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Since the onset of the pandemic, the retail industry 
has been characterized by instability and uncertainty; 
and 2021 turned out to be a whirlwind affair. Just 
as we emerged from Covid’s shadow, supply chain 
issues intensified, plaguing the second half of the 
year and concerning brands and customers alike. 
This presented an opportunity for operationally 
sound brands: approximately 65% of consumers 
purchased from a different brand than their usual 
choice due to product unavailability.1 Holiday 
shopping bled into the Fall, Prime Day returned to 
June,2 and retail media networks spawned overnight 
in response to a cookie-less future. Yet it was Amazon 
and e-Marketplaces that continued to dominate by 
providing a critical path to consumers as well as the 
1st party data to laser target audiences. There is no 
doubt we are adapting to new ways of life, both in 
changed consumer habits and behaviors, but also 
new rules for businesses to navigate. 

More than ever, brands need a strong and continuous 
presence on the discovery and transaction engines 
where consumers proliferate – e-marketplaces – but 
they are also increasingly competitive and the costs 
of discovery are escalating. While the script for 2022 
is still being written, we know that the future success 
of brands on Amazon and across e-marketplaces will 
require a nimble and diversified strategy.

State of E-Commerce Marketplaces

1 Netstock, 2021
2 McKinsey, 2021

In its fourth annual installation, “Brands, Amazon, 
and the Changing Landscape of E-Marketplaces,” 
documents more than 1,000 U.S. brands — from direct-
to-consumer to Fortune 1000 companies — and 
their unique relationships with e-marketplaces and 
Amazon, including a deep dive into their advertising 
and media strategies, plans for expansion, the 
supply chain’s impact on their businesses, as well 
as specific areas of challenges and opportunities.

No matter who you are — a brand, a retailer, a private 
label seller, or any other entity — this report sheds 
light on the strategies and opportunities you can 
leverage to navigate today’s disruptive, marketplace-
driven retail ecosystem. We hope the insights prove 
helpful in your efforts to reach new audiences, 
control your marketplace presence, and grow your 
sales and profit.

Dani Nadel

President and Chief Operating Officer, 
Feedvisor

This survey was commissioned by Feedvisor and conducted by Zogby Analytics, 
a nationally and internationally respected opinion research firm, on behalf of 
Feedvisor. It was distributed online from Jan. 24, 2022, to March 4, 2022, among 
a national sample of 1,000+ retail business decision-makers. Results from the 
full survey are based on a confidence interval of 95% and have a margin of error 
of plus or minus 3.1 percentage points. All numbers have been rounded to the 
nearest percent.

https://blog.netstock.co/netstock-survey-consumers-who-experience-stock-outs-believe-this-trend-will-continue-into-2022
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/us-holiday-shopping-2021-strong-demand-meets-big-challenges
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Digitally Native

17%

Private Label

29%

Retail Brand

62%

21% — $10M-$50M

18% — $501M-$1B

13% — $51M-$100M

31% — $1B+

17% — $101M-$500M

National or Global Brand

44%

Clothing, Shoes & Jewelry
42%

Electronics
39%

Grocery & Gourmet Food
34%

Beauty & Personal Care
36%

Home & Kitchen
35%

Health, Household, 
& Baby Care

32%

TODAY’S BRANDS ARE:

TOP 6 RETAIL CATEGORIES

ANNUAL SALES VOLUME

BRAND TYPE

Less than 5 years

4%

5 to 10 years  

19%

11 to 15 years 

17%

More than 15 years

60%

BRAND AGE
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E-Marketplaces 
Become a Lifeline 
for Brands
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Living in a Marketplace World

Since 2020, ten years of projected e-commerce 
adoption has been condensed into two years. 
Online sales as a whole now account for 13.2% of 
total retail sales.1 A majority of those sales, twenty-
five cents of every dollar, in fact, goes to Amazon.2 
As a marketplace trailblazer, Amazon is credited for 
setting the stage for other online platforms today, 
and while Amazon remains a key player, many brands 
are focusing on diversifying their channel strategy, 
signaling the end of the single marketplace brand 
era. 

42% 
of brands see marketplaces as the 
greatest e-commerce opportunity

1 U.S. Census Bureau, 2021
2 Marketplace Pulse, 2021

Top Channels Brands Currently Sell On

Channel Diversification is Now a Must 

In today’s retail ecosystem, the threat of low inventory 
and out of stocks remains prevalent as supply chain 
challenges continue. Channel diversification is now 
critical for survival, with brands currently on at least 
one marketplace other than their own online store 
and a majority selling on the trio of Amazon (45%), 
Walmart (25%), and Google (21%). Visibility and brand 
recognition play a large part in brands’ marketplace 
choices, and with recent updates in advertising and 
search capabilities to Amazon, Walmart, and Google, 
it is not hard to see why a majority of brands choose 
one of the three. 

Other top channels brands are currently selling on 
include their own website (46%), their own brick 
and mortar store (31%), and invite-only marketplace, 
Target (18%). eBay’s popularity has dropped 
significantly as only 15% of brands choose to sell 
there compared to 30% in 2021.

Walmart.com

Google Shopping

25%

25%

My own website

My own brick-and-mortar store

43%

31%

Amazon45%

*Respondents could select all that apply.

https://www.census.gov/retail/mrts/www/data/pdf/ec_current.pdf
https://www.marketplacepulse.com/articles/amazon-marketplace-is-25-of-us-e-commerce
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LIVING IN A MARKETPLACE WORLD

The Rise of Social Media and Mobile 
Commerce as Channel Opportunities

In addition to marketplaces, brands view social 
media (46%) and mobile apps (43%) as e-commerce 
channel opportunities. Brands recognize that 
consumers are consistently relying on social 
media and mobile/apps as convenient purchasing 
avenues for a multitude of reasons - they are already 
searching there, saved payment information, and 
have easy access to reviews, to name a few.  

