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Alex Swade

About Me

Since 2013: Performance Marketing
Background in Controlling / Finance
Data Analytics Nerd
worked since 2019 on the biggest Amazon brands (KW-Commerce / Thrasio ) with millions $ budgets 
strategic advisor ‘Product’ at myrealprofit.com (Advanced Amazon Analytics Software)
co-founder at Marktzone.io - Webscraper as a Service 
Educator on my YouTube Channel Amazon Ads Raw
Proud Dad of 3
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Ad Group Ad (advertised product) Targeting

1.Single Keyword / Target 1 1 1

2. Multi Keyword / Target 1 1 n

3. Multi Ad 1 n 1

4. Multi Ad & Keyword / Target 1 n n

5. Multi Ad Group & Keyword / Target n 1 n

6. Multi Ad Group, Ad & Keyword / Target n n n
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Control

Complexity

1.Single Keyword / Target

2. Multi Keyword / Target

3. Multi Ad

4. Multi Ad & Keyword / Target

5. Multi Ad Group & Keyword / Target

6. Multi Ad Group, Ad & Keyword / Target



SP - Which Options do I choose

Alexander Swade
powered by

Ad Group Ad (advertised product) Targeting

2. Multi Keyword / Target 1 1 n

If I know already which product I want to advertise, because I chose it for strategic reasons, or do know it has a superior
combination of CTR & CVR over my other products
If I am running on targets with a rather low volume (e.g., less than 1 conversion per day), and I consciously decide to have less
control over a dedicated placement adjustment for each targeting   
If I want to test a group of keywords and don't necessarily want to create campaigns for each  

Fewer campaigns per account
easier to change bids via ad console (manually)
budget control on the advertised product, and I control
which product is shown  

No granular control for any of the placement & bid
adjustments
budgets can restrict the delivery of some targetings

Pro Con
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Ad Group Ad (advertised product) Targeting

3. Multi Ad 1 n 1

If I don't yet know which product I want to advertise or simply want to try out a different product based on a hypothesis (e.g.
better CTR or CVR with a different product) → here I leave it up to Amazon to decide which product to show

Usually only runs temporarily for me and not permanently
Exception: I have very comparable products that perform very similarly and do not require any other strategic differentiation
(e.g. different inventory levels)

Targeted control over bids & adjustments at keyword
level
Testing different products on a target allows better
conclusions to be drawn about their performance

Pro Con

SP - Which Options do I choose

Performance reports can become spongy, without
marketing stream data, there is no placement / search
report/display report combination
Loss of budget control at ASIN level
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Ad Group Ad (advertised product) Targeting

4. Multi Ad & Keyword / Target 1 n n

A combination of the previous two:
Testing of keywords / targets
Keywords / targets with low volume
Products with very similar performance
Unclear which product should be advertised / tested

Quick and easy Testing Setup
Accounts structure stays lean

Reporting gets more blurry
Bid Control becomes dramatically more un-precise

Pro Con

SP - Which Options do I choose
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Ad Group Ad (advertised product) Targeting

5. Multi Ad Group & Keyword / Target n 1 n

I personally dont use this structure at all

Allows separation of targeting options or match tpes at
AdGroup level, e.g. Exact in ad group1 and broad in ad
group 2 or keywords in adg 1 and product targetings in
adg 2
More control over the daily budget (due to the small
number of campaigns compared to the other structures)

No granular bid adjustment via placement / B2B /
audience Possible
No evaluation at campaign level Possible
Hardly any evaluation by placement possible
Manual control more difficult due to complex structure

Pro Con

SP - Which Options do I choose
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Ad Group Ad (advertised product) Targeting

6. Multi Ad Group, Ad & Keyword / Target n n n

I personally dont use this structure at all

Allows separation of targeting options or match tpes at
AdGroup level, e.g. Exact in ad group1 and broad in ad
group 2 or keywords in adg 1 and product targetings in
adg 2
More control over the daily budget (due to the small
number of campaigns compared to the other structures)

No granular bid adjustment via placement / B2B /
audience Possible
No evaluation at campaign level Possible
Hardly any evaluation by placement possible
Manual control more difficult due to complex structure
No control over the advertised products

Pro Con

SP - Which Options do I choose



SP - Campaign Structure Options
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Kampagne

Ad Group

Anzeige

Keyword / Target Where do i want to show my product and to which base bid

Which product do I want to show

No control Option. Just a Structure Option

Entity Control Function

Daily Budget, Bidding Settings, Placements Adjustments,
Audience Adjustments, Budget- or Bidding Rules, Off
Amazon Settings



SP - Campaign Settings
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SP - Pre Built - Audience
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Increase Bids for Pre-Built Audiences from Amazon (1%-900%)



SP - AMC Audience
Create your own audiences in the AMC. 

