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Uncovering Sponsored Products insights 
from 9 leading US Retail Media Networks

Learn how Amazon successfully copied Google’s playbook

Reveal how 9 RMNs leverage Sponsored Products

Discover which brands are leading the game 

#RetailMediaBenchmarks
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Others

US E-commerce Retail Retail Media

Others

#RetailMediaBenchmarks

38%

75%
($34B)

Source: eMarketer, Statista

Amazon’s US Market Share
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Amazon's US rivals are leaving 
$43B ad revenue on the table

#RetailMediaBenchmarks

Source: eMarketer, Statista, Crealytics data
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How can Amazon be so dominant?
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75%

5%

16%

4%

Net revenue (ex TAC)

Off-site Display DSP
On-site Display DSP

On-site Sponsored Products
On-site Sponsored Display

#RetailMediaBenchmarks

Sponsored Products account for 75% of Amazon’s ad revenues
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How can Amazon make 
$26B with Sponsored 
Products in the US only?

#RetailMediaBenchmarks
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Amazon copied 
Google’s playbook

#RetailMediaBenchmarks
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2003 2024

Paid AdsOrganic vs.

#RetailMediaBenchmarks
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855%

-58%

344%

Google’s last 10 
years in numbers.

Paid Clicks CPC Ad Revenue

Almost 10x more paid clicks

Led to a deflation of CPCs

Drove exponential growth

#RetailMediaBenchmarks



12

Relevancy and ad inventory 
determine the success of 
Sponsored Products.

#RetailMediaBenchmarks
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Sponsored
Products
Benchmarks
Review

1.  Explain methodology and terminology

2.  Explore trends

• How prevalent are in-grid sponsored products with leading 
retail media networks (RMNs)?

• How do RMNs fill their ad inventory? 

• How do RMNs use technology to drive performance?

• Which categories are most competitive?

• With whom are brands investing? 

#RetailMediaBenchmarks



14

Our research covers Sponsored Products for 9 leading US Retail Media 
Networks (RMNs).

Stats

2500 Keywords
Grocery
Beauty
Fashion
Electronics
Office
Furniture

+3500 Brands
Desktop search analysis Q3/2023 – Q1/2024,
covering the following ad units:

• In-grid sponsored products
• Sponsored carousels
• Sponsored brand carousel
• Sponsored video ads

US Retail Media Networks

3

#RetailMediaBenchmarks
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We cover all major Sponsored Product ad units. 

Ad Units

#RetailMediaBenchmarks

B

C

A

In-GridBrand Carousel or Product Carousel

A

Video

C

B



16

How prevalent are 
sponsored 
products with 
leading RMNs?

#RetailMediaBenchmarks
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99

71

69

65

61

44

44

42

Walmart

Amazon

HomeDepot

Kroger

Target

Macys

BestBuy

Lowes

Albertsons

99 8

11

5

4

4

5

2

3

5

23

18

24

19

9
Average in-grid

Average carousel

Average other (eg. video)

Average ad fill countSearches with sponsored ads %

#RetailMediaBenchmarks

Source: Crealytics Q1 2024 Sponsored Products Benchmarks Report (data collected Q4 2023-Q1 2024)

Amazon and Walmart show sponsored ads on almost
every page, while others aren‘t yet maximizing coverage.
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In-grid search ads are universal; carousels are also popular.
Amazon and Walmart have the most advanced inventory.

In-Grid Product Carousel Brand Carousel Video

ü

ü ü ü ü

ü ü

ü ü

ü

ü

ü ü

ü

ü ü ü ü

Source: Crealytics Q1 2024 Sponsored Products Benchmarks Report (data collected Q4 2023-Q1 2024)

#RetailMediaBenchmarks



19

Amazon and Walmart prioritize sponsored products and it’s paying off.

Up to 6 lines of text

They show sponsored products in almost every search 
term while others miss out on 30-50% of searches.

Many retailers now use sponsored product carousels, 
but Amazon and Walmart also lead the way with 
advanced inventory like brand carousels and video ads.

Amazon maximizes in-grid real estate. On 
average, Amazon shows 10 sponsored ads in-
grid, Walmart 8, while other retailers average 4.

Amazon and Walmart lead the way in coverage.

They’ve massively increased ad supply.

In-grid is the most crucial placement type.