In the case of social media, consumers’ preference 
and reliance on social media channels in their 
everyday lives has urged brands to evolve their 
social channels from advertising and promotion 
only, to part of the shopping experience. Purchasing 
through social has become that much easier with the 
introduction of «buy buttons» allowing shoppers to 
make purchases without leaving whichever social 
platform they are currently on. 

Likewise, brands have updated or launched mobile 
apps with the consumer in mind making the 
experience easy to navigate, engaging with virtual 
options for trying on clothes or testing items in their 
home, and rewarding by offering app only discounts. 

Other e-commerce opportunities for 2022 
include advertising (36%) and retail media 
networks (30%), which will play a much 
larger role in advertising strategies as the 
death of third-party cookies progresses.   

Brands’ Greatest Source of E-Commerce  
Opportunity

Mobile/app commerce
43%

Advertising
36%

Social media marketing
46%

E-commerce marketplaces
42%

Subscriptions/loyalty programs
36%

*Respondents could select all that apply.
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E-Marketplaces Drive Sales,  
Acquire New Customers, and Raise 
Brand Awareness

LIVING IN A MARKETPLACE WORLD

Brands’ Top Strategies on E-Marketplaces

Identify  
Competitors

32%

Launch New  
Products

36%

Drive Sales

46%

Acquire New 
Customers

45%

Run  
Promotions

37%

Build Brand 
Awareness

45%

Product  
Testing

31%

Product  
Liquidation

31%

*Respondents could select all that apply.

Meanwhile, 44% of brands said they launch new 
products on Amazon. This indicates that brands 
rely more on Amazon for testing new products while 
simultaneously leveraging other e-marketplaces to 
achieve different business objectives, like selling 
surplus or end-of-life products.

46% 
of brands leverage e-marketplaces to 
drive sales

Nearly half of brands (46%) leverage e-marketplaces 
to drive sales, followed by acquiring new customers 
(45% up from 38% last year) and building brand 
awareness (45%). This indicates brands are seeing 
the need for diversification to reach as many 
potential customers as possible.

To optimize your end-to-end e-commerce strategy,  
get in touch with us at feedvisor.com/connect

https://feedvisor.com/connect?utm_medium=referral&utm_source=brand-survey-22&utm_content=nocontent&utm_campaign=brand-survey-22
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Walmart Regains Momentum with 25% 
of Brands Selling Here  

Walmart’s marketplace nearly doubled in size in 
2021, reaching 130,000 third-party sellers and 
averaging 5,000 new sellers a month.1 

Part of this growth is Walmart’s focus on its 
advertising arm, Walmart Connect. Formerly known 
as Walmart Media Group, Walmart rebranded in 
early 2021 with a renewed focus on accelerating 
the connection between brands and its 150 million 
weekly customers with the sole goal of becoming 
one of the top ten advertising platforms in the U.S.2 

The company had three main strategic areas of 
focus - growing offerings across Walmart’s digital 
properties, introducing in-store experiences, and 
expanding offsite media opportunities at scale. 
They also debuted new advertising capabilities, 
including their own Demand-Side Platform, in direct 
competition with Amazon.

The investment paid off as brands surveyed said 
they use 34% of their monthly advertising spend on 
Walmart, with nearly half spending more than $60K 
each month and 20% of brands spending over $100K 
advertising a month on the blue behemoth retailer. 
This is up 5% from 2021 and up 11% since 2020.

LIVING IN A MARKETPLACE WORLD

Top 5 Channels Brands Plan to Expand to in 2022

Shopify is Now 50% as Large as 
Amazon Marketplace3 

When asked which channels brands would consider 
expanding to in 2022, 14% said Shopify, up from 10% 
the previous year - a 40% increase in interest.  

Shopify is quickly becoming as popular as Amazon 
with merchants reaching $175 billion combined GMV 
last year. For context, Amazon reached $390 billion, 
making them only two times larger than Shopify. Part 
of Shopify’s ability to scale is brands’ readiness to 
sell directly to consumers, but also the reduced 
native competition.  

Shopify’s app, Shop, is not a marketplace where 
you can search for categories or products and 
find all merchants selling in that category. Instead, 
you search for merchants, where customers can 
“rediscover” products and find new ones - all from 
the same brand. This eliminates the competition 
so prevalent on Amazon, since exposure to new 

merchants is minimal.  

Other channels brands are considering expanding 
to in 2022 include Google Shopping (20%), Walmart 
(15%), and their own website (17%). A majority of 
brands (29%) are content with their current channels.

1 Marketplace Pulse, 2021
2 Walmart, 2021
3 Marketplace Pulse, 2022

Google Shopping My own website Walmart

20% 17%

Amazon

15%
Shopify

14%

15%

https://www.marketplacepulse.com/marketplaces-year-in-review-2021#other
https://corporate.walmart.com/newsroom/2021/01/28/walmart-announces-expanded-vision-and-new-name-for-its-media-business
https://www.marketplacepulse.com/articles/shopify-is-now-50-as-large-as-amazon-marketplace
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LIVING IN A MARKETPLACE WORLD

Challenges Brands Faced in 2021

The greatest challenge for brands was, and will 
remain, supply chain logistics.

Thirty-eight percent of brands say supply chain 
logistics has been their greatest challenge this year, 
as everyone from suppliers, carriers, and retailers 
have been struggling to play catch up since the 
initial shutdowns at the beginning of 2020, where 
nearly all aspects of retail shutdown. 

