Getting started with

Retail Media



Retail Media is revolutionising how brands connect with consumers by merging commerce Retail Media is most powerful when campaigns are aligned with clear business
and advertising at critical stages of the buying journey. Here's why it's so powerful: outcomes. Begin with the end goal in mind — this ensures your strategy,
targeting, creative, and measurement all work together to deliver impact.

Sales Driver

Retail Media drives purchase decisions by reaching consumers where '

they're already shopping — online or in-store.

* High Intent - Ads reach shoppers ready to buy (e.g., search results).

* Prime Placement - Top 8 online ad spots drive 70% of clicks.

* Omnichannel Impact - Influences both online and in-store buying across all
touchpoints.

Data Sources

Retail Media Networks provide rich, privacy-safe insights using

first-party data from loyalty programs, purchases, and digital behavior.

* Purchase Data - See what was bought, how often, and at what price.

* Real-Time Optimization - Adjust campaigns instantly for goals like ROAS or

campaign goals.
* Smart Targeting - Build audiences from purchase and browsing behaviours.
* Closed-Loop Results — Link ad exposure to real-world sales.

Consumer Touchpoints

Retail Media connects marketing and commerce, reaching customers

throughout the purchase journey.

* Omnichannel reach — Almost 1in 4 purchases are influenced before
entering the store.

* Product Discovery - Discover products online, and buy later in stores.

» Seamless Path to Purchase - Retail Media shortens the gap between inspiration to
purchase.

Sources: Market Media Media Kit 25; Woolworths NZ Media Kit FY26; Foodstuffs Precision Media Instore Media one pager



Retail Media works best when your campaign appears across multiple Retail Media shines by using 1st-party shopper data to build precise,
environments that guide shoppers from awareness to purchase. privacy-safe targeting strategies.

Use a blend of channels to maximize impact:

QUICK Campaigns using multiple channels whilst
TIPS using full funnel, result in best performance.




Retail Media creative should do more than grab attention - it should drive action at One of Retail Media's biggest strengths is closed-loop measurement - you can tie
every point in the shopper journey. exposure directly to sales outcomes.
Effective Creative is: 4 )
r ~N Match Metrics to your Objectives:

. )
Creative @} Awareness @

Best Practices Navs

v

Impressions, Reach, Brand Lift

New-to-Brand Acquisition @ » NTB%, Cost per NTB

» Use product images with strong Sales Growth @

ROAS, Sales lift or Incremental

contrast and legibility
© B ifeti
* Tailor content to audience segments K Loyalty Repeat Rate, Lifetime Value )
(e.g., new vs. loyal buyers)
* Highlight price or value messaging
for bottom-funnel ads
* Repurpose video or social assets for
- R

\ 4




Thank you to IAB Canada and the IAB New Zealand Retail & e-Commerce Working Group
for their support creating this resource:

Kate Grigg, Head of PMX New Zealand | Council Chair

Blaine Hudson, Head of Product, Platforms & Data Market Media
Peter Smyth, COO, VMG Digital

Tina Trenkner-Meade, Independent Commerce Strategist

John Waltmann, Industry Manager, Google

Thank you to the IAB New Zealand Members who supported this project:

M margket
mediq.




