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methodology
The Tinuiti Amazon Ads Benchmark Report is based on anonymized performance data from Amazon 
programs under Tinuiti management, with annual Amazon ad spend under management totaling over $400 
million. Samples are restricted to those programs that have remained active and maintained a consistent 
strategy over the time periods studied. Unless otherwise noted, all figures are based on same-client growth. 
The trends and figures included are not meant to represent the official performance of Amazon advertising 
or the experiences of every Amazon advertiser.

about tinuiti
Tinuiti is a performance and data-driven digital marketing leader, focused on every aspect of the customer 
journey across the Triopoly of Google, Facebook/Instagram, Amazon, and beyond. With more than $1.5 
billion in ad spend, including $400 million on Amazon, Tinuiti partners with brands such as Etsy, Jet.com, 
Rite Aid, Seventh Generation, The Honest Company, Terminix, Vitamin Shoppe and more.

In The Forrester Wave: Performance Marketing Agencies, Q3 2019, the research firm lauded Tinuiti's ability 
to tie Amazon and marketplace efforts to traditional performance marketing channels. The report also says 
“Tinuiti offers some of the strongest eCommerce ad strategy in the field.” See how Tinuiti can help improve 
your performance marketing strategy, visit us at: tinuiti.com. 

https://tinuiti.com/
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• Sponsored Brands (formerly known as Headline Search Ads) advertisers increased US investment in the 
format 19% year-over-year, driven by 16% click growth. CPC grew only 3% in Q3 after growing 27% and 12% in 
Q1 and Q2, respectively.

• Manual campaigns accounted for 75% of Sponsored Products spend in Q3 2019, up from 71% last year, with 
the remainder attributed to automatic campaigns.

• Product Targeting, rolled out in late 2018, now accounts for 6% of all Sponsored Products manual campaign 
spend for the median advertiser using these targets. These targets provide advertisers with an additional 
lever in refining Sponsored Products traffic and helped to drive up the manual campaign share of Sponsored 
Products spend.

• The median advertiser spent 12% of total Amazon search spend on Sponsored Brands in Q3 2019. 
Sponsored Products continue to account for the lion’s share of search ad investment on Amazon.

• A significant expansion in Sponsored Brands inventory in August 2018 led to a surge in impressions for the 
format, as advertisers garnered more than five times as many Sponsored Brands impressions in July 2019 
as in July 2018.

• New-to-brand conversion and sales metrics were rolled out to Sponsored Brands in January 2019 to report 
on the share of conversions and sales attributed to customers who had not purchased from the brand 
previously. In Q3 2019, 61% of all Sponsored Brands sales were attributed as new-to-brand.

Amazon Demand-Side Platform (DSP)

• Advertisers increased investment in Amazon DSP 30% quarter-over-quarter in Q3, a slight uptick from
the 27% increase observed from Q1 to Q2. Pricing growth accelerated as CPM went up 15% quarter-over-
quarter in Q3 compared to 5% in Q2.

• Advertisers can use the Amazon DSP to target customers not only on Amazon’s owned-and-operated sites,
but also on other sites across the web. In Q3 2019, 32% of Amazon DSP spend went to sites outside of those
controlled by Amazon.

• While purchase-focused campaigns accounted for a majority of Amazon DSP ad spend in Q3 2019,
campaigns targeted at driving increases in brand awareness and consideration accounted for 42% of spend
for the quarter. This marks a significant increase from the 26% observed in Q1.

Over 70% of purchases attributed to Amazon DSP are New-To-Brand customers. This is driving 
advertisers to increase the share of their budget spent on brand awareness and consideration.

Amazon Sponsored Products and Sponsored Brands

Y/Y growth in ad revenue outpaced growth in CPC rates in the US. Revenue generated by 
Sponsored Products has increased by 30% year over year, while average cost per click (CPC) rose 
by 10%. US advertisers increased Sponsored Products spend by 30% year over year, with an 18% 
increase in clicks over that time.  