Meeting customer demand comes in second at 
33%, and 29% say they struggled with shipping and 
fulfillment as challenges this past year. Brands have 
had to work around labor shortages, and a lack of 
shipping containers, in addition to increased online 
shopping in an effort to get their inventory and make 
a profit over the past year and a half. These setbacks 
also attributed to brands finding it challenging to 
acquire new customers (27%) and building and 
maintaining customer loyalty (24%). 

Despite the supply chain and inventory setbacks, 
64% of brands selling on Amazon saw an increase 
in both sales and revenue, and nearly half (49%) saw 
a sales increase of 11% or more. 

This is attributed in part to new strategies brands 
implemented as ways to mitigate the effects of 
supply chain issues including half of brands (49%) 
implementing Fulfillment by Amazon. Amazon has 
been building its delivery fleet by leveraging its own 
trucks and planes and is now poised to become 
the largest delivery service beating out FedEx and 
USPS.2 

Nearly half of brands (48%) also capitalized on 
Amazon’s advertising arm, implementing new ad 
types and strategies to direct consumers to products 
that were in stock and promote early holiday deals. 
This lessened the holiday-delivery rush and ensured 
shoppers received gifts on time. 

In an effort to attract customers, 43% of brands 
offered free returns, despite the logistics issues. 
Offering free returns is also a matter of convenience 
for customers, and helps tip the scale when deciding 
whether to purchase an item or not. 

Supply 
chain 
logistics

38%

Meeting 
customer 
demand

36%

Shipping and  
fulfillment

31%

Acquiring new 
customers

27%

Building and  
maintaining  
customer 
loyalty

24%

New Strategies Deployed by Brands This Year

Top 5 E-Commerce Challenges

1 Digital Commerce360, 2021
2 CNBC, 2021

64% 
of brands selling on Amazon saw 
increased sales and revenue

https://www.digitalcommerce360.com/article/us-ecommerce-sales/
https://www.cnbc.com/2021/11/29/amazon-on-track-to-be-largest-us-delivery-service-by-2022-exec-says.html
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The Key to  
Success is an  
Amazon Presence
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Amazon as a Growth Engine

Amazon boasts 2.45 billion monthly visits giving 
brands that many chances for consumers to make 
a purchase.1 By selling on Amazon, you are tapping 
into a growing audience all while increasing your 
revenue and expanding your customer base. An 
overwhelming majority of brands see tremendous 
benefits when expanding their brand onto Amazon, 
including controlling their brand’s reputation, 
diversifying their e-commerce strategy, and more. 

1 Statista 2021 
2 Amazon Q4 Results, 2022

Increase sales volume 

Acquiring new customers

Increasing market share

Generating brand awareness

Receive customer feedback  
and leverage Amazon’s credibility

Top 5 Best Parts Of Selling on Amazon

1

2

3

4

5

Nearly half (45%) of brands take advantage of 
Amazon in their current retail strategies.

Many retailers are turning to Amazon as their 
alternative revenue source in an effort to keep 
customers and compete on price while battling 
inflation and rising logistics costs.

Even brands who do not yet sell or advertise on 
Amazon recognize the significance of the ever-
growing channel.

Of the brands not selling on Amazon, 15% 
want to start in 2022, and 31% expect to 
start selling in the next three years, showing 
both an interest in investing in Amazon for 
short-term and long-term strategy. 

Two reasons for this, include the high return on sales 
and revenue. When 47% of brands make over 50% of 
their e-commerce sales through Amazon, it is easy to 
see why many brands stick with the e-marketplace 
leader as part of their strategy.

96% 
of brands say the best part about selling on 
Amazon is the increased sales volume

Amazon also boasts a solid supply chain and 
trailblazing marketing services, as well as its vast 
shopper base - including over 200 million Prime 
members - and unmatched customer analytics that 
helps optimize the customer journey and creates 
incomparable personalization, making the benefits 
almost endless for brands to implement an Amazon 
strategy.2

https://www.statista.com/statistics/271450/monthly-unique-visitors-to-us-retail-websites/#:~:text=As%20of%20June%202021%2C%20Amazon,in%20third%2C%20surpassing%20410%20million.
https://press.aboutamazon.com/news-releases/news-release-details/amazoncom-announces-fourth-quarter-results
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Brands See Boost in Goals with 
Amazon Programs

Savvy brands have figured out how to use Amazon 
to work towards their own business goals, rather 
than against them. One way that brands are learning 
to work with Amazon is experimenting with and 
implementing strategies around their program 
offerings and features. Of the popular programs 
available, 45% of brands use Amazon Brand Registry, 
43% use Amazon “Our Brands” Amazon accelerator 
program, and 42% use Sold by Amazon and Amazon 
Business.

Amazon’s Brand Registry program also ranks high 
on that list, since more than 500,000 brands are 
enrolled internationally in Amazon’s Brand Registry 
program, and over 7,000 small and medium-
sized businesses have successfully submitted 
trademark applications and received early access 
to the program’s brand protection tools.1 The “Our 
Brands” accelerator program is another offer that 
brands favor for preferred placement of products 
on Amazon’s website.

Brands Engaging in First-Party 
Relationships Gains Momentum

The first party relationship model is gaining 
popularity on Amazon for brands. In fact, the gap 
between brands selling as first-party (1p) compared 
to exclusively third-party (3p) is widening, with more 
brands selling as first-party than ever before.  

