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3Competing with Amazon on AdWords

Introduction
Amazon just beat out Google as the new starting 
point for online shoppers.

However, ironically, they’re also Google’s biggest 
advertiser—blowing past heavyweights such as eBay, 
Target, and Walmart. 

Many brands and retailers try and fail to beat 
Amazon on AdWords, watching their CPCs skyrocket 
while conversions dip. 

Is Amazon impossible to compete with? Maybe not. 

In this guide, we partnered with the creators of 
SEMrush (a handy SEO and PPC tracking tool) to 
get some insights into some of Amazon’s strategies 
and the counter strategies for retailers and brands 
hoping to get a bigger slice of AdWords revenue.

http://searchengineland.com/survey-amazon-beats-google-starting-point-product-search-252980
http://searchengineland.com/survey-amazon-beats-google-starting-point-product-search-252980
https://www.semrush.com/dashboard/


Amazon Stays Focused 
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Amazon Focuses on  
Profitable Products

Amazon’s very methodical and careful about where they invest their  
time, and PPC Text Ads are no exception. Currently, Amazon seems to be focused 
on promoting electronics and home goods on Google ads (both text & PLAs). 

Of the most popular products in 2016, 26 were electronic or electronic 
accessories ranging from Amazon’s Echo Dot to SIM cards.Some of Amazon’s 
top selling products also happen to be on the list of their top keywords (by 
volume) on SEMrush, such as the Fitbit:

The other category Amazon seems to be focused on is home goods.

However, both of these could easily change. 

http://www.businessinsider.com/most-popular-items-on-amazon-2016-6/#36-tech-armor-360-degree-privacy-screen-protector-15
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Amazon uses a proprietary tool to track the 
products that are performing well on their site, 
and that will likely inform the next segment of 
products they invest in for PPC.

Amazon also bids on branded keywords plus 
variant misspellings, and they receive a pretty 
significant portion (about 15% estimated) of 
traffic via the trademark ads below. 

One thing to keep in mind is that Amazon.
com ads on Google are not always from 
Amazon; they can also be 3P sellers seeking 
to drive traffic to their Amazon listing.

However, when it comes to Google PPC, only 
one ad per domain can show up—meaning only 
one Amazon ad will win the auction.

"If multiple Amazon sellers bid on the same 
term, they’re competing against not only 
Amazon, but potentially other Amazon 
sellers who are attempting to do the  
same thing.”

Lewis Brannon 
Paid Search Manager
CPC Strategy
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Takeaway

If there’s just one thing you take from this section, it’s 
that you shouldn’t throw money at highly competitive 
keywords simply because they fit your niche.

It’s important to keep an eye on what’s actually selling, 
and be willing to shift your priorities towards other 
keywords, even some longer tail keywords that could 
result in a bigger profit and have less competition.

“If you’re trying to compete with Amazon and you’re 
trying to drive traffic to your ecomm site, be really 
smart about competitive monitoring, and look for 
niches that you can exploit within a category that 
they’re not bidding as aggressively on.”

You can do all of the above by using your Auction 
Insights on Google, or a tool such as SEMrush. In order to 
keep up with bid changes, you may need some level of 
automation (more on that later).

Lewis Brannon 
Paid Search Manager
CPC Strategy

Lighting|
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Amazon Bids Differently 
on Desktop vs. Mobile
There are 30 million monthly average users on Amazon’s app, and 
SEMrush reports indicate Amazon is currently ranking for ~53.4K 
keywords on mobile. 

On desktop, Amazon’s ranking for ~2.5 million keywords.

http://www.businessinsider.com/how-amazons-payments-service-could-solve-its-biggest-weakness-against-paypal-2017-2


Mobile Keywords

Desktop Keywords
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Some of Amazon’s top 10 competitors for similar keywords on  
desktop include:

Target.com

Stuccu.com

eBay.com

Compare99.com

Walmart.com

JCpenney.com

Wayfair.com

Cheap-r.com

Homedepot.com

Shop411.com
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However, on mobile, the competition for similar keywords changes. 

Wayfair and Target seem to be emphasizing mobile at the moment, while 
Home Depot doesn’t even make it into the mobile competition:

Target.com

Searchnow.com

Wayfair.com

Stuccu.com

Walmart.com

When.com

Bestbuy.com

Jossandmain.com

eBay.com

Macy’s.com
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NOTE: Not all of these companies listed are Amazon’s direct 
competitors, but they are listed here because they are competing 
for the same keywords.
 
Like many retailers, Amazon may not spend as much or could 
be spending more  on mobile because the conversion rate is 
typically lower than on desktop, but we can only speculate based 
on the estimations SEMrush calculated.

Our experts believe that Amazon likely invests in specific keywords 
and categories on mobile. 

Lewis Brannon, Paid Search Manager at CPC Strategy, explains:

“Amazon is probably willing to spend much more on mobile for 
certain categories and not for others. Certain categories lend 
themselves better to mobile shoppers than others. For instance, 
home goods and home appliances are often higher AOVs and 
shoppers may not convert as well on mobile for those.”

