terms that
resulted in a click, which can help you identify high
performing search terms as well as search terms that
don't meet your clients' goals.

If there are some high-performing search terms in the
report, we would recommend adding them into manual
Sponsored Products campaigns or Sponsored Brands
campaigns using exact match.

If there are some low-performing search terms, we would
recommend adding these as negative keywords, either
phrase match or exact match. Negative phrase match will
prevent your clients’ ads from appearing whenever this
term is used in a given search term.

There are keywords that might be not relevant or
persistent with the advertised products. We recommend
using separate campaigns for different keyword
strategies, such as separating branded search terms
and category keywords. To keep these keywords

from spending budget from this campaign, we would
recommend adding them as negative keywords using
exact match.

Pro tip: In the customer search term column of the
report, you may notice alphanumeric entries such as
“b00ipgvvz4” in addition to more traditional search
terms such as “phone case"”. These alphanumeric entries
correspond to ASINs on which your clients' ads displayed.
You will only see ASIN-related entries listed as customer
search terms for your clients’ automatic-targeted
campaigns.

Sponsored Products: Search term report

| High-performing search terms mmmm) Add to manual campaign with exact match l

Low-performing search terms mmmm) Add as negative keywords, as phrase or exact match |

Inconsistent/irrelevant search terms wmmmmp Move to different campaign |

Campaignname  Targeting  Jeteh  QSOMET | impressions s CTR - @C spend 149 40 qons Gaewy

SPIKW|CoffeeMachine
Capsul

ffe machine 38 7 8% £105 £7.36 £20666 356% 2808 a3%)

24787 450 2% €133 £60000 £54000111.11% 090 19%)

hs 492 2% £029 £140.60£2848.42 494% 2026 6%

coffee maker
Brand Name

9 45 2% €140 £6300 £257.49 24.47% 409 13%

47 158 10% £159 £25063£171354 1463% 684 18%

a@l_onadvertisiﬂg
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How to optimize your clients’ keyword strategy

Bids and targeting guide

Best practices for using Search term reports:

. Download the report at least every 2 weeks. If
your clients just launched the campaign, wait at
least 2 weeks to analyze and perform changes

o Add the search terms that are performing well
or that are relevant for your clients’ products in
exact match.

» ldentify search terms that are not working well
and that are not relevant for your product and
add them as a “negative” keyword in both phrase
and exact match.

. Pause keywords that do not perform well, but
analyze in detailed the search terms to identify
if there are any relevant search terms that can
be added (this happens when your clients have
a keyword that has a total spend that is high
but some search terms that matched with the
keyword performed well).

Keyword analysis: campaign
manager review

1: Match types performance

When match types KEWORD MATCH _ IMPRESSIONS _ CUCKS _ SPEND cpc saes | Acos  Roas
have healthy ACOS photo camera. broad 100 2 6 5030 525000 | 240% a1

and good ROAS, photo camera phrase 50 » s 5032 s3000 | 258% 3875
keep them running

photo camera et 30 20 $7 s03s  $ss000 | 082% 121

When a match type has ~ KEYworo MATCH _IMPRESSIONS _ CUCKS___SPEND cpc saes | acos roas
high ACOS and low
ROAS, we recommend phrase 210 8 $93 sz $75000 | 124% 8

pausing it compaccamera  exact 160 10 $100 s091  $90000 [11m% 9

amazonadvertising

In this situation, it means other advertisers are bidding
similarly as your clients, maybe higher, so they may be
missing out on impressions. If your clients’ targeting
method—keyword, category, or ASIN—is having very
low impressions and converting, it's likely that your bid

is low with respect to the benchmark. Try increasing your
clients’ bids, checking the suggested bid to understand
the bid range.

If the targeting method is getting impressions and
converting well, again, try increasing your clients' bids,
checking the suggested bid to understand the bid range.
Here, we recommend setting a bid that's close to the
highest end of the range, but never bid more than your
clients want to pay for a click.

amazonadvertising
N—

If the targeting method isn't converting or has a high
ACOS, it could mean that the targeting isn't relevant for
your clients’ ads. We suggest either maintaining the bid
or pausing the targeting.