Brands operating as 1ps grew 11% from last year 
and now account for 33% of brands. This jump in a 
“vendor-relationship” is significant since it shows 
brands care more about the product descriptions, 
promotion opportunities, and advertising on Amazon 
than the pricing, which they have no control over.

Despite the majority of brands (53%) selling both 
first-party and third-party products on Amazon, the 
number of hybrid sellers decreased by 5% compared 
to last year and is expected to continue diminishing 
as more brands move to first-party sellers.

Regardless of the downward trend, third-party 
seller opportunities are still a viable option for many 
brands, with 61% of brands expressing interest in 
this model for 2022 (compared to 80% last year.

THE KEY TO SUCCESS IS AN AMAZON PRESENCE

Top 5 Amazon Programs Brands Participate In 

Amazon  
“Our Brands” 

Amazon  
Brand  

Registry 

Sold by  
Amazon  

Amazon  
Intellectual  

Property  
Accelerator 

Specific  
deals  
and  

promotions

42% 40% 34%38% 32%

 
1  Amazon Brand Registry Report, 2021

Amazon Seller Types

https://brandservices.amazon.com/
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Brands See High Returns During Holidays

Holiday shopping periods, whether during Q4 or 
earlier in the year, are crucial times for retailers 
where they either meet their sales goals or fall 
short. This year was unlike any other as brands had 
to contend with inventory shortages and shipping 
delays threatening to derail their biggest sales 
periods of the year. 

42% 
of brands saw an increase in sales on 
Black Friday

Shopping Events with Sales Increases

3%

1%

Thankfully, the holidays are still the time period 
brands see the highest returns, with retail sales in 
the United States jumping nearly 11% this season 
compared with the holiday period in 2019, the year 
before the pandemic upended the global economy.1 

Brands overwhelmingly saw an increase in sales 
during Q4 with the highest increase occurring on 
Black Friday.

 
1 New York Times 2021

https://www.nytimes.com/2021/12/26/business/holiday-sales-data.html
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THE KEY TO SUCCESS IS AN AMAZON PRESENCE

Brands on Amazon Still See Sales 
and Revenues Increase Despite 
E-commerce Slowdown

While consumer spending slowed in the fourth 
quarter of 2021 with marginal growth rates, Amazon 
remained a powerhouse when it came to holiday 
gift shopping. The e-commerce giant announced 
its record-breaking Black Friday and Cyber Monday 
sales with more than 130,000 third-party sellers 
worldwide surpassing $100,000 in sales on Amazon.1 

Between Black Friday and Christmas, U.S.-based 
third-party sellers sold an average of 11,500 products 
per minute. Amazon net sales increased 9% in the 
fourth quarter, totaling $137.4 billion compared to 
$125.6 billion last year. 

Feedvisor proprietary data corroborates the increase 
in total sales; categories across Amazon  were 34% 
higher when compared to 2020. The data also 
revealed the best day overall for Cyber Five on 
Amazon and Walmart was surprisingly Sunday, the 
day before Cyber Monday, which had an increase 
of 36% in sales compared to 2020. Sunday of Cyber 
Five increased at a rate higher than even Black Friday 
(at a 35% increase in sales) and Cyber Monday and 
Thanksgiving (each at a 34% increase).2

34% 
increase in total sales growth on Amazon for 
Cyber Five when compared to 2020

Top categories for sales during Q4 included: 
Electronics, Home, Garden & Tools, Beauty & Health, 
and Clothing, Shoes, Jewelry & Watches. 

2021 Cyber Five % Sales By Day and  
% Change vs. 2020

Top 5 Cyber Five Sales By Category

12%

24%

16%
18%

29%

34% 35%

28%

36%
34%

0%

10%

20%

30%

40%

Thanksgiving Black Friday BF- Saturday BF- Sunday Cyber Monday

Total Sales % Change vs. 2020

2021 Cyber Five % Sales By Day and % Change  vs. 2020

12%

24%

16%
18%

29%

34% 35%

28%

36%
34%

0%

10%

20%

30%

40%

Thanksgiving Black Friday BF- Saturday BF- Sunday Cyber Monday

Total Sales % Change vs. 2020

2021 Cyber Five % Sales By Day and % Change  vs. 2020

Clothing, Shoes, Jewelry, & Watches4.

Home, Garden, & Tools2.

Beauty & Health3.

Electronics1.

Food & Grocery5.

1 Amazon, 2022 
2 Feedvisor Proprietary Data, 2021 

https://ir.aboutamazon.com/news-release/news-release-details/2022/Amazon.com-Announces-Fourth-Quarter-Results/
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Prime Day’s Return to June Boosted 
Brands Sales

The return of Prime Day to summer has been a 
huge success with total online retail sales in the 
U.S. exceeding $11 billion during Prime Day alone.2 

The significance of this number cannot be truly 
realized until you compare the numbers to the 
biggest shopping day in 2020, Cyber Monday, which 
grossed $10.9 billion. The June Prime Day also beat 
the most recent Cyber Monday ($10.7 billion) in sales 
too, showing how integral the sales event can be for 
brands’ strategies. While it is important to note that 
Prime Day does last 48 hours rather than just one 
day, the numbers are still staggering.

Amazon typically holds Prime Day in July and 
announces the official dates two to three weeks out, 
but since Prime Day was postponed until October 
in 2020 due to the pandemic, brands were not 
expecting an early summer sales event for 2021. The 
last-minute announcement caused some brands to 
lose sales (10%) or see flat sales as they tried to 
pivot campaigns from summer and back-to-school 
promotions (21%) to Prime Day. 

