
state of the nation
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•

•

•

•

•

This industry survey 

was conducted to 

gain insight into how 

retail media is being 

adopted and prioritise 

the needs of 

marketers in relation 

to planning, buying 

and measuring retail 

media activity. 
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•

•

•

•

•

•

•

•

•

•

•

•

•
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experience using retail media

amongst agencies and advertisers

6



opportunities advertisers and agencies see in partnering with retailers on retail media activities 

7

https://iabeurope.eu/wp-content/uploads/IAB-Europe_Attitudes-to-Retail-Media-Report-July-2024.pdf


top drivers for digital media advertising channels

8

https://iabaustralia.com.au/resource/video-advertising-state-of-the-nation-report-2024/
https://iabaustralia.com.au/resource/attitudes-to-programmatic-dooh-report-2024/


consideration for retail media in media planning

9



influencers on participation in retail media
amongst advertising agencies

10



categories of advertisers or agency clients 

executing retail media campaigns

11

https://iabaustralia.com.au/resource/online-advertising-expenditure-report-cy23-december-quarter-23/


number of retail media partners have worked with experience working with retail media partners

12



spend on retail media being shifted from 

other advertising channels

channels ad spend being shifted from 

to spend on retail media

13

https://iabeurope.eu/wp-content/uploads/IAB-Europe_Attitudes-to-Retail-Media-Report-July-2024.pdf


retail media advertising products used or plan to use

14

https://iabeurope.eu/wp-content/uploads/IAB-Europe_Attitudes-to-Retail-Media-Report-July-2024.pdf


objectives of retail media activities amongst agencies and advertisers

15



objectives of retail media activities

16



measurement tools important to assess effectiveness

17



important attribution elements for retail media assessment

18

https://iabeurope.eu/wp-content/uploads/IAB-Europe_Attitudes-to-Retail-Media-Report-July-2024.pdf


satisfaction with retail media activities for increasing sales 

19



barriers to partnering with retailers for retail media activities

In Europe, barriers are 
centered on fragmentation of 
retail media networks (58%) 

and the lack of 
standardisation (58%). 

Attribution measurement 
(78%) and media 

measurement (73%) are the 
top two areas that buyers cite 

as most in need of 
standardisation.*

20

https://iabeurope.eu/wp-content/uploads/IAB-Europe_Attitudes-to-Retail-Media-Report-July-2024.pdf


21



retailer investment barriers to setting up a retail media proposition

22

https://iabeurope.eu/wp-content/uploads/IAB-Europe_Attitudes-to-Retail-Media-Report-July-2024.pdf


advertisers and agencies perception of the degree of impact 

on retail media advertising opportunities from impending new 

Australian privacy legislation

23

https://iabaustralia.com.au/resource/ecommerce-report-2024/
https://iabaustralia.com.au/resource/ecommerce-report-2024/


24



•

•

•

•

•

•

•

25



26

https://iabaustralia.com.au/resource/retail-media-glossary-of-terms/
https://iabaustralia.com.au/resource/australian-retail-media-measurement-principles-and-guidance
https://iabaustralia.com.au/resource/ecommerce-report-2024/
https://iabaustralia.thinkific.com/courses/foundations-of-retail-media-introduction
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