3: Keyword bidding strategy

If the cost per click is equal or close to the bid

+ Optimize your bid based on impressions and conversions

* Check against the suggested bid (if any) to understand the bid range

ve Targeting 1 Default bid Suggested bid Impressions  CPC

ASIN 11111111 © $0.67 [ 250 $0.36

ASIN 22222222 . 0 %075 oy 1250 $0.50

0.80
ASIN 33333333 . o Apply 750 $0.24

Now, if the CPC is lower than the bid, this means that
other advertisers are bidding lower. It might not be
necessary to increase your clients' bids if the CPC doesn't
increase, since this might cause bidding inflation.

. If the targeting method—keyword, category, or
ASIN—is getting impressions and converting well,
maintain the bid until the CPC increases.

. If the targeting method is getting impressions
but not converting well, consider decreasing the
bid lower than the CPC, or pausing that keyword,
ASIN, or category.

. If it's getting low impressions and converting
well, this might be due to low traffic for
that targeting method. In this case, consider
maintaining the bid until the CPC increases.

. Or, if it's getting low impressions and not
converting well, it could be due to low relevance
of that targeting method. Consider pausing the
keyword, ASIN, or category.

As a note, there's a correlation between impressions
and budget. Take into account that you need to check
if the budget is being spent entirely at the campaign
level, since this can also be the reason for not having
impressions.
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Keyword analysis: campaign manager review

Bids and targeting guide

3: Keyword bidding strategy

If the cost per click is lower than the bid

- Maintain your bid until the CPC increases if results are optimal, and check against the suggested bid (if any)

- Consider decreasing the bid lower than the CPC if results are not optimal

+  Take relevancy into account

(] Active  Targeting Default bid Suggested bid Impressions

10 : 0 $067 |, 35250
2 O @O0 coffee machine : 03080 . 218

| @O coffes machine . 0 $0.40
30 intelligence system Apply. 250

4 Italian coffee machine x 0 $0.90 1, 150

Sponsored Products: Targeting report

I High-performing targeting mmmm) Compare bid to cost-per-click (CPC) I

| Targeting with low impressions wmmm) Increase bids to generate more clicks |

Low-performing targeting mmmm) Decrease bid or pause the targeting |

Campaign Name Targeting MatchType Impressions Clicks CTR  CPC  Spend  ACOS  ROAS h“:‘g""‘m

andNameProguct

FrypelGeneric Coffee machine BROAD 24787 450  1.82%  $133  $60000 111.11% 09 | $540.00 1%
Promtamepoduct | Cofeome ™ | BXACT | soss 350 43s%  $083  $29000 64dd 185 | $4s000 | 1%
Pronhameproduct  [SMSRCT™U PHRASE | 32415 42 1%  $029 $14060  49% 2026  $2484 ™
BrandNameProduct Coffee capsule EXACT 1647 158 9.6% $048  $7563 44% 2266  $1713.54 16%
prandNameProduct Coffee machine EXACT 67 T 0.1% $1.05 $7.36 36%  28.08 $221 36%

Let's take a look at the targeting report for Sponsored
Products. Remember that the targeting report can help
you see how your clients' targets are performing over
time, which can help you adjust their bid and expand
their targets. If you identify some high-performing
keywords, we recommend the advertiser review their bids
for these keywords and compare them to the CPC.

If the CPC is close to the bid, we recommend to increase
the bid or adjust according to the suggested bid as we
know that there are potentially more impressions these
keywords can receive.

Pro tip: In case the CPC is lower than the bid and
suggested bid, we suggest to keep it.

If there is a keyword with low impressions, we would
recommend to consider increasing bids on this keyword
to see if it can generate more clicks. In case of a low-
performing keyword by looking at the ACOS, we would
recommend considering to pause the keyword or
decrease the bid.

amazonadvertising
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Sponsored Products: Targeting report

| High-performing targeting mmmm)  Compare bid to cost-per-click (CPC) ]

ITargeting with low impressions mmmmp Increase bids to generate more clicks I

Low-performing targeting mmmm) Decrease bid or pause the targeting |

Campaign Name Targeting MatchType Impressions Clicks CTR  CPC  Spend  ACOS  ROAS m“"'m

| Sl Coffeemachine  BROAD 24787 450  1.82% $133 $60000 [11111%) 09 | $54000 %
| i oo EXACT 8043 35  435% $083  $29000 6444% 155 | $45000 1%
B et Copescsliy PHRASE = 32415 492 15%  $029 $14060 49% 2026  $2484 %
poochimabredict Cotres capshly) EXACT 1647 158 96%  $048  $7563 | 44% 2266  $171354 16%
prenciamaproduct Coffee machine EXACT 67 7 01%  $105  $736  36% 2808  $221 36%

The keyword report for Sponsored Brands shows you
how your clients’ keywords are performing over time,
which can help inform you about when to adjust their
bids and expand their keyword selection. If there is a
high-performing keyword in the report, we recommend
to review the bid and compare it to the CPC. If the CPCis
close to the bid, then we know that there are potentially
more impressions this keyword can receive.

