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Instacart Led Online Grocery 
with 57% Share in April



Fragmented Industry Requires a Comprehensive Strategy

80% of grocery shopping occurs outside of Walmart & Amazon
96% of customers who haven’t tried online grocery would pick a store they already shop from

Source: Google & Bain Study



DOUBLE CLICK TO ADD SCREENSHOT#1

Multiple Promotional Opportunities

• Featured Product

• Coupons

• Brand Wide Discounts

• Other Media Placements

Instacart 
Paid Advertising

Presenter
Presentation Notes
Search is foundational. According to Instacart, more than 17 searches happen per order. And 70% of conversions take place in the first row of search results (88% in the first three rows) So paid advertising is critical strategy in combination with seo to win on Instacart.



Featured Products Overview



#1

• Allows advertisers to choose what products 
they want to promote, set and manage their 
budgets, and review the results to optimize 
performance.

• Builds brand awareness

• Drives sales

Featured Product Ads

Presenter
Presentation Notes
Search is foundational. According to Instacart, more than 17 searches happen per order. And 70% of conversions take place in the first row of search results (88% in the first three rows) So paid advertising is critical strategy in combination with seo to win on Instacart.











Source: Instacart First Movr Presentation





Sponsored Search Placements
1-3
11-13
21-23
31-33





Source: Instacart First Movr Presentation



Goals & Structure



#1Featured Product 
Ads GOALS
• Sales Growth

• ROAS

• Total Category Share* ( Defense & Acquisition)

• Category Visibility/Awareness

*only available with premium Instarcart analytics

Presenter
Presentation Notes
Search is foundational. According to Instacart, more than 17 searches happen per order. And 70% of conversions take place in the first row of search results (88% in the first three rows) So paid advertising is critical strategy in combination with seo to win on Instacart.



Structure: Campaigns & Ad Groups

Campaign
Timeframe, Budget, Pacing, 

Offers Reporting

Ad Group
Holds Products and Keywords, Has a 

Default Bid, Offers Reporting

Keywords
Assigned to Ad Group, Trigger 

Products in Ad Group, Specific Bids

Products
Assigned to Ad Group, Uses Default Bid, 

All Keywords can trigger all products



Structure: Campaigns & Ad Groups

Start date, end date, budget, reporting considerations, toggle on or off, pacing



Structure: Campaigns & Ad Groups

BRAND

Category 
Terms

My Brand 
Terms

Competitive 
Brand Terms

Cross Category 
Terms



Structure: Campaigns & Ad Groups

BRAND

Category 
Terms

My Brand 
Terms

Competitive 
Brand Terms

Cross Category 
Terms

BRAND 2

Category 
Terms

My Brand 
Terms

Competitive 
Brand Terms

Cross Category 
Terms

If Brands have separate budgets



Win with Multiple 
Ad Groups

Win 2 placements per ad group 
based on your bids and 

relevancy to the search term



Bid on Your Own Terms: Share Defense



If You Don’t Bid on Your Own Terms



How to Build Ad Groups



Ad Types

Search-based 

Search-based ads are any featured listing that displays on a 

consumer’s SERP when they manually perform a keyword 

search.

Any ad that appears as a consumer navigates through 

Instacart’s platform (without performing a specific search) can 

be considered an impression-based ad.

Impression-based



Impression-based

Search-based

Ad Types

Source: Instacart First Movr Presentation



Bid Types

Default “Product” Bids Keyword-Specific Bids



Creating an Ad Group

PRODUCT #1

PRODUCT #3

PRODUCT #2

Keyword  #1

Keyword #3

Keyword #2BID

BID

BID

BID



Creating an Ad Group



PRODUCT #1

PRODUCT #3

PRODUCT #2

12345678655

12345678655

12345678655

Default “Product” Bids



Keyword  #1

Keyword #3

Keyword #2

Keyword-Specific Bids



Instacart automatically add keywords, so be ready and adjust bids

Default vs Override Keywords



How to Review Performance by 
Campaign & Ad Group



SPEND SALES ROAS AVG CTR

Key Stats to Review

AVG CPC
-15% +16% +36% +20% -24%

Daily Spend Daily Sales Daily Units ROAS Clicks/Day CTR CPC % Search Spend
April - June 13 $         3,431 $      23,891 1,294 6.96 1891 0.70% $           1.81 42%
June 14 - July 8 $         7,209 $      26,532 1,509 3.68 1935 0.87% $           3.72 42%
July 9 - July 31 $         6,145 $      30,817 1,714 5.01 2166 1.05% $           2.84 51%

-15% 16% 14% 36% 12% 20% -24% 21%

% of Spend on Search Ads +21%



PERFORMANCE: By Campaign



PERFORMANCE: By Campaign



PERFORMANCE: By Ad Group



PRODUCT #1

PRODUCT #3

PRODUCT #2

12345678655

12345678655

12345678655

PERFORMANCE: By Product



Keyword  #1

Keyword #3

Keyword #2

PERFORMANCE: By Keyword



How to Review Performance by 
Advanced Groupings

Search vs Impressions, by Keyword Type, by Propensity to Switch



SEARCH vs IMPRESSIONS

Step 1: 
Export your Campaign Level Reports with 
Child Levels

This will give you your stats for campaigns, 
ad groups and products.



