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1. Retail Media Definitions 



“Retail Media is the digital advertising within a 
retailer’s eCommerce website and apps, and, 
increasingly, the whole of the retailer's 
environment whenever and wherever customers 
come into contact with a brand.”

Retail Media: A Playbook for Brands and Retailers

Definitions

The Rise of Retail Media: WARC, Sept 2021
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2. Retail Media Drivers 



Retail Media: A Playbook for Brands and Retailers

Ecommerce Exponentials

UK ecommerce penetration is now 50% ahead of the USA. 

UK non-food retail is now at 40% eCommerce.

60% of all online retail purchases in the U.S. were done on 

Amazon last year.

Financial Times



The Cookie has Crumbled.

“Snap, Facebook, Twitter and YouTube lose nearly 
10Bn after iPhone privacy changes.“

First Party Data Wins.

Financial Times

Retail Media: A Playbook for Brands and Retailers

Data:  Post-Cookie, Privacy era



Amazon Advertising

$31bn is roughly the same size as Google Display, YouTube, or 

the entire global newspaper industry’s ad business. 

Ben Evans



Target
Shoppers who 
are looking to buy.

Measure
Effectiveness 
& Optimise.

Shoppers
Find the products 
they want.

Link
Media Investment 
to the Sale.

The Power of Closed Loop Attribution

Brands can connect demand 

creation to demand capture and 

attribute the money spent using 

Retail Media with actual sales 

performance data to measure 

campaign effectiveness.



“The rise of retail media, like the 
rise of trade marketing in the 
1970’s, will create another vector 
of separation between leaders 
and laggards among CPG 
companies."

The Merchant-Media Model: 

A New Era for Retailers as Ad Platforms, Goldman Sachs

Retail Media: A Playbook for Brands and Retailers

Investors like Retail Media



Lauren Wiener, Managing Director & Partner, Boston Consulting Group,

“Big retailers are already racing 
toward a $100 billion high-margin 
annual revenue prize in retail media. 

Retailers that want to seize 
significant share of a major new 
market need to start now.”

Retail Media: A Playbook for Brands and Retailers

Consultants like Retail Media



“A core strength of the Boots Media Group 
premise is the sheer amount of rich first-party 
data the retailer holds on its more than 17 
million loyalty members."
Pete Markey, CMO Boots Media Group

Retailers like Retail Media

“From a marketing and communications 
standpoint, it’s enabling us to unlock the value 
of our first-party data - which is easy to say and 
not so easy to do.”
Luke Kugel - VP of Integrated Medi, Head of Walgreens Advertising Group

“We’re not selling pixels on a page, but a 
marketing program that helps you move product 
and adjusts the models within your business 
based on goals.”
Sven Lindell, Winning Group CMO, Australia 

“Most retailers retail media 

margins range from 70-80%”*.

*Collin Colburn, Forrester

Retail Media: A Playbook for Brands and Retailers



“What’s exciting about retail media is the 
ability to measure everything that we’re 
doing and to do real-time adjustments to 
the messaging or to the creative and really 
hold ourselves accountable for every 
dollar that we spend."

VP Shopper Marketing at Coca-Cola US

Why do Brands like Retail Media???

Retail Media: A Playbook for Brands and Retailers



“Retail media is digital 
advertising’s third big 
wave."

Andrew Lipsman 

Principal, Insider Intelligence

Retail 

Media

Social

Advertising

Search

Advertising

Search

Advertising

Digital Advetising’s 3rd Big Wave



3. Retail Media in Action



Retail Media in Action: Ads across the shopping journey 
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Retail Media: A Playbook for Brands and Retailers

Retail Media in Action: Product Search 



Search Display

Targeting based on search and browse context Targeting based on consumer search history

Retail Media: A Playbook for Brands and Retailers

Retail Media in Action: Search and Display 



Example: High impact header demonstrates the product among related 

purchases. Example: Keyword out-of-category 

advertising Non-biddable placement 

triggered Colmans ad by the keyword PORK.

Retail Media: A Playbook for Brands and Retailers

Retail Media in Action: Tesco and Asda



Sponsored Products: These are ads for individual products that  help drive product visibility (and product sales) that appear 

on search results pages and product detail pages. 

Sponsored Brands:  Drive brand awareness by driving to dedicated brand focussed product detail page.

Sponsored Display Ads: Display products against competitors. Targets audience interests and shopping behaviours – not 

keywords

Retargeting: Brands can retarget customers who have previously viewed their listing(s) within the past 30 days

Video Ads: New – a format to stand out and build awareness and show ing the product in action 

Email: Buying slots in retailers email communications..

