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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*

*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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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 



S
L

I
D

E
 F

O
O

T
E

R
 I

F
 R

E
Q

U
I

R
E

D
8

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.
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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


