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December 2023: ISBA Member Pulse Survey 



“
ISBA is the only body that represents brand owners advertising in the UK. 

We empower them to understand the industry and shape its future 

because we bring together a powerful community of marketers with 

common interests; lead decision-making with knowledge and insight; and 

give a single voice to advocacy for the improvement of the industry
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Purpose

To create an advertising environment that is transparent, responsible and 

accountable; one that can be trusted by the public, by advertisers and by 

legislators
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ISBA will:

• Empower advertisers to create media, agency and digital supply chain 

relationships which deliver value transparently and sustainably

• Lead the industry in creating an inclusive and sustainable advertising 

environment that delivers positive societal and economic impact

• Deliver thought leadership and actionable learning, advice and guidance, 

working with our community of members and with partners
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2023 Highlights



Origin

• Alpha Trials

• Panel Build

• Data Provider Integrations

• Fractional Advertiser Contribution

• Stakeholders

• Beta readiness

• Team



ISBA/PwC Programmatic Supply Chain Study II

• Improved data access

• Better data quality

• Fewer websites

• Improved match rate

• Less unattributable spend

• More net revenue to publishers

• Clear recommendations



Responsible Retail Media Framework

Industry Collaboration

• Transparency

• Transformation & Tech

• Talent



Principles for the use of Generative AI in creative advertising

• Responsibility, ethics

• Public trust

• Transparency with consumers

• Environmental impact

• Discrimination and bias

• Individual rights

• Intellectual Property

• Employment and talent

• Due diligence

• Human oversight and accountability

• Transparency between advertiser and agency

• Continual monitoring and evaluation



Plus

• ISBA/Flock REFRAME Accessible Advertising Guide

• DCMS Online Advertising Taskforce

• Health & Care Act: Less Healthy Foods

• Global Alliance for Responsible Media

• Member Bootcamps

• Media Emissions Framework

• Increased member participation

• Procurement community engagement

• Media Foundation Certificate



2024 Priorities



Origin 2024

• Launch

• Adoption

• Benefits

• Roadmap

• Funding



• Template Contract Frameworks



• Responsible Retail Media Framework

• Digital Supply Chain



Sustainability

• Regulatory clarity

• Media emissions measurement framework



Advertising Accessibility

• Lead Ad Access Alliance

• Advertiser pull

• Agency engagement

• Publisher change

• Measurement

• Standards

• Best practice

• Lead market adoption



Political Strategy

• Prepare for General Election

• Online Advertising Taskforce



Global Alliance for Responsible Media

• Adoption



Advice & Guidance

• Generative AI

• Working Group engagement

• Procurement

• Media Excellence Certificate



Tom George

CEO, Origin



Origin update:

Turning Theory Into Practice

February 2024

originmediameasurement.com



Proliferation 
of ad formats 
& experiences

Drive
Efficiency

Improve 
Audience 
Experience

Deliver More 
Effective 
Campaigns

Advertiser needs

Fragmenting 
audiences

Siloed, 
proprietary 

measurement

1

2
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© Origin 2024

+TBA

Over 50 funding stakeholders investing over £50m
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© Origin 2024

Panel build + maintenance

Panel TGI data

Tech Edge TV component

Spot logsDigital Audio

Ad ID harmonisation

Enumeration survey

Data 
Partners

Product 
Features

Measurement
R&D Workstream

Product 
Releases 

TV

Launch - 2024

Jan - Mar July - Sep Oct  - Dec

Measurement continuous improvement

Apr - June

Launch product

• Real data integrated into Origin
• Email notifications (delivered Q4 2023)
• Google Analytics (delivered Q4 2023)
• Adherence to measurement policy in filtering 

and Report Outputs 
• Platform upgrades to Halo Reporting Server 

V2
• Alpha Trials UI journey improvements

• Incrementality reports 
• Ability to filter on demographics
• Accuracy thresholds information available
• Beta Trials UI journey improvements

• Enabling admin access for MC’s and multi-MC 
access

• Ability to slice report outputs in Excel
• ‘Measured by Origin’ view available
• Release of an Origin API for users to integrate 

into proprietary tools
• Beta Trials UI journey improvements

• Beta Trials UI journey improvements
• Scaled and resilient platform infrastructure 

meeting agreed NFRs, audits and security testing 
ready for launch

• Report templates for re-use – stretch feature

Expanding TV measurement capabilities

Incremental releases will be 
carried out monthly, providing 

access to new features for 
trialists and enabling ongoing 

feedback and value 
realisation 

Alpha Beta Pilot

Provision for future data partner integration:

Launch

Cross-Media Filtering

Measured by Origin –
analysis only

Incrementality reports

Demographic slicing

Accuracy thresholds Report scheduling

Slicing outputs

Admin features – accessing 
reports

Trials UI improvements

Scaled infrastructure -
launch-ready platform

EDP integration support

Report templates – stretch 
goal

Real data integration Origin API – Schema definition and implementation

Report Output

Onboarding workflows -
35+ Advertisers

Measured by Origin

Launch Roadmap: TV, digital video & digital display….



