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Fragmentation and Harmonization



US Market Fragmentation: The Efficiency Hurdle

n

Disjointed interfaces
Varied standards
Inconsistent reporting,
Inability to execute cross-
retailer strategies,

Slow budget reallocation
Rudimentary comparative
measurement

)

Walmart

& g
T-ELEVEN DOLLAR GENERAL ,/\ \ Officeperor [ 1Staples
@ éQrﬁ,’Size PDOLLAR TREE HAR;EYS petco ®sTOPRSHOP
L\ Albertsons ™D DOORDASH PETSMART @
yVee
bek ebay A % =
BEST *instacart pigsly wigsly Company
BUY. Etsy KoMEs ﬁ%
ommingddes  @Foodiand Kroger '
Caseys  roopasLioN =y %ﬂgz
Chewy freshdirect *MACYs sam's club <>
v iz N meijer SEPHORA
i Wichaells Shipt & swayfair
DICK S gopuff  \orpsTROM Smart&Final.  Weis
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Note: only select US companies with retail media networks shown,; 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; digital ad spending

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; numbers may not add up to 100% due to rounding

Source: EMARKETER Forecast, Nov 2024




Harmonized media between enterprise and retail media drives
increased loyalty and long-term value

n

Enterprise Marketing Retail Media
Drives 4NN Drives

=
Loyalty member /} Advertising revenue
acquisition Connecte

Customer retention and Identlty = Brand sales _j
higher engagement

Growing lst-party

data & website traffic

Brand-funded
Market Visibility

Revenue from Retalil Shopper acquisition/ Greater overall market
Media funds digital retention fuels retail media presence makes you top of
advertising scale and monetization mind for shoppers

opportunity
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What we see: retailers must grow through

Retail Media lifecycle

As retailers discover the limits of their current operating model, big decisions
are required to push into the next phase of growth.

ities

Capab

Key
activities

n

Technology
Sophistication

* Foundation of first-
party data
management.

e Conversion-focused

lacements on owned
* Extending reach beyond >

*Bridging digital and
physical experiences.

*Operational excellence and
continuous improvement.

Channels
Monetized

Examples

Media networks

Data governance,
consent, accuracy,
reporting.

roperties.
owned platforms. S
Offsite - Onsite Email

Social Offsite Social

Programmatic ads, Connected TV : Sponsored search, native
(CTV), display campaigns. - banners, featured placements. :
Integrated campaigns combining :
shopper data with reach.

Onsite Email In-store
Offsite  Social
Native Clean Room

Private marketplace

Smart shelf tags, digital
screens, mobile ads, Al carts.
Clear processes, KPls, team
alignment, benchmarking.

v

Program Maturity

Value




The challenge

Only 20% of shoppers are
visiting retailer sites

Onsite 20% | 20M
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Source: eMarketer, 2024
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Onsite traffic growth
is plateauing

% of onsite traffic growth

pe

2018 2019 2020 2021 2022 2023 2024
—Top 20 Retailers (US)

Source: Salesforce, 2024
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Ad supply onsite
is limited

% of pages with 1 or more sponsored ads
Lowe's @D 45%

Albertsons @D 48%
Macy's QD 66%
Staples @D c8%
Target @D 73%

The Home QD 76%
Depot

Walmart @ 99%

Amazon CEEEEEED 5%
Q32024

Source: eMarketer, 2025



The offsite impact

0 Offsite delivers a 4x increase in ad revenue and

) > Offsite creates a “flywheel effect” of
5x the margin dollars compared to onsite alone.

increased instore visits, AOV and foot traffic.

Onsite 20% | 20M

+ Offsite Retail Media allows you to

% % & S S
& 6 6 &6 &
C® C® Co Co Co o
C Onsite
%%%%% vs. only the 20% visiting
Xt Xt B R your sites today. BRAND Co

« Offsite margins are

Pl
& Lo Lo Lo Lo lo [o Lo Lo Lo

Lo lo Lo loolo [o Lo oo

= incremental margin $ for

$5 in-store
your retail media business

2X the visits (vs. onsite)

Lo Lo Lo Lo folo Lo Lo o Lo
8o Lo Lo Lo Lo fo 0o Lo Lo 0o

Lo

=

35% surge in foot traffic

e Offsite enables reengaging with a retailer’s
lapsed shoppers and driving them back to

the retailer’s onsite and in-store. @

In-store

n
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