Lewis Brannon 
Paid Search Manager
CPC Strategy
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Takeaway

Google is emphasizing mobile more every day with new 
ad features, and more and more people are actually 
completing purchases on mobile, so don’t just decrease 
mobile bids across the board because they’re not 
showing up as the final purchase destination.

Do some of your products sell better on mobile than 
on desktop? Start putting more money behind those 
keywords. The same goes for keywords that excel on 
desktop over mobile. You should always be bidding on 
the keywords that are most valuable for your business.

Pay closer attention to your attribution funnel and find 
out how your shoppers prefer to browse + buy your 
products. The more targeted you can get with your 
mobile vs. desktop bid strategy on Text Ads, the better 
off you’ll be. 

Add to Cart

http://www.cpcstrategy.com/blog/2016/08/the-new-google-expanded-text-ads/


Amazon Doesn’t  
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Amazon Doesn’t  
Sweat Their Ad Copy
Most of Amazon’s ads emphasizes the following features:

Free 2-day shipping

Customer reviews

Low prices



We pulled some of their top performers below:

1

1

1

1

1

1

2

3

1

1

2

1

Shop our Sporting Goods store  
Free Shipping on Qualified Orders.

Buy Michael Kors Purse at Amazon.  
Free Shipping on Qualified Orders.

Buy Apparel & a lot more at Amazon.  
Free Returns on Eligible Items.

Find Deals on Under Armour in Mens Apparel 
on Amazon.

Read Customer Reviews & Find Best Sellers. 
Free 2-Day Shipping w/Amazon Prime.

Buy Charlotte Russe at Amazon.  
Free Returns on Eligible Items

Read Customer Reviews & Find Best Sellers. 
Free 2-Day Shipping w/Amazon Prime.

Compare Prices on Home goods in  
Home Furniture.

Find Deals on Lord Taylor in Apparel  
on Amazon.

Read Reviews on Office Supplies.  
Compare by Price, Type & Brand.

Big Savings on Alex and Ani bracelets.  
Free 2-Day Shipping w/Amazon Prime.

Find Deals on Leggings Lularoe in  
Womens Clothing on Amazon.

Fit Bit at Amazon.

Michael Kors Purse at Amazon® 
Official Site.

Apparel at Amazon® - Shop Apparel.

Shop Under Armour: Amazon  
Free 2-day Shipping w/ Prime.

Shop Belk on Amazon - Low Prices for Belk -  
amazon.com.

Charlotte Russe at Amazon.

Emoji Pillows Set on Amazon  
Low Priced Emoji Pillows Set.

Shop Home Goods - Amazon - Official Site  
amazon.com.

Shop Lord Taylor: Amazon - Free 2-day  
Shipping w/ Prime.

Office Products at Amazon® - Shop  
Office Products.

Alex and Ani Bracelets - Amazon.com.

Shop Leggings Lularoe: Amazon  
Amazon.com Official Site.

fitbit

michael 
kors

hollister

under 
armour

belk

charlotte 
russe

emoji 
pillows

home goods

lord and 
taylor

office max

alex and ani

lularoe 
leggings

POSITION KEYWORD DESCRIPTION TITLE
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If you search for anything Amazon’s bidding on, you’ll notice the ad 
copy isn’t astounding—but they’re still getting massive visibility and 
click throughs on the SERP.

As Brannon points out, the ad experience from a vanity standpoint 
is poor, but the Amazon domain name is such a powerful draw, they 
don’t need to sweat the copy.

“For Amazon, it’s not a necessity to write good, catchy ads—they 
just have to be straightforward, and they’re likely to be successful” 

Lewis Brannon 
Paid Search Manager
CPC Strategy
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Takeaway

The key to beating Amazon in the text ad copy arena? Don’t 
waste time trying to perfect your text ad copy. 

While copy still influences click through rate to a point, your 
brand’s reputation is far more important--and Amazon has 
worked hard on creating a reputation that’s tough to beat.

Brannon explains:

“You’re never going to have as much budget or brand clout 
as Amazon, so even if your ad looks amazing, utilizes every 
extension, and is very relevant to the search. As long as 
Amazon is there and just barely meeting those minimum 
requirements for a coherent ad, they’re going to win traffic. 
It’s futile to think about beating Amazon or winning against 
them in that sense.”



20Competing with Amazon on AdWords

From what our Google PPC experts can tell, Amazon’s relying on dynamic 
keyword insertion, meaning their ad fields are automatically generated 
from their feed. 

However, we also know Amazon isn’t just setting and forgetting ads or 
completely relying on automation.

A better play is to focus on smart targeting and use a mix of 
automation and manual techniques to ensure your ads get clicks.
 
Start by monitoring impression share on the Auction Insights Report, 
and see when Amazon’s getting more aggressive on those keywords.
 
