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Retail Media

Retail media

Cara Pratt, senior vice president
of Kroger Precision Marketing
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LleHa Bonpoca!

2023 rno6anbHas
OLleHKa o6beMa
puTeunn-mMmeama:

$125.7 mnpa

Globally, Retail Media is expected to grow over
10% per year through 2026

$508B

estimated increase in spend from 2022 to 2026

Bain & Co
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JKOCUCTEMA UTPOKOB pUtTenn-Meama
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US Social Network, TV, Retail Media, Connected
TV (CTV), and Digital Audio Services Ad Spending,
2023

billions

TV

Retail media $45.15

o

- $6.79 Digital audio services

Note: social network includes paid advertising appearing within social networks, social
network games, and social network apps; TV includes broadcast TV (network, syndication,
and spot) and cable TV, and excludes digital; retail media includes 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); CTV includes digital
advertising that appears on CTV devices, including display ads that appear on home screens
and in-stream video ads that appear on CTVs from platforms like Hulu, Roku, and YouTube;
digital audio services includes digital advertising revenues for local and national broadcast
radio stations, satellite radio services, purely online radio stations, and streaming music
services such as Pandora and Spotify; includes podcast advertising and sponsorship;
includes both audio and nonaudio ad formats

Source: eMarketer, March 2023

281244 eMarketer | Insiderintelligence.com
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Awareness and Usage of Retail Media Networks
Among US Consumer Goods Advertisers, May 2023

Aware Evaluated Using Considering

amazon ads 94% 75% 72% 1%

27% peKnamMogartenem S | c— | o— | o— | o——

Yinstacartads 71% —54% —43% 15%
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Source: Insider Intelligence | eMarketer, “US CPG Retail Media
Network Survey 2023, May 2023 INSIDER
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«CKONbKO BelwlaTb B rpaMMax» U oTKyAa A€Hbrm?

[MepepacnpeneneHme geHer ¢ MNoMcKoOBOW pPeKIaMbl U COoLL. Meana pa3mMeLlleHUM aBnaoTCa OOHUM
M3 NTNONPYIOLWUX MCTOYHUNKOB OroayKeTmpoBaHMAa PM. BONbLUMHCTBO KITMEHTOB OTMETUTN B Ka4yecTBe

BbICOKOW CTOXXHOCTM 0OOCHOBaHMeE BblgeneHme gon. otogyXeToB (HOBbIX geHer).

INVESTMENT TRENDS

Approximately what percentage of your total marketing budget is retail media?

@ 15%

® 1-10% ® 11-35% 36-50% 51% or more

NcTouHMK: Skal, advertisers online survey, 167 US retail media clients

Where are retail media investments coming from?

% of sales/GMV

Paid search

New budgets

Paid social

Offline spend

Traditional print

Shopper Marketing/Trade/Co-op
Sponsorships

Out of home

Traditional TV/Radio

Online - Other

17%
17%
14%
10%
8%
8%

38%
33%
31%
29%
21%



Poccua — oaAvH U3 nManpyrowmnx pbiIHKOB
no pone RM — 20,5% ot Aanp)XuTtan pblHKAa

US Retail Media Digital Ad Spending, 2021-2027
billions, % change, and % of digital ad spending

49.3% $106.12

2021 2022 2023 2024 2025 2026 2027

B Retail media digital ad spending B % of digital ad spending
B % change

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: eMarketer, March 2023

281224 eMarketer | Insiderintelligence.com

NcTouHUK: eMarketer, MporHo3 poccnMmMckoro pboiHka 'K «PogHaa Peyb»

MHTepHeT-cerMeHT 2022 - 5(?3503 2r(|)§§/r i%zj
baHHepbI 25.6 28..29 +10%..+15%
Bunoeo 43.6 50..52 +15%..+20%
In-stream 24.8 30..31 +20%..+25%
Out-stream 18.8 20..21 +8%..+12%
[ToncK 1277.2 155..162 +22%..+27%
CPX 83.6 100...105 +20%..+25%
NHTepHeT 324.9 424..438 +30%..35%




A KaK Xe Kutan?

