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Standardising and
exposing the retail media
opportunity for brands




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

Digital Advertising's Third Wave Comes to the UK: Retail Media Reached £3 Billion
Within 7 Years, Much Faster Than Search or Social Advertising

billions in UK digital ad spending, 2008-2024

Retail media: 7 years*
2017-2024

£3.27

Search: 17 years***
1996-2013
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. Search ad spending Social network ad spending . Retail media ad spending

Note: *Amazon launched Amazon Advertising in 2012, but 2017 was the year thal Asda launched its Walmart Exchange ad piatform in the UK to

mark a competitive retail media landscape in the country; **Facebook first introduced odvertising in 2005; ***OpenText ran the first pay-per-click

ads showing up in search results in 1996

Methodology: Estimates are based on the analysis of various elements related to the ad spending market, including macro-level economic

conditions; historical trends of the advertising market; historical trends of each medium in relation to other media; reported revenues from major ad

publishers; estimates from other research firms; data from benchmark sources; consumer media consumption trends; consumer device usage

trends; and eMarketer interviews with executives ot ad agencies, brands, media publishers, and other industry leaders.

Source: Insider Intelligence | eMarketer Forecast, Oct 2023 0 ne

350832 Insider Intelligence | eMarketer Voice

*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*

The Retail Media Wave in Western Europe Will
Crest Highest in the UK

billions in retail media ad spending in France, Germany,
and the UK, 2023-2027
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Note: digital advertising that 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); examples of websites or apps primarily engaged in retail ecommerce
include Amazon, Walmart, and eBay; examples of retail media networks include
Amazon's DSP and Etsy's Offsite Ads; includes ads purchased through retail media
networks that may not appear on ecommerce sites or apps

Source: Insider Intelligence | eMarketer Forecast, Oct 2023

350827 Insider Intelligence | eMarketer

*Insider Intelligence: France, Germany and the UK Retail Media Ad Spending Forecast 2024
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ISBA’s Responsible Framework for Retail Media Measurement
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Transparent
Attribution
Methodology
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ISBA Responsible Retail Media Framework
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Availability of Data Impression “New” Data
& Insights Definitions Methodology
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Boots Media Group

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
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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 does Boots media
have on a shopper's of
a brand?
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Seed, say hello 10 the NEW volumising baddie on the block — Fenty
Hella big, hella beld, hella thicc N

lashes
Thick & liftad lashes for voluptuous

volume

Shop the Fenty range!

SHOP ALL

Seed, Givenchy redefines masculine fragrance with its NEW Eau de
Parfum, Gentleman Society.

Strving towards creativity and authenticity, Gentleman Society makes
a bold statement for those who reinvent the rules, and always act for
the better.

Plus, receive a free travel size Givenchy Gentleman Society when you

buy Givenchy Gentieman Society Eau de Parfum 60mi and above.”




The research captures customer
behaviour in the moment

BEFORE DURING AFTER
SURVEY REAL-TIME SURVEY
Survey to capture brand Diary to capture brand Survey to capture brand
health metrics and imagery experiences real-time health metrics and impact

of experiences




4 key areas of focus
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BMG activity helps to make
brands appeadr more
iInnovative and different

Improvement in Brand Imagery

Boots Media Experience

IS Innovative, Boots Media Experience is

2.52 different from other brands,

1.96
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And more likely to
recommend the
brand to others

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

Boots Email Experience

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

Participants who had
a Boots experience:
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More likely to recommend
the brand
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4 key takeouts from the study

NOTICEABILITY PERCEPTION CONSIDERATION RECOMMENDATION
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2 x more likely 2.5 x more likely 1.7 x more likely 2.5 x more likely

to notice to consider the to consider to recommend
Boots media brand innovative the brand the brand
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70% of advertisers still identify
conversion as their most
important goal for campaigns
that use retail media.



We have the tools facilitate brand

building

PRO VITAMIN B5
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& STRENGTHEN
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Your Love Island Summer 2023

Beauty Starter Pack

Summer Beauty Staples At Boots
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Obviously, I'm not a medical professional but
it didn’t stop me telling everyone | know with
hay fever to speak to their doctor about it. My
mum, also a lifelong sufferer, saw the same
effects as I did.

So when | saw an advert last year for Allevia

a brand name for over-the-counter
Fenofaxidine), I knew the potential its
declassification could have on hayfever
sufferers in the UK. T wasn't surnrised when it
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Thankyou

WwWWw.meshexperience.com
markthompson@meshexperience.com

|Isabel.trew@bootsmediagroup.com