Retail Media Digital Advertising Formats



How does Retail Media ‘work’?

• Search: Retail Media advertising formats are triggered by shoppers’ searches and are optimised to drive sales

• Algorithmic: Retail Media is ‘algorithmic’ and biddable, which means that the platform chooses which ad gets placed 
based on their algorithm. 

• Formats: The most common is sponsored products, also known as paid search or promoted listings that appear at the top 
of search results

• Native: The creative formats tend to be native to the individual retailer’s eCommerce site

• Targeting: Retail Media opportunities can be controlled to target particular shopper groups, e.g. segment who have 
purchased product X, and limited to budget ‘Y’

• Promotions: Targeted media, coupons and even sampling. 

All Media Assets: Retail Media is rapidly moving from being purely focused on monetising onsite to packaging all the media 
assets that a retailer has: screens instore, magazines, email database, end-aisle. 



US Advertising Tech Vendors

Retail Media Players 

UK GermanyFrance



4. Retail Media and Data



• Sponsored Products

• Sponsored Brands

• Sponsored Display

• Video

• Email

• Streaming TV (Amazon)

• Instore Digital Screens

Retail Media

Network Datasets

• Product Catalogue

• DTC Sales Data

• CRM

• DMP

• CDP

• Other Sales Data

Data Clean

Environment

Brand

Datasets

Brands and Retail Media Networks Must Work Together



5. Choosing a Retail Media Network



What Attributes to Choose?

1. Size of traffic

2. Quality of traffic

3. Audience targeting

4. Audience Relevance

5. First Party Consumer Insights Data

6. ROAS

7. Dashboard Metrics

8. Platform Self-Serve

9. Closed Loop Attribution

10.Variety of Ad Formats
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Seven Sample Questions to Ask Yourself

1. Who will own the Relationships? Marketing? Digital? eCommerce? Account Management?

2. Where is the budget coming from?

3. Are there existing capabilities in performance marketing and/or data and analytics? 

4. How can you organise cross-functional teams to deliver?

5. How will data be passed efficiently and securely between stakeholders?

6. Will there be a ‘clean-room’ for brands to analyse data and compare?

7. What products will be offered initially to brands? (Sponsored Products followed by Sponsored Brands?)



Making Choices Among Retail Media Networks

Brands Goals

1. Know the goals for your brands and what you are aiming to do with the brand and category, 

2. Different goals => Different tactics and spend

Example: Want to gain share? Grow sales through investing in non-branded targeting.

Retailer Capabilities

1. Know the capabilities of each retailer: these might either attract or detract from a brand’s budget or goals.

2. Know Formats available and understand sales attribution business logic.

3. Rank retailers based on the brand’s sales volume and capabilities: (sales, performance, etc.) 

4. Ask yourself – does this retailer help me grow my sales? Does this retailer want to partner properly?

Example: a retailer with a small amount of the catalogue available, lower targeting capabilities should get a 
smaller less budget than a larger catalogue



Adam Epstein, VP, Perpetua

“Amazon and all of these retailers follow the same 
script— they start with the gateway drug of retail 
media with sponsored product ads, which are 
bottom-funnel, high intent, high-ROAS ads. 

The way these retailers scale their advertising 
businesses is by slowly moving up the funnel to 
provide full-funnel strategies for advertisers.”

Start with Sponsored Products



6. Funding Retail Media



Funding: trade spend

“50% of the CPG brands we work with are 
are primarily using trade dollars as the 
funding source for retail media spend."

Andrea Leigh, Ideoclick



“Many of the initiatives are increasingly 
being considered as broader drivers of 
awareness and interest in a product. 

As a result, retail media budgets are 
increasingly being funded out of a 
vendor’s national media or shopper 
marketing budget

The Merchant-Media Model: 

A New Era for Retailers as Ad Platforms, Goldman Sachs

Funding: Media or Shopper Marketing



Funding: Shift from digital, traditional, trade

BCG: How Retail Media Is Reshaping Retail: March 28, 2022 



AT Kearney

Funding: Trade



8. What’s Next for Retail Media?



Retail Media aiming for Brand Budgets



@colinalewis

www.retailmedia.works www.linkedin.com/in/colinlewis/

If you want to know what to do with Retail 

Media, Clean Rooms and create your retail 

media strategy, please get in touch:

colin@retailmedia.works


