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The Role of AdTech in Retail Media

—

from branching outandintroducing
retailmediainto theirmedia mix. After
all, retailmediais essentially another

Every few years, certain
topics, trends, and themes

Self-serve ad platforms & Media buying and selling
ad servers platforms - ad networks,

Data platforms, analytics
toals and reporting

dominate the programmatic
advertising industry. For the
past couple of years, the
dominant theme has been
retail media.

Butunlike some trends that were
simply full of hype and no substance,
like blockchaininadtech, the
enthusiasm surrounding retail media
is backed by some very promising
opportunitiesthat are already
beingrealised.

Understanding therise of
retail media

While some of the majorretailers
launched theirretailmedia networks
afewyearsago, it seems that market
factorsare acceleratinginterest
inthis new digital channelandthe
opportunitiesitbrings.

Therise of retailmediacanbe
attributed to three key factors:

1. The end of third-party cookiesin
web advertising.

2.The shift towards first-party data.

3. The potential of building an
advertising business as anew
revenue stream.

Let'stake acloserlook at those
three factors.

The end of third-party cookiesinweb
advertisingmeans it willbe harderfor
brands to find theirtarget audiences
acrossthe web, display relevant
advertising to them, and measure the
performance of theircampaigns.

While most brands will simply turnto
the various alternatives available to
them, such asuniversalDs, there are
some brands that stand to benefit
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digital advertising channel.

The move towards first-party datais
directly connected to the first point.

The end of third-party cookies means
companies onboth sides of the media

supply chainneed to utilise their first-
party dataforaudience targeting,
measurement, etc. Forcompanies
that sit onatreasure trove of valuable
first-party data, thisrepresents a
massive opportunity.

Andretailers are one of the main
types of companies that possess
this valuable first-party data.

The potential forretailers to build an
advertising businessis probably one
of themostunderrated and least
talked about points.

Infact, retailers could have benefited
from building theirown advertising
businessyears ago. However, given
allthat’s happening with the end of
third-party cookies and the move

to first-party data, it seems that

the timingisjustright.

The opportunity forretailers to build
anadvertising business also comes
fromone of the biggest challenges
foranyretailer: increasing profit
margins onretail sales.

Mostretailers have done all they
cantoincrease profitmarginson
retail salesin a highly competitive
and economically challenging
environment. Togrow andincrease
revenues, retailers needtolook
forotherrevenue streams. And
whenitcomestofindingasimple,
straightforward and high-margin
revenue stream, it’shard to go
past advertising.

It’sthese three key forces that are
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leadingretailers to build theirown
retail advertising business.

Inorderto power theiradvertising
business, retailers willneed to develop
theirownretailmedianetwork —an
advertising technology (ad tech)
platformthat facilitates the targeting,
buying, sellingand measurement

of retailmedia, aswell as activates
advertising campaigns across
differentchannels (asillustrated
onthe accompanyingimage).

Whenit comes to developing aretail
media network, retailers have three
main options: rent, buy, orbuild.

Shouldretailers rent, buy
or build their retail media
network (RMN)?

Using anexisting adtech platform
(the ‘rent’ option) providesretailers
withaready-to-use toolthat can
gettheiradvertising business off

the groundinashort period of time.
However, retailers may find that the
adtechplatformdoesn’tintegrate
wellwith their existing retail systems
andlacks the flexibility to build new
features andintegrations they need
to generate the most value from their
advertising business. There’s also the
concernthat theretailer'svaluable
customer datamay be leaked to their
competitors — asituationthatis all

Retailer

Onsite advertising

too common for premium publishers
in programmatic advertising.

Anotheroptionretailers could
considerisacquiring anexistingad
techcompany —i.e. the ‘buy’ option.
The main problem with this optionis
thatretailers will just need the tech;
they’lllikely have noneedforthe ad
techcompany’s existing client base,
whichis often one of the selling points
of any acquisition. That means that the
retailerwillhave acquired100% of a
company but only needed one part of
it. Additionally, acquiringanadtech
companyjustforits techalso brings
the same technical challenges as the
‘rent’ option, suchasissues around
systemintegrations.

The last optionretailers have at their
disposalisthe ‘build’ option.

Formany retailers, this option makes
the most business sense. By building
the technology, retailers cannotonly
developit to fully integrate into their

DSPs, SSPs, etc.
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“Mostretailers have done all they cantoincrease
profit margins onretail sales in a highly competitive
and economically challenging environment. To grow
and increase revenues, retailers need to look for
otherrevenue streams. And when it comes to finding
asimple, straightforward and high-margin revenue
stream, it’s hard to go past advertising.”

PiotrBanaszczyk
CEO, Clearcode

existingretail systems but can build
allthe features andintegrations they
really need.

The ‘build’ option also allows retailers
to maintainfull control and ownership
of theirvalue customer data,
preventingitfrombeingleakedto
the openweb and theircompetitors.

It’s the only option that gives retailers
the control, ownership and flexibility
they require tolaunch and grow their
advertising business.

Forthesereasons, | believe that
in 2024, many retailers will opt for
the ‘build’ option to power their
advertising business @
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