SEARCH vs IMPRESSIONS

Step 2: 
Export your Keyword Level Reports
(To do this you must navigate to each ad group )



SEARCH vs IMPRESSIONS

Step 3: 
Aggregate your keyword data and subtract it from your product/ad group 
reports. This gives you your search data.

Impressions Clicks Spend Sales ROAS 

Search 54,767 1,140 $  3,123.97 $   16,727.51 5.35X 

Display 131,904 825 $  2,465.45 $     9,574.81 3.88X

% Search 29% 58% 56% 64%



Keyword Groups

Step 1: 
Export your keyword level reports
(To do this you must navigate to each ad group )



Keyword Groups

Step 2: 
Paste all your reports into a single 
worksheet



Keyword Groups

Step 3: 
Copy the entire keywords column and 
paste it into a second worksheet



Keyword Groups

Step 4: 
Classify your keywords into groups



Keyword Groups

Step 5: 
Use a Vlookup to add your 
classifications to your All Keywords 
tab



Keyword Groups

Step 6: 
Use a Pivot Table to roll up your 
data and analyze at the keyword 
type and keyword category level



Keyword Groups

Step 7: 
Calculate your ROAS using a 
calculated field



Keyword Groups

Step 7: 
Calculate your ROAS using a 
calculated field



Keyword Groups

Step 8: 
Look for places to expand or 
reduce spend based on 
aggregate performance



ROAS within your competitive keyword set can help you understand switching likelihood.

My Brand 
Ad Group 1 3.0x 2.4x 2.2x 3.8x 1.7 n/a

My Brand 
Ad Group 2 1.1x 0.4x 1.0x 0.5x 2.9x 2.4x

My Brand
Ad Group 3 n/a n/a 0.9x 0.0x n/a n/a

Competitor 1 Competitor 2 Competitor 3 Competitor 4 Competitor 5 Competitor 6

Propensity to Switch



Optimizing with Content



Content is Critical: Optimize for Search & Consumers



Mobile Heroes Win the Click

• Instacart discourages heroes, but some types are still currently 
being accepted. 

• Test and learn with the self-service ad platform. 

Presenter
Presentation Notes
Just with a .5% increase in click through rate, that can drive thousands in daily incremental revenues, and hundreds of thousands in annual incremental revenues for individual skus.






Hero Image Impact

Items can be hard to distinguish in a sea of search results. For all sponsored items, ensure your hero image, content and carousel are 
working for you.



Hero Image Test

• In our testing, average CTR increase of 44%

• For just one product, this resulted in $800 of incremental 
revenue per day

• Revenue for that one SKU is forecasted to increase by 
~$283,000 per year with the addition of the hero image



A summary of 4 successful tactics we 
put in place during this test.

Pilot 
Highlights

IMAGES & CONTENT OPTIMIZATION

The addition of optimized hero images increased 
CTRs of 3 key SKUs by an average of 44%.

AD GROUP REFINEMENT

Segmenting your portfolio into more specific 
groups allowed us to win the right keywords for 
the right products.

KEYWORD REFINEMENT

We removed all keywords with a negative ROAS 
and focused on only the most relevant terms.

COMPETITOR CONQUEST

We tested many brands against competitors and 
discovered the biggest opportunity for consumer 
cross-over.



Monitoring Content



DOUBLE CLICK TO ADD SCREENSHOT

Find Your Master 
Product URLS

Site:Instacart.com YOUR BRAND NAME

Presenter
Presentation Notes
For the ads by products to ads by keywords –The brands who take advantage of keyword bidding instead of product bidding will be challenging competitors like ninjas.May also want to mention: Long-tail search terms currently not availableCurrently have to win organically to have your ad appear (although that’s changing)



DOUBLE CLICK TO ADD SCREENSHOT

Find Your Master 
Product URLS
This page lists all the local stores where this 
product is available if you are logged in. This 
will also show you Instacart’s “official” 
version of your content.

Presenter
Presentation Notes
For the ads by products to ads by keywords –The brands who take advantage of keyword bidding instead of product bidding will be challenging competitors like ninjas.May also want to mention: Long-tail search terms currently not availableCurrently have to win organically to have your ad appear (although that’s changing)



Monitoring Your Content is Critical

OneSpace Digital Shelf 
Auditor ensures your 
content is complete and 
correct across Instacart.

Presenter
Presentation Notes
For the ads by products to ads by keywords –The brands who take advantage of keyword bidding instead of product bidding will be challenging competitors like ninjas.May also want to mention: Long-tail search terms currently not availableCurrently have to win organically to have your ad appear (although that’s changing)



Questions or Want to Learn More?
Visit our website: ONESPACE.COM

Hit me up on LinkedIN
or email me: steph@onespace.com
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