Overall, 63% of brands felt positive about Prime Day 
going back to the summer months and occurring in 
June while only 5% felt negative. At the time of this 
report being published, the Prime Day 2022 date has 
not been announced, but if Prime Day remains in 
June or July, 33% of brands plan to launch summer 
promotions on their own website, while 27% will 
participate in promotions on Amazon, and 25% will 
launch promotions on other e-marketplaces.

Sales and Advertising Increases 
During Prime Day

Prime Day is an opportunity for brands to rake in 
more sales both on and off Amazon, with 48% of 
brands running promotions on their own channels 
to compete with Prime Day. In fact, 35% of brands 
advertise more during Prime Day than other holidays, 
though Black Friday remains the sales winner as 
42% of brands see this as the biggest increase in 
sales, followed by Cyber Monday (21%), Thanksgiving 
(17%), and Prime Day (10%).

THE KEY TO SUCCESS IS AN AMAZON PRESENCE

Brands’ Advertising Strategies

47% 
of brands saw an increase in sales with 
Prime Day returning to the summer months

1 Mastercard, 2021 

2 Adobe Analytics, 2021

https://investor.mastercard.com/investor-news/investor-news-details/2021/Mastercard-SpendingPulse-U.S.-Retail-Sales-Grew-8.5-This-Holiday-Season/default.aspx
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Advertising and 
Media Spend on 
Amazon
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53% of Brands Advertising on Amazon see an 
Average Return of 7x’s or More 

With its low prices, vast selection of goods, 
excellent customer service, and deep 
understanding of its customers, Amazon is a 
haven for both deal seekers and advertisers, 
with 83% of brands now advertising on the 
platform.

For the past ten years, Amazon’s advertising 
business has quietly grown to become one of the 
most sought-after advertising opportunities by 
brands, generating an unprecedented $31.2 billion 
in advertising revenue in the last year.1 This is the 
first time that Amazon has reported its’ advertising 
revenue, and it is already one of the fastest-growing 
parts of Amazon, increasing an impressive 32% year-
over-year. In addition, Amazon is projected to drive 
77.7% of all U.S. retail media digital ad spend this 
year.2 

Amazon’s success is evident not only in a record-
breaking revenue stream but in public opinion with 
58% of brands seeing a great deal of value in Amazon 
Advertising, up 8% from last year.

Channels Generating the Highest Return on 
Media Spend

Brands View Amazon as the Best Place 
to Advertise for Returns

This comes as no surprise since Amazon is more 
than equipped to handle the challenge of reaching 
consumers in relevant places, evidenced by their 
new ad options for advertisers both on and off their 
platform. 

28% 
of brands see the highest media spend 
return from Amazon

1 Amazon, 2022 
2 eMarketer, 2021

Amazon.com28%

Google.com28%

Paid Social25%

Display/programmatic14%

Other digital channels6%

https://press.aboutamazon.com/news-releases/news-release-details/amazoncom-announces-fourth-quarter-results
https://www.emarketer.com/content/amazon-dominates-fast-emerging-retail-media-ad-market
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In fact, brands now invest on average 36% of their 
advertising spend on Amazon each month with 
33% of brands investing $81k+ a month on Amazon 
Advertising. 

Additionally, top bracket spending on Amazon 
Advertising has increased over the past year 
with one in five brands (20%) now spending 
$100K or more compared to last year’s 11%. 

Advertising on Amazon is happening all year-
round, with 43% of brands consistently advertising 
throughout the year.

ADVERTISING AND MEDIA SPEND ON AMAZON

Monthly Advertising Spend on Amazon

$0-20K $21-40K $41-60K $61-80K $81-100K $100K+

2020 2021 2022

Take your Amazon advertising results to the next level with  
the power of Feedvisor360. Learn more at feedvisor.com/platform

http://www.feedvisor.com/platform?utm_medium=referral&utm_source=brand-survey-22&utm_content=nocontent&utm_campaign=brand-survey-22
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Acquiring New Customers is the 
Primary Goal for Advertising on 
Amazon

Acquiring new customers is the most popular goal 
for brands advertising on Amazon (61%), followed by 
driving brand awareness (56%), driving sales (53%), 
and gaining marketing share over competitors (45%).

Brands choose Amazon to acquire new customers 
because of its popularity among consumers. 
Currently, 92% of consumers say they are more 
likely to buy products from Amazon than any other 
e-commerce site while 56% of consumers say they 
visit Amazon daily or at least a few times a week.3 

ADVERTISING AND MEDIA SPEND ON AMAZON

Acquiring new customers

Driving brand awareness

Driving sales 

Gaining market share

Protect brand from conquesting 
and have a full funnel view

Top 5 Goals on Amazon

1

2

3

4

5

Consumers flock to Amazon for three main reasons: 

Vast product assortment with near limitless 
inventory fueled by Amazon’s fulfillment service. 

Optimized checkout with their single-click 
checkout processes and offering subscriptions 
for household products. 

Unmatched membership benefits including 
free expedited shipping, video streaming, music 
streaming, eBook downloads and free trials of 
other Amazon services to name a few. 

Amazon has created a convenient and efficient 
shopping experience that is difficult to match with 
more brands recognizing the power of having an 
Amazon presence.

1 Amazon, 2022 
2 eMarketer, 2021 
3 Feedvisor Proprietary Research, 2021

https://press.aboutamazon.com/news-releases/news-release-details/amazoncom-announces-fourth-quarter-results
https://www.emarketer.com/content/amazon-dominates-fast-emerging-retail-media-ad-market
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The Ever-Expanding Amazon Advertising Arm

Amazon continues to add to its advertising suite 
and has recently introduced video ads to their ever-
expanding lineup. This was a smart move as currently, 
92% of the global population watches digital videos 
weekly.1 Of those videos, 32% are “how-to” or tutorials 
with most fitting into the entertainment bucket.

