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ELEVATING RETAIL FOR THE
MODERN SHOPPER







IE CHALLENGE

SUPERIOR

Modern consumers are Traditional retail struggles Offline marketing
accustomed to fast pace to keep up with modern budgets are under
and have increasingly consumers, resulting in pressure as online
short attention spans lower consumer campaigns deliver

engagement superior ROl metrics
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https://www.forrester.com/blogs/us-digital-influenced-retail-sales-will-top-3-8-trillion-in-2027/
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CONSUMER ENGAGEMENT

Our 2024 US Retail Media Ad Spending Forecast\ls
Over $4 Billion Higher Than It Was This Spring

billions, 2023-2027

$109.40

2023 2024 2025 2026
H1forecast [J] H2forecast

Note: digital advertising that appears on a retailer's on-premise signage, either in-
store or in the immediately adjacent exterior (e.g., parking lot), appears on websites or
apps that are primarily engaged in retail ecommerce, or is bought through a retailer's
media network or demand-side platform (DSP)

Source: Insider Intelligence | eMarketer Forecast, Nov 2023

350686 Insider Intelligence | eMarketer

Source: Emarketer 12/04/23

=V EMARKETER

Retail media is going to be the
fastest growing ad channel across
media through 2027, growing by
more than 20% each year.

By 2027, retail media will nearly tie with
social media as No. 2 ad spend channel,
second only to search.

Retail media will be bigger than connected
TV, digital audio, and traditional TV
advertising combined in 2027.

Source: Emarketer 12/04/23

E METEORIC RISE OfF

Retail media in real life: stores
are the next big retail media
channel

By Sumant Yeramilly

Source: Retail Dive 01/23/23


https://www.insiderintelligence.com/content/retail-media-fastest-growing-ad-channel-not-invincible
https://www.insiderintelligence.com/content/retail-media-fastest-growing-ad-channel-not-invincible
https://www.retaildive.com/spons/retail-media-in-real-life-stores-are-the-next-big-retail-media-channel/640452/#:%7E:text=from%20your%20inbox.-,Retail%20media%20in%20real%20life%3A%20stores%20are,next%20big%20retail%20media%20channel&text=Retail%20media%20networks%20are%20on,their%20own%20retail%20media%20networks.
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CONSUMER ENGAGEMENT
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SUPERIOR CONVERSION

CONVERGENCE Ol
"‘ONLINE" AND
IN-STORE" HAS ELEVATED
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https://newsroom.accenture.com/news/2022/most-companies-struggling-to-be-relevant-to-their-customers-accenture-report-finds
https://www.forrester.com/blogs/us-digital-influenced-retail-sales-will-top-3-8-trillion-in-2027/
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THINKING HOLISTICALLY
ABOUT THE CONSUMER
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EMBRACE
TECHNOLOGY

Seamlessly integrate What if we could bring Moving as fast as the Offer customers

technology into the online performance consumers change & excifing, memorable

customer journey to marketing metrics into react to the ever- experiences that keep
elevate their experience the real world? changing dynamics of them coming back

the marketplace
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