© Origin 2024

Post-2024

… and integration of more media types post-launch

2024

UK media spend UK media spend

…other channels will come on stream post-launch



© Origin 2024

Q&A
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Predicting the 
Future

A General Election will be held this year 
(likely in October/November)

All the polling points to a change of 
government and a potentially 
substantial Labour majority

BUT the swing needed to achieve this 
is huge, and other election outcomes 
remain underpriced

We could see a hung Parliament and 
Labour govern as a minority, or some 
kind of deal with the Lib Dems

Everywhere they can voters are 
deserting the Tories, but the electorate 
remains volatile



Public Affairs: Where We’ve Been, Where We’re Going

‘Less Healthy’ Food and Drink: 
implementation date deferral

Channel 4 sale abandoned

Data Bill

Online Advertising Programme 
consultation response: self-regulatory 
system defence

Online Advertising Taskforce: ISBA 
chairmanship of Age Assurance and 
Influencer Marketing working groups

Labour Candidate dinners

Liberal Democrat issue engagement

Strategic Policy Action Group helps 
members navigate political and 
policy change



34What would a Labour majority mean for marketers?

1 After years of chopping & changing, you can expect a clear policy programme, fewer 
reshuffles of personnel, and likely no changes in Government Departments. You can 
plan with more certainty

2 Government will be more active on the economy. There will be an Industrial Strategy, 
supported by sector taskforces. Business will be expected to be a part of solving 
problems

3 Public health is considered a key challenge and a fundamental part of rescuing the 
NHS and promoting wellbeing. Labour will look to interested sectors to be 
responsible, play their part, and put forward solutions

4 Online safety will return to the agenda. How platforms operate under the bonnet will 
come under the spotlight. Age assurance and digital identity will move up the agenda, 
with the question of minors’ ownership of mobile devices moving into mainstream 
debate

There is not an overwhelming move to ban or regulate ads further, and there is a 
recognition it is a growth industry & global leader. But Labour has an ambitious agenda 
which may run into trouble. Hitting advertising – seen as pain-free – will always be 
a temptation for politicians
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Be clear on what your business thinks about 
the key challenges confronting the next 
Parliament and Government …

• Growth and Productivity
• Building a Greener, Fairer Economy
• Better Public Health and Wellbeing
• Strengthened Scrutiny on Societal Issues

… and be ready to play your part.



Isabel Trew

Senior Client Manager
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ISBA



Standardising and 
exposing the retail media 
opportunity for brands



The retail media wave has landed in Western Europe and is highest in 
the UK*

*Insider Intelligence: France, Germany and the UK Retail Media Ad Spending Forecast 2024



The retail media wave has landed in Western Europe and is highest in 
the UK*

*Insider Intelligence: France, Germany and the UK Retail Media Ad Spending Forecast 2024



ISBA’s Responsible Framework for Retail Media Measurement

Availability of Data 
& Insights

Availability of Data 
& Insights

Impression 
Definitions  
Impression 
Definitions  

“New” Data 
Methodology
“New” Data 

Methodology

Transparent 
Attribution 

Methodology 

Transparent 
Attribution 

Methodology 

ISBA Responsible Retail Media Framework



The long
term value of 

retail media
M A R K  T H O M P S O N  &  I S A B E L  T R E W



The number 1 health & 
beauty retailer with 

16 million Advantage 
Card customers and 

over 2000 stores

Powered by industry 
experts with over 15 years' 

experience, leading the 
way for retail media

Activating 
campaigns for the 

UK's favourite brands 
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Retail media is the 
fastest growing 
area of marketing

It’s going to be bigger than linear TV!





We wanted to 
understand the 
true & total value 
of our media
1. What can we learn about customer 

behaviour and responsiveness to 
different types of Media?

2. How does Boots Media fare within 
the wider media mix?

3. What impact does Boots media 
have on a shopper's experience of 
a brand?



The research captures customer 
behaviour in the moment

B E F O R E

S U R V E Y
Survey to capture brand 

health metrics and imagery

D U R I N G

R E A L - T I M E
Diary to capture brand 
experiences real-time

A F T E R

S U R V E Y
Survey to capture brand 

health metrics and impact 
of experiences



4 key areas of focus

N O T I C E A B I L I T Y P E R C E P T I O N C O N S I D E R A T I O N R E C O M M E N D A T I O N

Build Brand EquityExposure



BMG activity helps to make 
brands appear more 
innovative and different 

Boots Media Experience  
is innovative,

2.52
Boots Media Experience is 

different from other brands, 
1.96

Improvement in Brand Imagery 

Source: Boots Media Group x MESH Experience, 2023
Experience Maximizer | Patterned bars = <90% significant 



And more likely to 
recommend the 
brand to others

Source: Boots Media Group x MESH Experience, 2023
Experience Maximizer | Patterned bars = <90% significant 

Participants who had 
a Boots experience:

More likely to recommend
the brand

“I went into Boots in Bond Street […] I saw new and 
innovative skin serums and I read the advertising
and the claims it made and I had to try it based on 
the claims and the packaging. I am happy I bought 
the product and I feel privileged to be using a serum 
that is just new in the market and I will be the first to 
use it among my friends and family group.”
Boots Email Experience



4 key takeouts from the study 

N O T I C E A B I L I T Y

2 x more likely 
to notice 

Boots media

P E R C E P T I O N

2.5 x more likely 
to consider the 

brand innovative

C O N S I D E R A T I O N

1.7 x more likely 
to consider 
the brand

R E C O M M E N D A T I O N

2.5 x more likely 
to recommend

the brand



70% of advertisers still identify 
conversion as their most 

important goal for campaigns 
that use retail media.

51



We have the tools facilitate brand 
building



The 
potential of 
retail media 
lies in its 
unique 
ability to 
unite brands 
and retailers



Thankyou

www.meshexperience.com
markthompson@meshexperience.com Isabel.trew@bootsmediagroup.com



Eileen Hanna
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Bobi Carley
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Q&A



Thank you for joining us.


