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ABSTRACT: This paper investigates Amazon India's strategic adoption and use of 

programmatic advertising, as well as the influence of this approach on campaign efficacy, 

efficiency, and targeting precision. Programmatic advertising automates the acquisition and 

optimization of digital ad space by leveraging data-driven segmentation, real-time tendering, 

and AI-powered decision algorithms. The paper looks at Amazon India's use of demand-side 

platforms, sponsored listings, display adverts, and retail media networks. Furthermore, it 

looks into how customer information, browsing habits, and previous purchases might be used 

to target specific audiences across several platforms. The paper investigates how automation 

lowers human intervention, improves personalization, and improves measurability by using 

digital advertising frameworks and other case studies to assess return on ad spend (ROAS), 

conversions, and attribution. The results show that implementing programmatic advertising 

accelerates campaign expansion, improves budget allocation efficiency, and strengthens 

connections with advertisers. However, it poses issues of algorithmic bias, ad fraud, privacy, 

and transparency. According to the paper, Amazon India is a leading retail media ecosystem 

capable of providing both marketing efficacy and consumer relevance when combined with 

ethical data standards and continual improvement. This is due to programmatic advertising. 
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1. INTRODUCTION 

Programmatic advertising refers to the use of automated, data-driven approaches to purchase, 

position, and improve digital advertisements in real time. Unlike traditional advertising 

techniques that rely on fixed placements and discretionary agreements, programmatic 

advertising uses real-time bidding systems, artificial intelligence, and algorithms to display 

commercials to the proper audience at the right time. This transformation has improved the 

digital advertising ecosystem by eliminating the need for human intervention, increasing 

efficiency, and allowing marketers to more simply and precisely manage large-scale 

campaigns across various platforms. 

One of the key reasons for programmatic advertising's growing popularity is the increased 

availability of customer data through digital interactions. Advertisers can create consumer 

groups using data from websites, mobile apps, social media, and linked gadgets. These 

groups can be categorized based on demographics, behavior, interests, and purpose. 

Programmatic systems use this information to personalize the distribution of adverts, making 

them more interesting and relevant than generic advertisements. As businesses value data-
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driven decision-making, programmatic advertising has evolved as a strategic way to 

maximizing advertising budgets. 

Technological improvements have considerably influenced the rise in programmatic 

advertising adoption. Artificial intelligence, machine learning, and cloud computing have 

enabled platforms to analyze massive amounts of data in real time. These solutions enable the 

use of predictive targeting, dynamic creative optimization, and automatic performance 

monitoring. As digital ecosystems become more complex, advertisers must use programmatic 

solutions to successfully execute cross-channel ads across display, video, mobile, social 

media, and connected TV contexts. 

Programmatic advertising is expanding as part of a larger marketing trend marked by 

commercial adaptability and automation. A rising number of businesses are using analytics 

tools, data management platforms, and demand-side platforms into their advertising 

campaigns. This change requires the acquisition of new skills, such as technology 

management and data analysis. As a result, firms must hire and educate workers who possess 

these skills. Businesses must adapt their technology, strategy, and processes to support 

programmatic advertising. 

 

2. LITERATURE SURVEY 

Henderson & Chawla (2025): The implementation of programmatic advertising is 

characterized by Henderson and Chawla (2025) as a systemic revolution rather than a 

straightforward technological advancement. By 2025, they expect organizations who 

effectively employ programmatic marketing methods to rethink their marketing strategy. 

Media is no longer organized based on broad demographic assumptions and seasonal 

marketing. Instead, they use algorithms to guide continuous, data-driven orchestration. 

Programmatic systems make autonomous purchasing decisions in milliseconds by combining 

data from a range of sources, including location signals, third-party segmentation, loyalty 

databases, app usage, website behavior, and contextual clues.  

Villanueva & Marks (2025): Examine the consequences of programmatic adoption for 

organizations. It has been argued that civilizations are more prone to failure than technology. 

Traditional advertising systems are linear in nature, with strategy coming first, then creative, 

and finally media. This rhythm is disturbed by programming. Iterative decision-making is the 

practice of making new changes that repeatedly result in optimization cycles based on data-

driven insights. In order to adopt programmatic, organizations must break down silos and 

collaborate with media planners, analytics, creatives, IT teams, and legal departments. The 

authors claim that this change alters power dynamics.  

DeSouza & Kramer (2024): Examine the adoption of programmatic advertising as a 

component of a developing digital infrastructure that integrates analytics, advertising, and 

user experience. They claim that a growing number of businesses are combining AI-powered 

segmentation models, marketing automation tools, CRM systems, and attribution software 

with programmatic platforms. This integration allows campaigns to change to the user's 

current stage of the journey, with impressions varying depending on whether the user is 

discovering, comparing, abandoning, or repurchasing. According to the authors, CEOs are 
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more likely to accept programmatic when they see it as a conduit between spending and 

quantitative results, rather than just a tactical addition.  

