When alliance bri

Campaigns combining Display and
Sponsored products see their ROAS

X

On average, and compared to sponsored products only campaigns

jump by

Pages shine better when
associated together

Search pages
+
Category pages
+
Homepage

Homepage, a performance
driver thanks to its visibility

Category pages X 3
+

HOMEPAGE Conversion Rate

VS Category pages only

Search pages X : 2
+ '

HOMEPAGE Conversion Rate

VS Search pages only

gs performance

Campaigns exposing customers Onsite
and Offsite see their average basket go
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On average, and compared to onsite exposure only

Search pages,
the advertisers favorite page
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Sponsored Products,
the advertisers favorite format

Out of all Retail Media campaigns

integrate
(o) Sponsored
68 I o Product
SO %%

of total budget

On Multi-formats campaigns, combining Display and Sponsored

Sponsored
Product

accounts for

E-retail media drives results at SKU level,
and elevates your brand as a whole.

On average, the
BRAND HALO ROAS
is around 5.7

(grocery sector)

Keyword strategies with Phrase Match

expand a campaign's reach with performance

+28 7/ REACH

compared to exact match

with only a ~0.1 difference in average ROAS

On average, the
BRAND HALO ROAS

is multiplied by two
compared to SKU level

A strong Bidding strategy helps you stay
ahead, as competition averages:

competitors per 8 competitors per
4 Keyword Category

Grocery sector only

(ROASELY[Click Trough Rate
trends by Ad repetition

Performance

With Retail Media,
high repetition
strategies pay.

On longer periods,
increasing repetitions

always increase
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performance.
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Individual repetitions during a 12 weeks period




