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Presenter-Notizen
Präsentationsnotizen
Sellics in 2015 gegründet
Sellics seitdem zu einer der führenden Softwarefirmen für Amazon SEO und PPC Management entwickelt
Im April 2022 an Ascential verkauft. Ascential ist eine Börsengelistete Firma aus Großbritannien die in den letzten Jahren weltweit mehrere Agenturen und Software Firmen im Bereich Amazon und E-Commerce aufgekauft hat
Ascential hatte ungefähr ein Jahr vorher Perpetua übernommen
Perpetua wird als Marke wahrscheinlich noch nicht so bekannt sein weil sie bisher eher auf dem US Markt aktiv waren. Perpetua ist wahrscheinlich die führende Amazon Advertising software Firma. War einer der Wettbewerber von Sellics
Im Rahmen von Ascential werden Sellics und Perpetua zusammengelegt



• Amazon und andere Plattformen 
entwickeln Advertising immer schneller

• Größe (d.h. Ressourcen) wird immer 
relevanter um mit den Plattformen 
mithalten zu können
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Präsentationsnotizen
Als Advertising angefangen hat, 2016 / 2017, haben wir uns bei Amazon beschwert, dass sie die APIs nicht schnell genug entwickeln
Heute hat sich das Blatt komplett gewendet. Jede Woche kommt Amazon mit einer neuen Beta Möglichkeit auf uns zu. 
Ich behaupte, dass es mittlerweile niemanden mehr gibt der den vollen Überblick über den Funktionsumfang von Amazon Advertising im Detail hat
Wenn man also nicht große Ressourcen hat wird man zwangsläufig einen immer kleineren Teil der Amazon Funktionen abbilden und es wird immer mehr geben das man nicht abbildet
Ein gutes Beispiel ist das Thema von diesem Vortrag. Amazon hat einen neuen technischen Ansatz entwickelt um Advertising Daten live über den Tag zur Verfügung zu stellen anstatt wie bisher 1x pro Tag über die API. Das ist toll um die Gebote live besser zu steuern, erfordert aber einen relevanten Integrationsaufwand. Perpetua war mit die erste Software die das integriert hat und bis heute gibt es nur wenige Tools, die die Technologie nutzen. 
Wir glauben, dass Größe immer relevanter wird um mit den Plattformen mithalten zu können. Deswegen haben wir einen Partner gesucht mit dem wir deutlich mehr Ressourcen haben




• Zugang zu Ressourcen (+250 
Mitarbeiter, 5 Büros, +4.000 
Kunden)

• Ist führende Software für 
Amazon / E-Commerce 
Management und Optimierung
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Warum haben wir jetzt speziell an PERPETUA und nicht einem der anderen Player verkauft?
Mit Perpetua und speziell Ascential im Hintergrund haben wir vermutlich den bestmöglichen Zugang zu Ressourrcen
Werden dieses Jahr knapp 300 Mitarbeiter sein mit Büros in Toronto, Tokio, Shanghai, London und jetzt auch Berlin
Darüber hinaus bietet Perpetua aus unserer Sicht schon heute die beste Software an. Wir kennen alle Player weil wir mit allen im Wettbewerb standen. Perpetua empfanden wir immer als den Wettbewerber mit der stärksten Software und vor allem der Software die sich am schnellsten weiterentwickelt. Sie haben nicht nur eine sehr gut Lösung für die „standard Werbung“ d.h. SP, SB und SD sondern waren auch vor ein paar Wochen die ersten die eine DSP Software gelauncht haben, sie haben eine Lösung für TikTok Marketing, man kann über Perpetua Werbung bei externen Publishern wir Yahoo News schalten, SOV tracking… eine ganze Reihe an features die über die klassische Werbesteuerung hinaus geht




Ziel: Eine Software mit dem besten aus beiden Welten

● Top Sellics Features werden nach
Perpetua migriert

● Sellics wird anschließend als
eigenständige Software eingestellt

Advertising Retail



Who’s heard of Dayparting?



Dayparting is a tactic in which you turn on or off or raise or lower 
your PPC bid prices based on time of day.

The reality of this chart is why Dayparting exists



Traffic changes Likelihood of shopper 
buying changes

Competitors exhaust 
budgets, pause 

campaigns, start 
campaigns, or change 

bid prices

change dramatically throughout the day



Amazon’s Reported CPC for the day

The reality

$1.91
The numbers

change dramatically throughout the day



Hourly data does not exist in 
Amazon’s Ad Console

Software providers depend on 
Amazon’s Advertising API but it
doesn’t push data quickly or 
reliably

Strategies founded in human 
biases

Results are not measurable

Why hasn’t 
worked for Amazon 

Advertisers

×

×

×

×



The Future
Amazon’s hourly data



What does 

offer? 