In countries other than the United States, Sponsored Products spend increased 50% year-over-year 
and Sponsored Brands spend increased 111% year-over-year
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Amazon DSP Advertisers Increase 
Ad Spend 30% Q/Q as CPM 
Growth Accelerates

Advertisers spent 30% more on the Amazon 
demand-side platform (DSP) in Q3 than in Q2, 
a slight uptick from the 27% increase observed 
from Q1 to Q2. CPM growth accelerated, going 
from 5% quarter-over-quarter growth in Q2 to 15% 
in Q3, with impression growth almost keeping 
pace at 13% Q/Q. While in the past advertisers 
had to use Amazon-managed services to access 
the DSP as well as reach a minimum spend 
threshold for eligibility, brands can now partner 
with agencies to access the DSP through the self 
service offering. This option allows advertisers to 
invest as much or as little as they choose in DSP 
advertising, but does require that brands work 
with agencies involved in the program for now. 
Many more advertisers are now accessing the 
Amazon DSP thanks to the self service option. 
Brands have the option of directing DSP ads to 
Amazon pages or to their own websites.

Sites Controlled by Amazon 
Accounted for Nearly 75% of 
Amazon DSP Purchases in Q3

The Amazon DSP allows advertisers to use 
Amazon customer information to target 
audiences not only on amazon.com and sites 
owned by Amazon, such as IMDB, but also 
on websites outside of Amazon’s owned-and-
operated sites. In Q3 2019, the median DSP 
advertiser saw 58% of all DSP ad impressions 
come from Amazon sites, with 68% of spend 
allocated to such sites. The disparity in CPM is 
indicative of the higher value traffic that typically 
comes from Amazon’s owned-and-operated 
sites, which accounted for 73% of all purchases 
attributed to Amazon DSP ads in Q3, a figure 
that includes both view-through conversions and 
click conversions. Advertisers are able to exclude 
DSP ads from appearing on poor-performing 
websites or those that don’t align with the 
advertiser from a brand voice/safety perspective.

Q/Q Amazon DSP Growth

Amazon Owned-and-Operated DSP Share
Median Advertiser in Q3 2019
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Over 70% of Purchases Attributed 
to the Amazon DSP are New-to-
Brand for Advertisers

71% of all purchases attributed to the Amazon 
DSP came from shoppers identified as having 
not previously purchased from the brand, 
as the DSP helps marketers to reach new 
customers both on and off amazon.com. This 
figure includes those purchases attributed 
to both views, in which a customer saw an 
advertiser’s ad but did not click on it before 
making a purchase, as well as click-based 
conversions. 90% of all purchases attributed 
to the Amazon DSP are view-through in nature, 
with the remaining 10% attributed to DSP 
ad clicks that then led to purchases. View-
through conversions are an important part 
of properly valuing the impact that Amazon 
DSP advertising can have in helping brands to 
stay top-of-mind with consumers during the 
purchase cycle.

Advertisers Increasingly Investing 
in Mid/Upper Funnel Strategies 
through the Amazon DSP

Essentially all Amazon DSP advertisers target
at least some of their DSP campaigns based
on lower funnel, purchase-focused goals, and
campaigns with this focus accounted for 58%
of DSP spend in Q3 2019. However, that share
is down from 74% in Q1 2019, as advertisers
are increasingly allocating Amazon DSP budget
to middle funnel consideration campaigns as
well as upper funnel tactics aimed at increasing
brand and product awareness. Funnel
strategies can be hugely seasonal in nature,
with many advertisers focusing Q1 budget
on bottom funnel tactics targeting the robust
retargeting pools created during the holidays.
Brands are turning to Amazon DSP as a way 
to not just capture demand, but as a way to 
help them build their brand and expand their 
customer base.

Amazon DSP Purchase Composition
Median Advertiser in Q3 2019
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US Amazon Sponsored Products 
Ad Spend Grows 30% Year Over 
Year in Q3 2019

Advertiser sales and spend attributed to US 
Amazon Sponsored Products both grew 30% in 

increase in average cost-per-click (CPC). While 
the rate of CPC increases decelerated through 
the end of 2018 and was flat in Q4, quarterly CPC 
rate increases haven’t slipped below 8% in 2019 
as competition continues to heat up, though 
ROAS has remained steady. The biggest update 
to Sponsored Products over the last year was 
the introduction of Product Targeting (formerly 
known as Product Attribute Targeting) in late 
2018, giving advertisers another lever to use in 
targeting manual campaigns besides keyword 
targeting. Sponsored Products ads account for 
the largest spend share and are the most widely 
adopted Amazon ad format.