With video consumption on the rise at a steady pace 
(up 16% in the last year)2 giving ample opportunity 
for visibility, it makes sense that video ads have 
surpassed all other ad types for the first time ever 
with 44% of brands now using Amazon video ads 
as part of their strategies, and nearly half (49%) 
planning on investing in video ads in the future. 
Video ad spend is also slated to account for more 
than half of programmatic display ad spending in 
2022 for the first time in the U.S. with connected TV 
driving this growth.3 

44% 
of brands now use Amazon video ads as 
part of their strategies

Types of Amazon Advertising Brands Use

1 Data Reportal, 2021 
2 Limelight, 2021 
3 eMarketer, 2021

Video Ads44%

Custom advertising solutions41%

Amazon DSP Display Ads40%

Sponsored Products39%

Sponsored Display38%

Sponsored Brands33%

Audio Ads24%

*Respondents could select all that apply.

https://datareportal.com/reports/digital-2021-october-global-statshot
https://www.limelight.com/resources/market-research/state-of-online-video-2020/
https://www.emarketer.com/content/us-advertisers-will-spend-63-billion-on-programmatic-video-2022?ecid=NL1001
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Brands still recognize the pivotal role Amazon DSP 
or demand-side platform ads play in customer 
journeys with 40% using them in their current 
campaigns and 51% planning on investing in DSP in 
the future. Sponsored Products and Display ads are 
no longer the top ads of choice, but 39% of brands 
still use them, and since both are part of Amazon’s 
Custom Advertising Solutions offering, they are 
being used more often than captured here.

Using Amazon’s Custom Advertising service, 
brands can build campaigns that engage 
consumers throughout the entire marketing 
funnel, building brand awareness, consider-
ation, and conversion - whether or not they 
currently sell on Amazon.

Some examples of campaigns include: 

Home page takeovers

Fire TV placements

Customized destination pages 

On-box advertising

Multi-channel campaigns that include 
in-store displays in Amazon stores

What is Amazon’s Custom  
Advertising Solutions?

40% 
of brands use Amazon DSP ads in their 
campaigns

Other advertising options Amazon has expanded in 
the last year and a half include custom advertising 
solutions and enhanced audio ads, both of which 
brands utilized this year with 41% opting for custom 
advertising solutions and 24% using audio ads. 
Custom Advertising Solutions are gaining steam 
with 57% of brands planning to invest in this type of 
advertising moving forward.

ADVERTISING AND MEDIA SPEND ON AMAZON
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44% of Brands Think Sponsored 
Products Ads Drive Greatest Returns

Sponsored Products Ads remain a core element of 
Amazon’s advertising offering and a key driver of 
discoverability and growth on the platform. This is 
due in part to Amazon’s algorithms and immense 
customer data. Sponsored content traditionally 
performs better than non-sponsored since it can 
target customers with specific interests, driving 
exposure and conversions.  

As one of the many advertisement options Amazon 
offers to those who do not currently sell on their 
platform, brands are seeing the value associated 
with Amazon DSP, with 40% saying they seeing the 
greatest returns with this ad type. 

ADVERTISING AND MEDIA SPEND ON AMAZON

Amazon Ad Types Driving Greatest Returns

Amazon DSP Display Ads

Audio Ads

Video Ads

Sponsored Display

Sponsored Products

Sponsored Brands

40%

18%

39%

36%

44%

32%

Optimize your advertising with Feedvisor360  
at feedvisor.com/platform

Custom advertising

39%

http://www.feedvisor.com/platform?utm_medium=referral&utm_source=brand-survey-22&utm_content=nocontent&utm_campaign=brand-survey-22
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ADVERTISING AND MEDIA SPEND ON AMAZON

Mobile Ad Formats Reign Supreme for 
Greatest ROI

When asked which digital formats provide the greatest 
ROI, brands overwhelmingly chose mobile at 68%, 
up 7% from the previous year. Mobile is increasingly 
becoming consumers purchasing channel of choice, 
with retail m-commerce sales hitting $359.32 billion 
in 2021, an increase of 15.2% over 2020.1 By 2025, 
retail m-commerce sales should more than double 
to reach $728.28 billion and account for 44.2% of 
retail e-commerce sales in the U.S.

As such, marketers have upped their investments in 
the digital ad format, and mobile ad spend in 2021 
hit a record $288 billion worldwide, growing 27% year 
over year.2 This trend is expected to continue in the 
year ahead, as 64% of brands said they plan to invest 
more in mobile ad formats in 2022, followed by video 
(48%), desktop (48%), and banner ads (40%). The Digital Format to Watch

Audio ads are emerging as a viable digital 
format with 11% of brands seeing a return 
on investment and 12% of brands planning 
on investing more in this digital format for 
2022. The audio platforms with the most 
listeners are currently Spotify and Pandora, 
with Amazon and Apple catching up. Amazon 
is predicted to surpass Pandora in listeners 
by the end of 2022.3  

DesktopMobile
55%68%

Connected 
TV

28%

Video
45%

Native
21%

Banner
37%

Rich  
media

Audio
22% 22%

Digital Ad Formats With Highest ROI

1 Business Insider, 2021 
2 Statista, 2022 
3 eMarketer 2021

https://www.businessinsider.com/mobile-commerce-shopping-trends-stats
https://www.statista.com/statistics/303817/mobile-internet-advertising-revenue-worldwide/#:~:text=In%202021%2C%20mobile%20advertising%20spending,nearly%20413%20billion%20by%202024.
https://www.emarketer.com/content/us-audio-advertising-forecast-2021
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Amazon Ad Measurement Tools Drive Impact 
and Maximize Performance 

Apple’s John Sculley said “no great marketing 
decisions have ever been made by qualitative 
data”. To measure impact and effectiveness, 
quantitative data or numbers, are the most 
beneficial. 