Ecommerce Channel Ad Spending in China* vs. the
US, 2019-2025
% of total digital ad spending

(o)
40.6% 216%  L06%

38.2% 381% 38.6% 391%

17.4%

14.6% 15.9%
. (o

1.8% 12.6% 13.5%

9.0%

| | | | | | |
2019 2020 2021 2022 2023 2024 2025
B China* [ US

Note: digital advertising that appears on websites or apps that are primarily engaged in
retail ecommerce; examples include advertising on Amazon, Walmart, Alibaba, and JD.com;
excludes advertising on social networks or search engines; includes advertising that appears
on desktop and laptop computers as well as mobile phones, tablets, and other
internet-connected devices, and includes all the various formats of advertising on those
platforms; *excludes Hong Kong

Source: eMarketer, March 2023

281828 eMarketer | Insiderintelligence.com

Ecommerce Channel Ad Revenues in China and the
US, by Company, 2023
billions

China
Alibaba*

$30.69

JD.com*

I - -

Meituan*

o

Other

I -
us

Amazon**

$29.43

Walmart

s

Instacart

514

eBay
| s0.45

Other

- EZE

Note: includes advertising that appears on desktop and laptop computers as well as mobile
phones, tablets, and other internet-connected devices, and includes all the various formats
of advertising on those platforms; net ad revenues after companies pay traffic acquisition
costs (TAC) to partner sites; Meituan includes ad revenues from Meituan's food delivery
segment; excludes ad revenues from its in-store, hotel and travel, new initiatives, and other
segments; *excludes Hong Kong; excludes off-site advertising bought through the
referenced company; **excludes advertising on Amazon-owned media properties, like
Amazon Fire TV and Twitch, and advertising placed on non-Amazon-owned properties
Source: eMarketer, March 2023

281829 eMarketer | Insiderintelligence.com
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OT nepdopMaHca K 6peHAOBOU peK/laMe

US Ecommerce Channel Ad Spending, by Format,
2020-2026

billions — —

sezs1 Instore [(

Ayano- n Buaeopeknama
B MarasunHax lNaTeépouka

$32.64
$27.86

$7.08

Digital

Peknama B NpUNOXEHURX,
Ha canTe NN B couceTax

$18.98
$5.08

$20.78

$13.90

2020 2021 2022 2023 2024 2025 2026
B Ecommerce channel search ad spending

Bl Ecommerce channel display ad spending TV+OOH+Digital Kawb3ak u gppyrue

Note: digital advertising that appears on websites or apps that are primarily engaged in MEeEXaHUNKHM
retail ecommerce; examples include advertising on Amazon, Walmart, and eBay; excludes
advertising on social networks or search engines; includes advertising that appears on )
desktop and laptop computers as well as mobile phones, tablets, and other ¢ MNaTtepoykoun
internet-connected devices, and includes all the various formats of advertising on those

platforms

Source: eMarketer, Oct 2022

KobpeHaAMHroBas peknama

280127 eMarketer | Insiderintelligence.com
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Pa3zBuTUE MHCTPYMEHTapus OMHUKaHa/IbHbIX

puUTennepos

In-Store vs. Digital US Monthly Audience Reach, Nov 2022
millions of unique visitors

228.3

212.6

140.6

Walmart target
B 'n-store [} Digital

Note: data is for the branded stores and websites of each retailer except The Kroger Co.,
which includes all Kroger-owned retailers such as Food 4 Less, Fred Meyer, and Harris Teeter
Source: In-store: Placer. ai, Dec. 15, 2022; Digital: Comscore Media Metrix Multi-Platform,
Jan. 13, 2023
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N

g280469 eMarketer | Insiderintelligence.com

X5 Retail Group 3anycTtunm eanHbIN peK/laMHbIXA KabuHeT

80+ MNH

yenoBek nocewaeTt MarasuHbl X5 Group

B MecCsl,

20,5 MnH

noceLeHnim MobunbHbIX NPUNOXKEHUN

N CanToB

1500+

MarasmHoB, OCHalleHHbIX BUOEO0-3KpaHaMU

4 MNH

noceweHunn ctpanHumy X5 Group

B COLLUaAJIbHbIX CeTAaAX

ROR
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Providing Access to In-Store Purchase Data Is a Key
Untapped Opportunity for Retail Media Networks

Criteria Opportunity gap Importance Score

Access to in-store/

omnichannel purchase data : 5.86 : 2.69 :
Reporting metrics and KPls : 4.31 : 318 :
| | |
Return on ad spend (ROAS) : 4.34 : 3.25 :
: | | |
K 6 it party consumer a0 aam
: : | | |
aKNe aTPpUoyThbl Auderce targeing s
R M nn q Ba C H a M 60" ee Closed-loop sales attribution : 3.99 : 3.01 :
3 H a LI M M bl 4, Traffic quality 4.43 3.48
° Advertising relevance : 415 : 3.43 :
(OLLeHKa MO 5‘68.” bHOM LUKaﬂe, Platform ease of use ‘ 3.66 ‘ 3.08 E
C - G pe KJ1aM Oﬂ,aTeﬂ 4 ) Advertising load : 3.46 : 2.93 :
| | |
Off-site targeting capability : 3.28 : 2.83 :
Traffic scale : 3.98 : 3.58

| |
Variety of available ad formats : 3.49 : 319 :