#RetailMediaBenchmarks
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Location,
Location,
Location:

How do RMNs fill
their ad inventory?

What does this tell us
about ad relevancy?

#RetailMediaBenchmarks
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Text 3Retailer With
bottom-of-page ads

Without
bottom-of-page ads

99% 96%

99% 99%

71% 64%

62% 42%

#RetailMediaBenchmarks

Source: Crealytics Q1 2024 Sponsored Products Benchmarks Report (data collected Q4 2023-Q1 2024)

Visibility over relevancy? Ad placement strategies vary 
by retailer – but bottom-of-page tends to be less relevant.

Location of sponsored ads (% of ads seen)

Text 3

Ad coverage with vs. without bottom-of-page carousels

Top of Page In-grid Bottom of Page
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An 'apples' search on Walmart shows more relevant 
ads in-grid, and less relevant bottom-of-page.

99% Sponsored Product Grocery coverage 
with bottom-of-page ads

apples

#RetailMediaBenchmarks

Source: Crealytics Q1 2024 Sponsored Products Benchmarks Report (data collected Q4 2023-Q1 2024)
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An 'apples' search on Walmart shows more relevant 
ads in-grid, and less relevant bottom-of-page.

99%

83%

Sponsored Product Grocery coverage 
with bottom-of-page ads

Sponsored Product Grocery coverage 
without bottom-of-page ads

apples

Source: Crealytics Q1 2024 Sponsored Products Benchmarks Report (data collected Q4 2023-Q1 2024)

#RetailMediaBenchmarks
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In-grid is where high relevancy counts the most.

Up to 6 lines of text

Retailers like Macys, Home Depot and even Walmart 
use a bottom-of-page carousel to increase coverage 
with related, but less directly relevant products.

#RetailMediaBenchmarks

Many also supplement in-grid with top- and 
bottom-of-page ad units to drive visibility for 
brands somewhat less relevant to the search.

RMNs treat in-grid placements as the most 
valuable real estate—where relevant ads yield 
the highest returns.
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How are RMNs 
using technology 
to drive ad 
performance?

#RetailMediaBenchmarks
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Retailer strategies vary in-grid, between classic fixed
placements and dynamic placement decisioning.

Flexible

Fixed

What percentage of SP show up in
these positions across retailer websites?

#RetailMediaBenchmarks Source: Crealytics Q1 2024 Sponsored Products Benchmarks Report (data collected Q4 2023-Q1 2024) Snapshot from Week of 1-Jan-2024

Organic Products
Sponsored Products

Flexible Fixed
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How effectively do RMNs cover long-tail searches?
How well does the technology perform and where are the opportunities?
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% Searches covered

#RetailMediaBenchmarks Source: Crealytics Q1 2024 Sponsored Products Benchmarks Report (data collected Q4 2023-Q1 2024)

1 
Eg. Apples

3
Eg. Red delicious

apples

2
Eg. Red apples

4
Eg. Local red

delicious apples

Word count



28

Leaders handle search complexity and ad placement with a more
sophisticated approach.

Up to 6 lines of text

Most RMNs still place in-grid ads in fixed tiles, 
indicating separate ad and organic decisioning.

Some RMNs struggle to serve ads against 
longer search queries – indicating a reliance 
on manual search term targeting.

Several leading RMNs place ads dynamically 
across the grid - organic relevancy decision 
criteria has some influence on ad placement.

#RetailMediaBenchmarks
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Which categories 
are the most  
competitive?

#RetailMediaBenchmarks
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Grocery is the most competitive category with highest
coverage, while others aren‘t yet as developed.

Groceries

Beauty

Fashion

Electronics

Office Supplies

Furniture

74%

64%

58%

55%

54%

52%

Snacks & Sweets

Dairy, Cheese & Eggs

Household

Vitamins & Supplements

Pantry Staples

Beverages

Breads & Bakery

Meat & Seafood

Fresh Produce

93%

88%

85%

83%

80%

70%

62%

56%

54%

Sub-categories in grocery% of user searches have SPA

% Searches covered % Searches covered

#RetailMediaBenchmarks Source: Crealytics Q1 2024 Sponsored Products Benchmarks Report (data collected Q4 2023-Q1 2024)
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Category competition amps up from Black Friday until Christmas.