Lee & Hartmann (2024): The impact of privacy concerns on software use is examined by Lee 

and Hartmann (2024). They claim that precise targeting, enabled by cookies, device graphs, 

and behavioral models, has increased people's worry about digital espionage. Marketers are 

facing new problems as regulators tighten restrictions and browsers stop using monitoring 

technologies. According to Lee and Hartmann, businesses that employ programmatic tactics 

must migrate from covert surveillance to privacy and consent-based techniques. 

 

3. PROCESS OF PROGRAMMATIC ADVERTISING 

The fully automated, data-driven programmatic advertising strategy allows advertisers to 

target the right people in real time. By utilizing algorithms, audience data, and real-time 

auctions, programmatic advertising ensures that adverts are posted quickly and efficiently 

with minimal human intervention. 

User visits a website or app. 

The procedure begins with the user opening a mobile application or website. As new content 

is added, the platform finds possible ad space for the user to watch. 

Ad impression becomes available. 

Ad spots are generated as soon as the website or application starts to appear. The user's only 

opportunity to see an advertisement is in this open region, which is known as an ad 

impression. 

Publisher sends impression data to an ad exchange. 

A Supply-Side Platform (SSP) allows the publisher to send data about each ad impression to 

an ad exchange. This information may include the user's browsing preferences, approximate 

location, device kind, and page details. 

Advertisers bid in real time via DSPs. 

Advertisers use demand-side platforms (DSPs) to examine impression data. Advertisers 

automatically decide whether and how much to bid for a given impression based on budget, 

interests, and demographics. 

Highest relevant bid wins the auction. 

The ad exchange uses Real-Time Bidding (RTB) to run an immediate auction. The most 

suitable offer meets the publisher's objectives, which typically include pricing and ad 

relevancy. 

Ad is instantly displayed to the user. 

The winning sponsor's ad creative is instantly transmitted and shown on the user's screen. 

When the webpage or program launches, there are no difficulties. 

Performance is tracked and optimized continuously. 

After the advertisement has been presented, impressions, interactions, conversions, and 

engagement are all measured. This data is used to improve the effectiveness of future 

proposals, targeting techniques, and advertising creatives. 
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Real-Time execution. 

Real-Time Bidding (RTB) allows the entire programmatic advertising process to be 

completed in milliseconds, from impression creation to ad display. This results in a highly 

focused, efficient, and quick advertising experience. 

 

4. DATA ANALYSIS AND INTERPRETATION 

1. What feature of Amazon India's programmatic advertising is most appealing to 

businesses? 

 
The majority of responders (42%) highlighted intelligent audience targeting as the most 

crucial component, emphasizing the need of accuracy. Access to consumer purchasing data 

(30%) is more important than automated purchasing (18%) and decreased media waste 

(10%). 

2. what is the most significant benefit of Amazon programmatic advertising? 

 
The results indicate that the most significant benefit is increased campaign efficiency (39%), 

followed by real-time campaign optimization (31%). Respondents find the benefits of 

increased client reach (20%) and speedier marketing execution (10%) to be less significant. 

 

 

 



Journal of Management Excellence 
ISSN: 3108-2815 | Volume 2 Issue 1 January-March 2026 

www.jme-journal.com JME-46 

DOI: https://doi.org/10.5281/zenodo.19401377 

 
_________________________________________________________________________________ 
 

 
 

This is an open access article under the creative commons license 
  https://creativecommons.org/licenses/by-nc-nd/4.0/ 

Page | 391 

3. What considerations motivate marketers to assess Amazon's Demand-Side Platform 

(DSP)? 

 
The findings indicate that access to extensive customer insights is the most important aspect 

(41%). This demonstrates the value of using data to understand customers. The next section 

discusses cross-device audience targeting (20%), access to premium digital inventory (10%), 

and advanced retargeting options (29%), all of which are less significant. 

 

5. CONCLUSION 

In conclusion, programmatic advertising on Amazon India has developed into a highly 

successful and productive marketing technique. This is mostly due to its powerful targeting 

capabilities, massive purchaser data, and real-time optimization tools. The platform's ability 

to connect advertising efforts to quantifiable business results is demonstrated by its strong 

focus on sales conversions, return on investment, and online sales growth. Despite challenges 

such as limited budgets, difficult technology, and data security concerns, advertisers continue 

to consider Amazon's programmatic ecosystem as successful and compelling. Programmatic 

advertising on Amazon India is expected to gain prominence and provide long-term value to 

businesses in the growing digital marketplace if it is supported by improved training, better 

system integration, and a greater emphasis on transparency and skill development. 
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