Then, take a look at SEMrush’s Organic/Advertising Position  
Changes report, where, you can simply type a competitor’s domain 
in the search bar, and see where they’re losing or gaining traction  
in keywords.
 
Some of Amazon’s biggest keyword improvements include storage 
shelves and silk pillowcases:

Finally, focus on a smart geographic, demographic, and day parting 
strategy for your top keywords, because Amazon is not thinking that 
granularly for each category or product
 
It could also be time to  work with an agency to break out your campaigns 
in a more granular way, or just invest in a tool. At CPC Strategy, we 
believe it’s important to invest in both manual and automatic methods to 
stay on top of the SERP.

http://www.cpcstrategy.com/blog/2013/08/reasons-why-to-use-dynamic-keyword-insertion-in-ad-copy/
http://www.cpcstrategy.com/blog/2013/08/reasons-why-to-use-dynamic-keyword-insertion-in-ad-copy/
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Amazon’s Taking it Slow  
With PLAs
A lot of advertisers were worried when it was revealed Amazon was re-
entering Google Shopping.

However, over the last few months, it seems Amazon’s been extremely 
strategic and might even be taking cautious steps, rather than taking 
Google Shopping by storm.

Check out the graphs below to see Amazon’s growing involvement in PLAs 
over the last 6 months:

http://www.cpcstrategy.com/blog/2016/12/how-will-amazon-listing-on-google-plas-impact-advertisers/
http://www.cpcstrategy.com/blog/2016/12/how-will-amazon-listing-on-google-plas-impact-advertisers/


Here are the top keywords Amazon’s gaining visibility for in PLA listings:

Notice the trend continues—Amazon is still investing in tech  
(ex. Kindle Fire) and household goods such as grills. 

23Competing with Amazon on AdWords
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In the case of their own products, they seem to  
be seeking to take over the SERP with both Text  
Ads and PLAs:

The top Google Shopping competitors for Amazon include:

Walmart 

Jet.com

Bedbathandbeyond.com

Wayfair.com

Target.com
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Considering Walmart owns Jet.com, it’s pretty clear the company is working hard 
to gain visibility against some of Amazon’s popular keywords.

Takeaway

According to some sources, PLAs are now more popular for retailers than Text Ads. 

As Google Shopping gains in popularity, it will only become more difficult for 
brands and retailers to rank—particularly against heavyweights such as Amazon.

The key to success will be your ability to compete with granular targeting and 
show up for more long-tail keywords in Shopping, which is possible with CPC’s 
ISO™ strategy. 

You can learn more about  
Google Shopping Best practices in our 2017 guide.

https://camato.io/resources/top-retailers-investing-google-shopping-text-ads/
http://www.cpcstrategy.com/google-shopping-guide-2017-edition/?utm_source=guide
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Overall Takeaways
Amazon’s taken the world by storm, and the world just happens to 
include Google PPC. 

Most retailers and brands simply can’t compete with Amazon’s budget or 
widespread brand trust.

But the good news is, you don’t have to directly compete with Amazon 
to be successful. You just need to work smarter, using a combination of 
automatic and manual processes. 

And hey, if you can’t beat Amazon, it may be time to join them.

If you’re not selling on Amazon, you’re missing out on an opportunity to 
reach millions of shoppers. Think about it this way: You get to leverage 
Amazon’s brand equity and rabid fan base to build your own.

Consider becoming a seller as a 3P or vendor (or both), & leverage 
Amazon’s ad programs to build your brand on Amazon.com.

Just keep an eye on both your Google campaigns and Amazon ad 
campaigns—if you have both running, you should have a plan in 
place for allocating budget to each platform. 
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The more you spend on Amazon ads (Amazon Sponsored Products or 
“ASP” below), the more you may see your Google ads drop, and vice versa.

We pulled some data from one of our own client accounts to better 
illustrate this principle:
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“One of the trends you’ll see over the next 5-6 years will be that 
companies start building their brand within the Amazon space. 
Amazon’s targeting is really granular, and AMG is promising—
brands should think of Amazon less as a competitor, and more as 
an additional channel to reach consumers.” 

Oh, and one last word of advice—don’t try to game the system via 
unethical means, and don’t try to beat Amazon head on.

Amazon has the best engineers and access to customer data that you’ll 
likely never see. Figure out ways you can leverage Amazon to help build 
your brand, and you may end up seeing yourself as one of their top 
competitors list for Google Shopping and Search.

Lewis Brannon 
Paid Search Manager
CPC Strategy



What Now?

We Turn Browsers Into Buyers

CPC Strategy’s Paid Search Evaluation is a complimentary
60-minute analysis and assessment of a retailer's existing
Google AdWords campaign architecture, targeting settings,

product feed, product pages, and profitability metrics.

Schedule Your Complimentary  
Paid Search Evaluation

SCHEDULE MY EVALUATION

http://www.cpcstrategy.com/paid-search-management-retailers/
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