Fragrance

Home Decor

Tops

Accessories

Vitamins &
Supplements

Suits

Makeup

Bottoms

Footwear

12.7%

10.8%

10.5%

10.0%

9.6%

9.6%

8.3%

7.7%

8.3%

% Increase in Ad Coverage (Nov - Dec)-Sponsored Search Coverage

#RetailMediaBenchmarks Source: Crealytics Q1 2024 Sponsored Products Benchmarks Report (data collected Q4 2023-Q1 2024)

October November December January

52%

54%

56%

58%

60%

62%

64%

50%
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Brand Activation: CeraVe became the biggest skincare
advertiser right after their Super Bowl ad.
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CeraVe gains market share vs CliniqueCeraVe: number of searches showing SPA 
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Searches CERAVE
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Share of SPA ad results
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Super Bowl Sunday

#RetailMediaBenchmarks Source: Crealytics Q1 2024 Sponsored Products Benchmarks Report (data collected Q4 2023-Q1 2024)

Date 
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Some categories see consistent competition, others get spicier seasonally.

Up to 6 lines of text

At present, seasonality affects 
competition in some categories.

Grocery is the most competitive category which 
sees the highest coverage of search terms.

Competition between brands increases with 
big cultural events, like the Super Bowl.

#RetailMediaBenchmarks
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With whom are 
brands investing? 

#RetailMediaBenchmarks
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Amazon and Walmart continue to dominate,
attracting budgets from the long-tail of brands.

524

324

182

98

52

47

32

Amazon

Walmart

Target

BestBuy

Kroger

Macys

Albertsons

Beauty BrandsGrocery Brands

#RetailMediaBenchmarks Source: Crealytics Q1 2024 Sponsored Products Benchmarks Report (data collected Q4 2023-Q1 2024)

847

474

290

282

263

Amazon

Walmart

Kroger

Albertsons

Target
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L‘Oreal brands dominate in Beauty – with many consumer brands favoring
Walmart.

By Retailer

LOREAL
GARNIER
CLAIROL

SCHWARZKOPF
NYX

MAYBELLINE
DOVE

COLGATE
PHILIPS

GILLETTE
REVLON
CERAVE

CLINIQUE
CREST

HEAD AND SHOULDERS

6.552
3.557

3.064
2.723

2.637
2.571

2.346
2.037

1.907
1.895

1.679
1.672

1.560
1.424
1.374

Active ads in Beauty

#RetailMediaBenchmarks Source: Crealytics Q1 2024 Sponsored Products Benchmarks Report (data collected Q4 2023-Q1 2024)
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Grocery highlights an unusual trend for retailers to use
sponsored slots to feature their own private-label brands.

943

BENS ORIGINAL
MCCORMICK

KROGER
365 BY WHOLEFOODS

PLANTERS
NATURE MADE

AMAZON
STARBUCKS

QUAKER
KRAFT

NESTLE
SARGENTO

BUSHS
BLUE DIAMOND

OSCAR MAYER

2.720
1.654

1.172
1.023

939
935
911
906
905

842
765
764

1.555
1.421

Active ads in Grocery By Retailer

Own brand
Own brand

#RetailMediaBenchmarks

Own brand
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Amazon and Kroger both use Sponsored Products
for their private-labels.

Amazon often replace 
top sponsored 
positions with a 
featured product from 
Amazon brands. 
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Amazon and Kroger both use Sponsored Products
for their private-label brands.

#RetailMediaBenchmarks

Scallops

Kroger also sponsors its own 
products top-of-page.
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Big and small brands are attracted to work with leading RMNs.

Up to 6 lines of text

L’Oreal is as dominant on the brand side
as Amazon is on the retailer side.

Amazon and Kroger leverage sponsored products to 
drives sales for high-margin private label products. 

Amazon and Walmart are far ahead of competitors when it
comes to attracting budgets from the long-tail of brands.

#RetailMediaBenchmarks
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How much money are 
you leaving on the table?

Let‘s talk.

Low ad relevance and limited inventory are holding many RMNs
back from maximizing their sponsored product revenue opportunity.

#RetailMediaBenchmarks



42

Low ad relevance and limited inventory are holding many RMNs
back from maximizing their sponsored product revenue opportunity.

Learn more 
about our Retail 
Media SSP at 
crealytics.com

Any questions? Reach out at 
marketing@crealytics.com

#RetailMediaBenchmarks

mailto:marketing@crealytics.com
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Q&A
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