Note: respondents were asked to rate 13 different attributes on a 5-point scale according to their importance
in deciding which retail media networks to use for advertising, with 5="extremely important”
Source: Insider Intelligence | eMarketer, "US CPG Retail Media Network Survey 2023," May 2023

350513 Insider Intelligence | eMarketer



Bapbepbl 1 Bbi30BbI A1 pUTeuUn-mMmeama

Leading Challenges That Could Slow Investment
Growth to Retail Media According to Retail Media
Decision-Makers in North America, Jan 2023

% of respondents

Poor return on investment relative to other ad channels
58%

Proving incrementality of investment
37%

Selling more direct-to-consumer, less reliance on retailers
26%

The challenges of managing so many retailers
24%

Supply chain issues and specific retailer fulfillment constraints
22%

Poor or inconsistent content
10%

Missing talent or expertise for the retail media space
8%

Lack of product assortment for our desired audience
8%

Too new, not enough best practices to maximize the investments
7%

Note: n=167
Source: Skai and BWG Strategy, "The State of Retail Media: 2023," March 29, 2023

281053 eMarketer | Insiderintelligence.com

Biggest Challenges With Retail Media Networks
According to US Marketers, Summer 2022

% of respondents

Lack of standardization across platforms
Walled-garden environment 68%

Retailer control 65%

Timeliness of data/analytics 59%

Cost 57%

Rapidly expanding choices/priorities 54%

Internal organization/structure 50%

Note: selected ‘a challenge’ or ‘big challenge’
Source: Association of National Advertisers, "Retail Media Networks: A Forced Marriage or
Perfect Partnership?" Jan 30, 2023

280142

eMarketer | Insiderintelligence.com
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MeaAUMaAMOHUTOPUHT

rnaBHbIX CTpaHUL
Ozon u Wildberries

SERPent



B aBrycre Hambonee pactyLimMm KaTeropmsamMm ctanm
BbiTOBaA TeEXHUKA, 32 CYET aKTUBHOCTMU B noAKaTeropmm
MBT, n apyrme MeHee npoaBuraemMbie KatTeropum:
cpeAcTBa CBA3U, KOMMNbIOTEpHaA TeXHukKa, CMU

KaTeropumnHaa ouHaMuKa A0J/1M NOKa30B Ha rnmaBHom Ozon

NOHb 1% 4% 7% 3% 10% 4%

Ntonb 13% 2% 2% 3%

ABIycCT 20% 24% 4% S% 4% 2% 8%
m ToBapbl 419 KPaCOoTbl U 300P0BbS m bbiTOBaa TexHMKa [anaHTepesa 1 TEKCTUIb B [1POOYKTbl MUTAHUSA U 6/a HANMUTKU
m Opexxaa 1 obyBb m Mebenb 1 NnpeamMeTbl MHTepbepa B ToBapbl 419 XYXUBOTHbIX m BbiITOBada XMMU4
Odpyrmne Clickout

Mepuon: NoHb — aBryct 2023. Pe3ynbTaT TPEeKMHIra rnaBHoM cTpaHuLubl Ozon.ru, BKAoYatowmMm 6aHHepHble SE .t
dopMaTbl MeMaKMTa B JONAX OT OOLLEro KonmyecTBa Nokas3oB. MNnaTtdopmbl: desktop en



3a nepuoa NIHb-aBrycT aond nokasos clickout 6aHHepoOB
Bblpocia ¢ 4% o 8%. B aBrycre Hanb6onbLuaga gona

npuwinacb Ha PUUHaAHCOBbIE YCNyru

1%

\

NIOHDb

O ycnyrm Nno ornepaundM ¢ HeaABMXMMOCTbIO

Ycnyrm puHaHCcoBble
m YCnyrn obLecTBEeHHOro NMTaHma
m CpeacTBa MacCcoBOW MHGOPMaLINIU

m CoumManbHag PeK/TaMa

1%

<

‘M I0/1b

m YCnyrv on onepaumam ¢ HeaBMXMUMOCTbIO
m YCnyrn obLecTBEHHOro NMTaHm4
Ycnyrn duHaHcoBble
m CTpouTenbHble, oTA.MaTepuarnbl, CAHTEXHMKA

m CpeacTBa MacCcoBOW MHGOPMaLIMIK

m [1pyrne

2%

Ycnyrn duHaHcoBble

m YCNyrv no onepaumam ¢ HeaBMXMUMOCTbIO
m YCnyrv obLecTBEeHHOro NMTaHm4
m CpeactBa MaccoBon MHPoOpPMaL MM

Ycnyrm cBa3u

m [1pyrme

SERPent



Ton-3 6peHAo0B NO caMbiM NONYNSPHbIM KaTeropusm,
KoTopble Bowm B clickout 3a nepuop NoOHb-aBrycT