Hourly performance metrics

Granular to campaign, can be 
aggregated across account

Currently available through API in 
North America 

✓

✓

✓



of Sponsored Product 
Purchases happen 
within the 

of Sponsored Product 
Purchases happen 

within the 



For example…



Hourly advertising data Hourly digital shelf metrics

This is where the real 
magic happens



Marrying with hourly 
Share of Voice + Rank 
Data, it becomes very 
powerful

With enough data, 
you can begin to 
price the entire 
search results page

$4.61 $3.75 $3.56 $2.05



Understand 
CPCs (and CPAs) 
for every search 
ad ranking by 
hour of the day

Identify 
opportunities 
to invest in 
step changing 
ad ranking

Example 

Above the fold 
vs. below the fold

Identify where 
investment in 
increasing ad 
ranking does not 
deliver increased 
performance

Example

Ad Rank #1 vs. #2

Understand at 
what time of the 
day key 
competitor 
budgets are 
exhausted; 
invest where 
they win.

Ultimately, 
deploy your 
budget with 
the highest level 
of efficiency 
throughout the 
day against your 
key performance 
metrics.



How can you leverage
Amazon Marketing Stream? 



Amazon Marketing Stream allows advertisers to

to achieve advertising goals

Presenter-Notizen
Präsentationsnotizen
First and foremost, it allows advertisers to track intra-daily trends of key performance metrics, such as CPC, CVR and ACoS, etc. Through these intra-daily trends, advertisers can easily identify areas of opportunity to achieve advertising goals	

I am going to run through a few examples to show how you could interpret the data, and most importantly, take actions using the data. 




Recommendation I: 
Optimize for ACoS

Maximizing profitability means minimizing ACOS. 

Using hourly bid multipliers, you can shift your investment away from low-
profit periods (high expected ACoS) and focus on the specific hours of the day 

— or days of the week — when your campaign ACOS is lowest.
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Our Third recommendation. Maximizing profitability means minimizing ACOS.
Leverage Amazon Marketing Stream to find out when you are most and least profitable
Use hourly bid multipliers to shift your investment away from low-profit periods (high expected ACoS) and focus on the specific hours of the day — or days of the week — when your campaign ACOS is lowest



ACoS of Sponsored Products ads is the lowest during 6:00 am - 6:00 pm PST, 9:00 am - 9:00 pm EST

● During the most efficient hours, ACoS ranges 
from 20-23%

○ This corresponds closely with the 
increase in conversion rates from 6:00 
am PST

○ Low ACoS is sustained throughout the 
afternoon hours by steadily falling CPC

● ACOS rises to 41% at 11:00 pm PST
○ It is caused by the dramatic decrease in 

conversion rates towards the end of the 
day
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Now, let’s take a look at the trends for ACoS. Here, the darker the colour, the lower the ACoS.  

In this example, ACoS of Sponsored Products ads is the lowest during 6:00 am - 6:00 pm PST. 
During the most efficient hours, ACoS ranges from 20-23%
This corresponds closely with the increase in conversion rates from 6:00 am PST
the low ACOS is sustained throughout the afternoon hours by steadily falling cost per click 
ACOS rises to 41% at 11:00 pm PST
It is caused by the dramatically decreased conversion rates towards the end of the day
Recall, night time conversation rate is around 6-8% 		
			
		




ACoS of Sponsored Products ads is the lowest during 6:00 am - 6:00 pm PST, 9:00 am - 9:00 pm EST

Key takeaways: 

● Consider pausing or reducing bids during 
evening and night-time hours when ACoS can 
increase to almost double that of your late 
morning/afternoon periods 

● Shift your investment away from low-profit 
periods (high expected ACoS) and focus on 
the specific hours of the day — or days of the 
week — when your campaign ACOS is lowest
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Now, let’s take a look at the trends for ACoS. Here, the darker the colour, the lower the ACoS.  

In this example, ACoS of Sponsored Products ads is the lowest during 6:00 am - 6:00 pm PST. 
During the most efficient hours, ACoS ranges from 20-23%
This corresponds closely with the increase in conversion rates from 6:00 am PST
the low ACOS is sustained throughout the afternoon hours by steadily falling cost per click 
ACOS rises to 41% at 11:00 pm PST
It is caused by the dramatically decreased conversion rates towards the end of the day
Recall, night time conversation rate is around 6-8% 		
			
		




Recommendation II: 
Optimize for sales

Identify the times of day and days of the week when your campaigns have the 
highest conversion rate, 

coupled with below-average CPC. 