If there is a keyword with low impressions, we would
recommend increasing the bid on this keyword. If the
bid is already high, it may be that the problem is with
relevance or low traffic. Knowing this will help to decide
whether to invest more in this keyword.

If there is a low-performing keyword, which is getting a
lot of impressions, but has a low click-through rate and
a high ACOS, we would recommend to consider pausing
this keyword or decreasing the bid.

Sponsored Brands: Keyword report

High-performing keywords mmm) Compare bid to cost-per-click (CPC)

Keywords with low impressions mmssp Increase bids to generate more clicks

Low-performing keywords mmmp Pause the keyword or decrease bid

140y% 14-Day  14Dsy% 1403y  14-Day% 1403y

Togeing  JAh mpresion Cids  CR GC Spend  ACOS  ROAS Toates s of s TS Sues o s NTS s f U N Orer
© Orders (#) NTB ) NTB ") NTB. Rate.

E'Tm?‘"” oHRASE 2 v osaw  soas  ss39 23 4199 $2263 3 10000% $22633 10000% 30000% 10000%  27.27%
offes machine SROAD 20 % 4% s027 sz 4B 229 $25750 0 0% 000 00% 000%  000% 000
Offe® exacr Rl 3 248% $065 $196  261% 3826 $7499 1 10000% $74.99 10000% 10000% 100.00% 3333

ot WS 66 4% S04 $2661 282% 3550 $944s9 4 S000% $S86E7 6211% 40000% S000% 606N

offee maker |£xACT S 10 % S0s6  $ces 28 3537 $28488 2 Ge6T% $21065 8270% 20000% 66ET% 20009
PGS oo W 3w sos ST 316w MG 1N 9 %000W S0 S 00K 000N 2647%
ofiee o |oacr n s 67%  $119 $ss3s masw  mE sexo7s 8 S000% $45074 7622% 120000% 8571% 17789
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Keyword analysis: campaign manager review

Bids and targeting guide

Let's take a look at a few scenarios and the strategies we
recommend for each:

1. Add more keywords

SCENARIO 1

2. Use the 3 match types

3. Increase the bid

amazonaclvertising
©2020 | Amazon. All rights reserved. o

In the case of low clicks, consider applying these
recommendations:

+  Add more keywords from your category
. Use the 3 match types: broad, phrase, exact

. Review your Search term report to add more
relevant keywords that are performing well

«  A/B test creative on Sponsored Brands

In the case of low impressions, consider applying these
recommendations:

+  Add more keywords
. Use the 3 match types: broad, phrase, exact
. Increase the bid

. Review the recommended bid by the
system, and apply it whenever posible

e  Apply changes to the bid
. Use dynamic bids:
e Dynamic bids up and down: if you want
visibility only when your clients have high

conversion potential

. Fix bids: if you want visibility and are not
focused in conversion only

. Review product detail pages

SCENARIO 4

Create A+ pages

Create a Store and link traffic through
Sponsored Brands campaigns

. Review the keyword and ASIN strategy

amazonadvertising
©2020 | Amazon. Allrights reserved. ~

1. Be mindful of the relevancy of the keyword

SCENARIO 2

2. If you only have broad match, add phrase
and exact as well

3. Review your search term report to add more
relevant keywords that are performing well

amazonadvertising
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In the case of low ROAS, consider applying these
recommendations:

. If your client has no sales or low sales, you
should review their product detail page (images,
descriptions, customer reviews, and star ratings)
to double check why the campaign is getting
impressions and clicks but not converting

o Pro tip: Remember, a strong product
detail page, with helpful information,
multiple high-res product images, and
positive customer reviews, can help turn
an ad click into a conversion

»  Test drive the traffic to a Store to try increasing
ROAS

. Don't forget to adjust your clients’ keyword

strategies to help their add display to relevant
shoppers
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