Amazon US Sponsored Products
Y/Y Growth by Quarter
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source: anonymized Tinuiti advertiser data, 2019

Amazon Sponsored Brands Growth 
Slows in Q3 2019 as CPC Growth 
Flattens Out

Advertiser investment in Sponsored Brands 
increased 19% year-over-year in Q3 2019, driven 
by a 16% increase in clicks and 3% increase in 
CPC. This represents a steep step down from 
the 73%  and 64% spend growth observed in the 

increases in both clicks and CPC down from the 

key advancements for Sponsored Brands in 2019, 
notably adding new-to-brand metrics in January 
to report on the share of conversions and sales 
attributed to customers who hadn’t ordered from 
the brand on Amazon in the previous twelve 
months. In May, Amazon added negative keywords 
(which had long existed for Sponsored Products) 
to weed out poorly-matched queries, though 
there are still no search query reports available 

spend clicks cpc

Amazon US Sponsored Brands
Y/Y Growth by Quarter in 2019
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Amazon Sponsored Products and 
Sponsored Brands Spend Grow 
Faster Outside of US

Amazon Sponsored Products campaigns running 
in countries other than the U.S. saw a 50% 
increase in spend driven by a 39% increase in click 
traffic year over year. Spend more than doubled 
year over year for Sponsored Brands campaigns 
running in countries other than the U.S, with a 47% 
increase in clicks and 48% increase in CPC. Most 
of these campaigns were launched more recently 
than those running in the US and are still in the 
early stages of growth and optimization, at least 
partially explaining the faster spend increases 
of non-US campaigns compared to that of US 
campaigns for both ad formats. The countries 
in the non-US segment include Canada, France, 
Germany, India, Italy, Mexico, Spain, and the UK.

Amazon Non-U.S. Ads
Y/Y Growth in Q3 2019
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Over 60% of All Sponsored Brands 
Sales Come from New-to-Brand 
Customers

In Q3 2019, 61% of all Sponsored Brands sales 
were attributed to new-to-brand customers 
across Tinuiti Amazon advertisers. However, 
there is a wide range in these metrics by brand 
owing to the huge disparity among advertisers 
in terms of size, brand recognition, and how 
long each has sold on Amazon, among other 
variables. This is most clear when comparing 
median new-to-brand metrics to aggregate, 
with median order and sales share each at 72% 
in Q3 2019, as larger, more well-known brands 
typically see lower new-to-brand share than 
smaller, newer brands. These metrics are useful 
in helping to measure the incremental lift that 
Sponsored Brands produce for advertisers in 
reaching new customers and building a brand 
on Amazon, and will hopefully be rolled out to 
Sponsored Products as well in the future.

source: anonymized 
Tinuiti advertiser data, 
2019

Amazon Sponsored Brands New-to-Brand Share
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75% of All Sponsored Products 
Spend Attributed to Manual 
Campaigns in Q3 2019

The median advertiser allocated 75% of Q3 2019 
Sponsored Products spend to manual campaigns, 
through which advertisers specify keywords 
or product attributes in targeting product ads. 
Automatic campaigns, which give Amazon control 
over which queries Sponsored Products might be 
relevant for, accounted for 25% of spend. These 
figures are in line with the share of sales each 
campaign type accounts for, as high volume 
and/or value searches are best targeted in a 
more granular way through manual campaigns. 
Advertisers often start investing in Sponsored 
Products through automatic campaigns and then 
use search query reports to identify keywords 
to target through manual campaigns. Product 
Targeting rolled out in late 2018 and gives 
advertisers the ability to target manual campaigns 
for ads to show up alongside specific products or 
those that share defined attributes.