This is your chance to bid more aggressively and drive sales at the most 
efficient converting time.
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Our Third recommendation. Maximizing profitability means minimizing ACOS.
Leverage Amazon Marketing Stream to find out when you are most and least profitable
Use hourly bid multipliers to shift your investment away from low-profit periods (high expected ACoS) and focus on the specific hours of the day — or days of the week — when your campaign ACOS is lowest



Conversion Rate peaks between 6:00 am - 10:00 am PST, 9:00am - 1:00pm EST

● The morning spike during the working week 
is significant, with conversion rates around 
3x higher than in the night-time (20% vs 6-
8%) 

● Data shows a slight drop in conversion rates 
at the weekend 
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Next metric I would like to show is Conversatio Rate. The darker the colour, the higher the conversation rate. 

In this example, it peaks between 6am and 10 am pst. 
The morning spike during the working week is significant, with conversion rates around three times higher than in the night-time (20% vs 6-8%) 
we can also see a slight drop in conversion rates at the weekend 
One potential explanation to the weekend drop is that most likely because 
shoppers have more free time over the weekend 
tend browse more
make purchases that require more research


		




CPC for Sponsored Products campaigns falls steadily over the course of the day

● In the early hours of the morning, the 
average CPC stands at $1.12, falling to $0.84 
by the end of the day, a 25% decrease

● Very little variations across the week

● Without Amazon Marketing Stream, the daily 
average would have been all we know 

Presenter-Notizen
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		Let’s start by looking at CPC. 

Let me first explain what we are seeing here in this screenshot

This is showing CPC by time of a day, day of a week
At the top, you have sunday to saturday
On the left side, you have the time series, 24 hours
In the middle, the darker the colour, the lower the CPC

In this specific example, CPC for Sponsored Products campaigns falls steadily over the course of the day. 
In the early hours of the morning, the average CPC stands at $1.12, falling to $0.84 by the end of the day, a 25% decrease

This is no longer a secret by now. 
More advertisers hit their daily budget limits as the day progresses, and their campaigns go dark. 
This reduces competition, therefore CPC. 
 
There is, however, little variation of CPCs on different days. Weekends and weekdays are not significantly different.	

Amazon marketing stream gives you the level of granularity that we would not have had otherwise. Without it, we won't be able to see the fluctuation throughout the day. the daily average would have been all that we know.  

Now we have these data points at our fingertips, what are we going to do?



Conversion Rate peaks between 6:00 am - 10:00 am PST, 9:00am - 1:00pm EST

CPC for Sponsored Products campaigns falls steadily over the course of the day

Key takeaways: 

● Consider increasing bids, especially on high 
traffic terms (flagship category keywords, top 
competitor keywords) during late morning to 
early afternoon hours when conversion rate 
is high and CPC is low

● More impressions and clicks indicate a high 
shopper volume – these are the keywords 
you’ll want to double down on
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Next metric I would like to show is Conversatio Rate. The darker the colour, the higher the conversation rate. 

In this example, it peaks between 6am and 10 am pst. 
The morning spike during the working week is significant, with conversion rates around three times higher than in the night-time (20% vs 6-8%) 
we can also see a slight drop in conversion rates at the weekend 
One potential explanation to the weekend drop is that most likely because 
shoppers have more free time over the weekend 
tend browse more
make purchases that require more research


		




Recommendation III: 
Consider peak shopping events

2022 is the first year that we can evaluate hourly insights into how advertising 
performance fared over the 48-hour Prime Day. 

Thanks to data available via Amazon Marketing Stream, we are now able to 
provide aggregated Sponsored Products campaign data for every single hour of 

Prime Day. 
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Our Third recommendation. Maximizing profitability means minimizing ACOS.
Leverage Amazon Marketing Stream to find out when you are most and least profitable
Use hourly bid multipliers to shift your investment away from low-profit periods (high expected ACoS) and focus on the specific hours of the day — or days of the week — when your campaign ACOS is lowest



● Peak period for attributed sales came 
between 7 am to 1 pm on Day 1, suggesting 
that most shoppers had already planned 
Prime Day purchases, and were quick to 
grab their sought-after deals on the first 
morning

● Day 2 did not appear to show a peak period 
as shown by the similar ranges of ACOS and 
sales levels across various hours being 
spread out rather than within a period of 
consecutive hours

Prime Day data shows best ACOS and sale are likely to occur on the morning of Day 1
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A few points on this hourly data:
Exclusively reports on Sponsored Products performance and is based on a subset of available campaign data
The percentage increase and decrease in sales values are compared to the baseline of the median hourly sales rate over Prime Day

		




Prime Day data shows best ACOS and sale are likely to occur on the morning of Day 1

Key takeaways: 

● The best ACOS and highest sales are likely 
to occur on the morning of Day 1, so ad 
budget should be distributed appropriately 
over two days of advertising 

● The data above of Prime Day 2022 
suggested those investing on Day 1 have 
turned the biggest profits
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A few points on this hourly data:
Exclusively reports on Sponsored Products performance and is based on a subset of available campaign data
The percentage increase and decrease in sales values are compared to the baseline of the median hourly sales rate over Prime Day

		




How Perpetua is helping brands win 
with hourly data
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