It would appear brands agree as many use some 
tool for reporting and tracking their advertising 
effectiveness, with at least 37% using Amazon’s 
latest analytics solution, Amazon Marketing Cloud 
(AMC). Launched in October 2021, the AMC is 
a holistic measurement and analytics solution 
currently in beta for eligible advertisers. The goal is 
to help brands gain a greater understanding of how 
their marketing performs across media channels 
such as search, display, video, and audio. 

This innovation could not have come at a better 
time since the elimination of third-party cookies and 
shifts in mobile identifiers will make targeting the 
right audience increasingly difficult with a greater 
need for successful and insightful reporting and 
tracking of campaigns. 

What tools are you using to evaluate your ad 
impact and performance?

Google Analytics

Amazon Ad Consoles

Amazon Marketing Cloud

Facebook Ads Manager

Amazon Attribution

40%

39%

37%

35%

34%

Other Amazon innovations brands think prove 
effective for tracking impact and performance 
include Amazon Ad Console (39%) and Amazon 
Attribution (34%), both quickly scaling incredibly 
close to popular advertising performance tools like 
Google Analytics (40%) and Facebook Ads Manager 
(35%).

To help drive sales and traffic to their product 
listings and optimize their ad campaigns to reach 
the right audiences, brands must leverage deep 
Amazon expertise and sophisticated technology 
platforms. 
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The Power of Impressions

In the age of heightened competition, one of the most 
important metrics to brands is impressions with 29% 
saying this is the metric that matters most. Brand 
awareness and visibility, both results of impressions, 
are quickly becoming the biggest deciding factors 
for consumers’ willingness to make a purchase. 

Consumers have a natural inclination to 
purchase from “familiar” names, so the more 
times your brand appears before a customer, the 
faster they’ll recognize it as a potential solution 
to a problem. 

We expect brand awareness to continue to grow 
as more brands consider this a focal point of their 
branding strategies, especially on platforms outside 
of their own e-commerce website.  

ADVERTISING AND MEDIA SPEND ON AMAZON

Other Advertising Metrics

Click-through rate (41%) and return on ad spend 
(41%) remain the most important metrics for brands, 
followed closely by cost per click (39%), advertising 
cost of sale (38%), and conversion rate (35%).  

Cost per acquisition also rose by 2%, showing that 
brands are looking to match their ad performance 
with their budget as advertising costs rise in certain 
channels and ad types.

Ad Metrics Brands Find Important
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Challenges and 
Opportunities for 
Selling on Amazon
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Brands Seek Ways to Surpass Growing Competition

With a majority of brands using Amazon and 
e-marketplaces as part of their e-commerce 
strategies, finding ways to continuously stand out 
in a saturated market, keeping shoppers engaged 
with their brand and products, and transforming 
new digital buyers into loyal, repeat customers have 
become paramount.

Brands both on and off Amazon share similar 
sentiments around the challenges and drawbacks 
of operating on the platform, including increased 
competition and increased costs. 

74% 
of brands say increased competition is 
the top challenge

Top Challenges Selling on Amazon

Brands not currently selling on Amazon cite several 
negative factors that are influencing their interest in 
joining the platform, namely the growth of Amazon’s 
private labels (72%), unauthorized resellers and 
counterfeits (71%), and price gouging and fraudulent 
reviews (70%).
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Access to Customer Insights and 
Advertising Capabilities Would 
Motivate Brands to Sell More on 
Amazon

Interestingly, despite the undeniable grasp Amazon 
has over the U.S. e-commerce space and the obvious 
opportunities the platform presents for brands to 
expand their reach and drive revenue, 33% of brands 
do not think an Amazon strategy is necessary for 
their business. 

CHALLENGES AND OPPORTUNITIES FOR SELLING ON AMAZON

Reasons Why Brands Have Not Yet Sold 
Products on Amazon

However, with greater access to customer insights 
and expanded advertising capabilities, brands 
would be more inclined to sell on Amazon.  
 
The majority of brands agree that the following 
factors would motivate them to join the platform 
include:

By leveraging AI-driven optimization software 
and Amazon expertise, brands can better ensure 
accurate representation on Amazon as well as 
identify unauthorized sellers and MAP violators, 
increase their market share, and gain stronger 
brand reputation control.

To be where consumers 
are searching for products 64%

Access to  
customer insights 62%

Expanded advertising 
capabilities 62%

Lower selling fees 59%

Access to Prime  
member audience 59%

*Respondents could select all that apply.

To optimize your end-to-end Amazon strategy,  
get in touch with us at feedvisor.com/connect

https://feedvisor.com/connect?utm_medium=referral&utm_source=brand-survey-22&utm_content=nocontent&utm_campaign=brand-survey-22
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Looking Ahead

With a majority of brands incorporating Amazon 
and e-marketplaces as part of their e-commerce 
strategies, finding ways to continuously stand out 
in a saturated market, keeping shoppers engaged 
with their brand and products, and transforming 
new digital buyers into loyal, repeat customers have 
become paramount.