Amazon Sponsored Products Manual Campaign Share
Median Advertiser
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Product Targeting Becoming a 
More Important Part of Manual 
Campaigns

Just released in late 2018, Product Targeting 
allows advertisers to target Sponsored Products 
to searches and page locations based on when 
specific ASINs, brands, or product categories 
are also shown. Product Targeting can also be 
targeted to those situations featuring products 
that meet specified review star ratings, those 
that are prime eligible/ineligible, or those that 
fall in particular price buckets. For Sponsored 
Products advertisers taking advantage of 
Product Targeting, the median brand spent 6% 
of total manual campaign budget on Product 
Targeting, with the rest attributed to keyword-
targeted campaigns. About 2/3 of Sponsored 
Products advertisers deploying manual 
campaigns currently use Product Targeting to 
some extent, and this helped to drive up the 
share of Sponsored Products spend going to 
manual campaigns year-over-year in Q3.

Product Targeting Manual Campaign Share
Median Product Targeting Advertiser in Q3 2019
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79% of All Conversions Attributed 
to Sponsored Products Occur 
Within 24 Hours of Ad Click

In Q3 2019, 79% of Sponsored Products 
conversions and sales came within 24 hours 
of the ad click they were attributed to, using a 
30-day conversion window for total orders and
sales attributed to ads. Just 6% of conversions
happened more than seven days removed
from the ad click, reflecting the quick path
to purchase of many customers who turn to
Amazon. Same SKU sales and orders, so called
because they reflect sales and orders for the
same product that was clicked on in an ad, see
even higher shares attributed to the first 24
hours after a click, as users become more likely
to order a different product the further removed
from the attributed ad click the purchase occurs.
Advertisers are able to view any attribution
window via the API but are restricted to default
options through the UI.

Top of Search Accounts for 
Nearly Half of All Sponsored 
Products Sales

The Top of Search placement was responsible 
for 30% of all Sponsored Products clicks and 
40% of all spend in Q3 2019. Top of search is the 
most valuable Sponsored Products placement, 
producing more than twice the sales per click of 
each of the other two placements, and is also the 
placement most likely to lead to same SKU sales 
in which the product purchased is the same as 
the product clicked on in the ad. While Sponsored 
Products are most often discussed in the context 
of their presence on the search results page, 
45% of Sponsored Products clicks came from 
product details pages, in which a user has already 
navigated to a specific product on Amazon. 
A quarter of Sponsored Product clicks were 
attributed to other search results placements 
aside from Top of Search.

Amazon Sponsored Products Share by Attribution Window
Q3 2019
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Sponsored Products Share by Placement
Q3 2019
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Amazon Advertisers Allocating 
12% of Total Amazon Search 
Spend to Sponsored Brands

For advertisers active on both ad formats in 
Q3 2019, the median advertiser spent 12% of 
search spend on Sponsored Brands, with the 
remainder attributed to Sponsored Products. 
Advertisers do not need to win the Buy Box in 
order to advertise on Sponsored Brands, unlike 
for Sponsored Products. As such, advertisers 
must be careful about which products they 
choose to include in these ads. However, 
Sponsored Brands Ads can also link back to an 
Amazon Store, which is a great opportunity for 
advertisers to introduce potential customers to 
their brand in general, or to specific segments of 
their catalog depending on what the customer 
might be shopping for.

Sponsored Brands Share of Amazon Search Clicks and Spend
Q3 2019
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Sponsored Brands Impressions 
Up More than 400% Year Over 
Year in July, Thanks to Additional 
Inventory

Amazon expanded the reach of Sponsored 
Brands in August 2018, featuring these units 
in new placements located along the left rail 
and bottom of results on desktop devices and 
within search results in the mobile app. This 
significantly increased the amount of inventory 
advertisers had access to, and impressions for 
the format have soared ever since. However, 
these new placements operate at a lower 
CTR than the traditional Sponsored Brands 
placement prominently featured at the very top 
of search results, such that while click growth 
has been strong for Sponsored Brands, it has 
not followed the same trajectory as impressions 
over the last year.
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