NIOHDb Nionb ABrycT

3acCTPOULLMNKU 3acCTPOULLMNKU 3acCTPOULLUUKHU

camMmornert I I camMornert R% I l camMmornert I I \/\/I"

Level PISTRICT Level Level TOWERS

PdPuHaAHCDI PuHaHCDI DduUHaHCDI

ATL

AN
1))
N

O MITC BAHK ﬁ@?% pocdaHK

TINKOFF TINKOFF TINKOFF

PecTopaHbl PecTopaHbl PecTopaHbl

d d
@ KFC T W e @ KFC

[Nepuoa: MoHb - aBrycT 2023. Pe3ynbTaT TPEKMHIa MaBHOWM CTpaHuubl Ozon.ru, BKAOYatoWMmM 6aHHepHble dopMaTbl MeanakmTa
B 0ONAX OT 0OLLero KonmyecTtBa Nokasos. MNnatdopmbl: desktop




Ton-5 6peHAaoB-peKNnaMoaartesiern Ha rnasHou Ozon @

ABrycCT
W2 HUAWEI CLARIS

PHILIPS
Tefal

FolusT

Dpymeo
HaH4




Opexpa n obyBb — Hambonee npoaBuraemMas
kKaTteropua Ha Wildberries

50% m

45%
40%
35%
30%
25%

20%

15%

10%

A
@)

5%

=
S ' -
i -
B g g
B . —
m Ofgexxaa 1 obyBb m ToBapbl 419 oeTem ToBapbl /19 KPacoTbl U 30,0POBbSA

B [1POOYKTbl MUTAHUA U 6/a HANUTKK [ anaHTepeqa M TEKCTUMb m Ayouno, Bugeo, KnHo 1 @oToTexHMKa
m YHacbl, KOBenMpHble U3aoenma bblTOBag TeXHUMKA Lpyroe

0%

Mepuon: noHb-aBryct 2023. Pe3ynbTaT TPEKMHIa rnaBHOM cTpaHuubl wildberries.ru, Bkatodyatomii 6aHHepHble SE .t
dopMaTbl MeMaKMTa B JONAX OT OOLLEro KonmyecTBa Nokas3oB. MNnaTtdopmbl: desktop en



Ton-5 6peHAoOB-peKnaMoaaTesiem Ha rnmaBHom cTpaHumLe
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ESTP 1869

RAN

adidas Happy Baby

MHTEPHET MAT A3UH AN AETEU

SOKOLOV wimen 200@
JEWELRY NUtifilon3 ARAX'!?}[

TELNO

Mobile

[Nepuoa: MoHb-aBrycTt 2023. Pe3ynbTaT TPEKMHIA FMaBHOWM CTpaHuubl wildberries.ru, Bkatodatowmm 6aHHepHble
dopmMaTbl MegmakmTa B 4oN9xX OT obLero konmyecTsa Nokas3os. [Nnatdopmbl: desktop




- Putenn-megma — aBM»XeHme CHM3Yy BBEPX MO NUpaMmae B CTOPOHY YCUNEHUNS
MMUOXKEBbLIX POPOMATOB

- «CaBumMr» KaneHpapsa niaHMpoBaHMG — nNaaHUMpPOBaHME OT COObITUN
B puTeunne

= MpunHUKMN PaboTbl KaK B TpenamHre — KOMObMHaLMa HaAaCTPOEK MNPOoaBMKEHNSA
M AMHAMUMNYHOIO LLeHOODPa30BaHMS

- OnepaunoHHbIe CITOXXHOCTU — OTCYTCTBUME eAMHbIX CTaHOAPTORB
N YCITOYXXHEHWE MPpOoLLecCcoB NPM MacLUTadbmpoBaHUU

- Putemn-megma — 310 puUtenn nmnm Mmegma? Kro «y pyna»?

SERPent



BoHyc cnaua:

KTO y Bac

B KOMMNaHUN
ynpaBnigeT
pUTeun-
Meaua?

NcTouHMK: Skal, advertisers online survey, 167 US retail media clients

46%

26%

Ecommerce
team

Digital ad
team
(not search)

This included a combination of social/influencer teams,
search teams, creative teams, account teams, paid

media teams, and segment marketing teams.
25% 2 2
15%
12%
8%
. -
A dedicated Shopper Sales Search Other
retail media marketing team marketing
team team team

SERPent



SERPent

CIMACUDBO!

IOnma YaoBeHKO
Buue-npes3ngeHT No MapKeTUHry
'K «PoaHaa Peub»

&) @digitalopinion

+7 (495) 937-33-00

MockBa, JIeHUHrpaacKum
npocnekKT, 15, ctpoeHue 1

contact@rore.group

rore.group