However, rising CPCs paired with supply chain 
disruptions have created unexpected challenges 
for brands. In 2022, labor shortages and the crisis 
in Ukraine are affecting commodities worldwide, 
and inventory pressures will continue to plague the 
Amazon Marketplace as vendors struggle to stock 
inventory ahead of surging demand. In this highly 
competitive and uncertain environment: 

Brands will need to adopt an agile strategy 
that includes technology to move and react 
quickly to changes in consumer demand as 
well as their supply chain. The products that 
win market share are not necessarily the most 
recognized or highest quality products, but those 
which are consistently and reliably available. To 
minimize the loss in market share from out-of-
stock (OOS) products and combat rising costs, 
brands will need to leverage technology, such 
as our Feedvisor360 platform, to continuously 
monitor their catalog and invest in their in-stock 
products through advertising to mitigate any lost 
revenue due to OOS.

Brands will need to spend more on advertising 
and across more platforms. The value of 
advertising on Amazon is increasing, in large 
part due to Amazon’s exhaustive customer data 
collection. This data has positioned Amazon as 
the leading retail media network, allowing them 
to offer highly accurate and customized solutions. 
Retail media is a growing and evolving offering; 
the growing importance of advertising paired with 
intense competition will prompt e-marketplaces 
to enhance their digital experiences and provide 
increased information to better connect brands 
with their core audiences. 

Experiences Brands Are Adding in 2022

Crypto 
payment

20%

NFTs
21%

Gaming
19%

Meta 
experiences

23%

AR/VR for your 
own website

25%

Brands will need to incorporate more brand-
building options connected to commerce.
As Amazon expands more brand-building tools 
via self-service, brands will seek to understand 
how these strategic activations impact brand lift 
and, ultimately, sales. Advertisers will be tapping 
into tools such as insights available through the 
Amazon Marketing Cloud (AMC) to understand 
the consumer path from the top of the funnel and 
journeys that bring external traffic to Amazon. As 
this study shows, brands are already considering 
adding new advertisement options to their arsenal 
this year. In fact, 25% of brands are considering 
including AR/VR in their experiences. We also 
expect increased adoption of voice-activated 
advertising. With significant growth expectations 
and approximately 25% of US adults now owning 
a smart speaker,1 we expect to see expanded 
capabilities around targeting and reach. Other 
offerings could include meta experiences, 
NFTs, gaming, and crypto payments. As Amazon 
continues to expand its brand-building toolkit, 
advertisers will need to keep the customer (and 
their journey) front of mind. 

Although we can not be sure what to expect in 
2022, we know that the future success of brands 
on Amazon will require a nimble and diversified 
strategy. 

1 Mindstream, 2021

https://mindstreammediagroup.com/introduction-smart-speakers-voice-search-brand-advertisers/


E-Marketplaces influence 
holiday sales: 
42% of brands selling on e-marketplaces 
reported an increase in holiday sales 
despite inventory shortages. 

And here are the key performing 
occasions according to brands: 

    42% of brands say Black Friday 

    21% Cyber Monday 

    17% Thanksgiving 

    10% Prime Day 

    3% Super Saturday

Brands see Amazon as  
a growth engine: 

96% of brands agreed that the best part 
of selling on Amazon is the increased 
sales volume, and nearly half of brands 
(45%) take advantage of Amazon in their 
current retail strategies.

The number of first-party 
relationships is growing: 
34% of Amazon brands now have a first-
party relationship, up from 22% last year, 
making it the highest number to date.

Brands are deploying a number 
of Amazon-specific tactics:

49% of brands used Fulfillment 
by Amazon, 48% used Amazon 
Advertising and 43% used Amazon 
free returns in 2021.

Amazon Advertising works:

52% of surveyed decision-makers see an 
average return on Amazon Advertising of 
7x’s or more, and 58% of brands reported 
seeing “great value” in Amazon Advertising, 
the highest percentage to date.

Top bracket spending on Amazon Advertising has increased: 

New advertising opportunities are emerging: 

More than one in five brands are spending $100,000 or more per month on Amazon Advertising

Mobile remains a digital ad format perceived to have the greatest ROI, followed 
by desktop and video. Meanwhile, video ads and custom advertising solutions have 
eclipsed Sponsored Products, Sponsored Display, Sponsored Brands and Amazon DSP 
Display Ads as the most frequently used type of Amazon Advertising

Feedvisor is the only “AI-first” platform with the power to automatically analyze your operations and make 
continuous, real-time optimizations to drive profitable growth with your Amazon business.

Key Findings:

Get a Free 60-Day Trial

https://feedvisor.com/feedvisor-360/?utm_medium=referral&utm_source=brand-survey-22&utm_content=nocontent&utm_campaign=brand-survey-22


Drive demand and conversion with real-time  
pricing and advertising optimization 

Holistic analyses and actions

Precise, SKU-level insights and actions

Actionable market intelligence

Strategic planning and customer  
journey management

One Platform. One Team. 360 Optimization.

Unlock Your Amazon Potential
Advertising | Pricing | Intelligence | Strategy | Brand Experience | Content

87% average YoY sales growth        81% average YoY profit growth      57% average YoY ad sales growth

Learn how Feedvisor360 can optimize your business to drive profitable growth at feedvisor.com/platform

The only AI-powered Amazon optimization and intelligence platform that is purpose-built to 
drive your marketing performance.

Client Results Spotlight

Synergy

Integrated actions across advertising, 

pricing, inventory, and more maximize 

sales and  drive optimal performance.

Vision

Machine learning algorithms continuously 

monitor every data point impacting your 

business, driving results based on a 

holistic operational view.

Genius

AI automatically analyzes marketplace 

competition and demand, optimizing 

advertising and pricing simultaneously 

to achieve your goals.

Try Us For Free!

http://www.feedvisor.com/platform?utm_medium=referral&utm_source=brand-survey-22&utm_content=nocontent&utm_campaign=brand-survey-22
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