They can be created for the use in DSP or in Sponsored
Ads, and the most important part: Each audience can be
utilized as a base audience for look-a-like audiences,
which also can be used in Sponsored Product Ads
campaigns for bid adjustments.

Relevant LaL’s:
Most Similar Brand Purchaser 30 Days
Most Similar Bought >2 times Past 365 Days
Most Similar AOV > XX$ and bought > 2 times past 365 Days
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SP - Bid Adjustments

Base Bid Top of Search Rest of Search Product PageOff AmazonAMC Amazon Built Amazon B2B Final BidFixed Bids Down OnlyUp and Down

Fixed Bids 
Amazon will not dynamically adjust your bid based
on the likelihood of a conversion.

Dynamic Bids – Up and Down 
Amazon will raise your bid by up to 100% if a click is
more likely to convert and will reduce your bid by up
to 100% if a click is less likely to convert. For
Sponsored Products, Amazon will not increase bids
by more than 100% for Top of Search placements
and by more than 50% for Product Page and Other
placements.

Dynamic Bids – Down Only 
Amazon will reduce your bid by up to 100% if a click
is less likely to convert.

* =Adjustments from 
+0% to +900%

Adjustments from 
+0% to +900%

Adjustments from 
+0% to +900%

Campaign Bidding Strategy
(choose one)

Placement Modifiers
(All can be apllied)

Audience Adjustments
(choose one)

B2B Adjustments
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* * *
Each Adjustment gets multiplied on top of the previous adjustment, their order doesn't matter.
Adjustments can only be 0% or up. There is no option to adjust down outside of the bidding strategy and the base bids 
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Ad Group Ad (advertised product) Targeting

Single Keyword / Target 1 1 1

I mainly use this
75%+ of my campaigns are in this structure
Whenever keywords / targets have enough volume and I am sure I want to advertise them permanently

Beste Kontrolle hinsichtlich der Budgets und Bids
Direkt Auswertung der Performance auf Kampagnen
ebene möglich (trotzdem nicht ideal, weil keine insights in
die Placement performance)
Struktur lässt sich extrem leicht automatisieren und
skalieren ( Du brauchst eine komplett neue Struktur? Gib
mir 30 min Zeit)
Klare Kampagnen Bezeichnung erlaubt insights direkt auf
der Kampagnen Übersicht zu erhalten

Account Struktur wird “aufgebläht”
Manuelle Steuerung via Ad Console wird zeitintensiv
(nutzt Bulk sheets um dieses Thema zum umgehen)

Pro Con

SP - Which Options do I choose



SP - Structure in practice
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ASIN

A current structure from me for a single ASIN (Hero ASIN).
Predominantly single keyword / target campaigns (47 of 58)
Predominantly exact keywords.
Broadly limited to “Root Terms”. See example
additionally CAT & PAT & Auto Campaigns for even more harvesting and for
playout at lower bids
Clear naming structure (see example on the right) vs. unclear naming (left)



Structure Advantages real-life
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Structure creation with bulk sheets 

Minimum 4 lines required for each new campaign.  If necessary, more lines if you want to start directly with adjustments
or do not build 1:1:1 campaigns but e.g. 1:n:n etc

simple template in Google Sheet 
Input sheet with ASINs, SKUs, Portoflio IDs, link with index match and vlookups
Bulk sheet with prefabricated lines that you can simply copy & paste for each keyword 
Time required to create template (< 1 day)
Time required to create campaigns with template (< 10 min)



What you should take away from
today

Structures are based on individual needs and account circumstances
Certain structures can be useful temporarily
The more complex the structure, the less control you have and the more difficult the
evaluation (as a rule)
In my opinion, single keyword / target campaigns are increasingly a must due to the many
new additional settings and bid adjustments. increasingly a must due to the many new
additional settings and bid adjustments
Regularly challenge and, if necessary, dismantle / combine structures
You can build and control many things yourself, but it is time-consuming and you cannot
avoid human error
Automation offers fast, effective and targeted control options for campaign development /
expansion and optimization
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Thanks for joining today!

Q & A


