
Retail Media 2.0
Moving up the funnel



Introduction
Globally, Retail media spending totals USD 45 billion and is expected to surpass spend on
Linear TV advertising by 2028. Interestingly, Search, which is considered the first digital
wave, reached USD 30 billion in ad revenue in 14 years. The second wave of digital
advertising, Social media, reached the milestone in 11 years. Retail media has reached
USD 30 billion in ad spend in just 5 years. It’s no surprise, then, that Retail media is being
considered the third wave in digital advertising.

Retail media plays a crucial role across the consumer journey, making it an essential
touchpoint for brands to drive both awareness and conversion. In the era of Retail media
2.0, the focus has shifted from a narrow emphasis on search-driven e-commerce to a
more holistic, full-funnel approach that brings together video streaming content, wealth
of first-party shopping signals and new-age measurement technology to power holistic
advertising solutions.

This playbook aims at understanding the various facets of the impact of Retail media
through consumer trends, advertiser outlook research and then shares
recommendations on how to integrate Retail media into your digital strategy.
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What is Retail Media?
A Retail media network is an advertising channel offered by online stores that leverages 
a retailer’s first-party insights to reach audiences across their owned and operated 
properties and extended networks.

Retailer Advertiser Customer

Owns first-party
purchase data

Creates customized ad 
campaigns based on 

purchase signals
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Views the ad

Order data

Campaign data
Measurement & analysis

Place an order

04MMA India–Amazon Ads Report



Retail Media, the ‘third wave’ in digital advertising, is 
the fastest growing ad segment globally

Retail media has a 

15% share in 
digital advertising 
spends globally*

Worldwide Retail 
media ad spend to 

overtake linear 
TV in 2028*

Did you know : It took Retail media just 5 years to reach USD 30 Bn in ad revenues 
when Search and Social got there in 14 and 11 years respectively**

Source : * GroupM's 2023 Global Mid-Year Forecast report; ** Emarketer ‘Get ready for Retail Media 2.0’ article 2023 05MMA India–Amazon Ads Report



Retail Media has proven impact beyond enabling just 
e-commerce sales

Retail media currently commands 10%+ share* in digital ad spends in India, even when the 
e-commerce share of sales in product categories is just ~7%

Crucial role of 
marketplaces in 

consumer 
journey even for 

offline sales

Real-time 
shopping signals 

for efficient 
reach

Full-funnel 
measurement & 

attribution

Key reasons for rapid growth of Retail media are :

Did you know: Amazon.in is amongst Top 5 touchpoints for BLDC (Brushless DC – Energy 
saver) fans category as per a Kantar Connect Study conducted in July-Aug.’24

Source: * Dentsu India Digital advertising report 2024 06MMA India–Amazon Ads Report



Consumer journey trends



A consumer study* was conducted by Kantar to 
understand the role and influence of various digital 
channels in the purchase journey

Sample
7883

(Online buyers: Offline
buyers:: 50:50)

Type of survey -
Face-to-face 

interviews

Research
partner -

Kantar

Geographic
distribution - 12
Metro and non metro 

cities across India

Categories covered - 10

Premium Smartphones | Laptops | Smart TVs | Vacuum cleaners
Water purifiers | Luggage & travel bags | Active/sport wear | Face/skin care 

Beauty/Cosmetics | Baby products

08

* An Amazon Ads commissioned study
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Consumers love to experiment with brands

63%
still discover new products 

and brands

45%
Consumers experiment with 
their brands, or are willing to 

consider newer brands

Among the brand loyalists,

Key finding 1

Q.1. : How likely are you to remain loyal to the brand of < category > purchased recently and continue to purchase the same brand products?
Q.2.:  Considering you always use the same brand for <category> , please indicate how relevant each of these steps is for making the best purchasing 
decision for these products. (A: Discover new products or brands) 09MMA India–Amazon Ads Report



Key finding 2

Consumer journeys for both online and offline purchases 
have become truly omnichannel

Touchpoint influence as per consumers in their recent purchase

61%

Retail media

66%

Open internet & 
search

61%

Video streaming &
social media

60%

Traditional offline 
media 

(TV, Print & OOH)

60%

Word of mouth

39%

In-store experiences

37%

Brand websites

Q.: Did any of the following factors influence your product choice at the time of your last/recent purchase of <category>? 10MMA India–Amazon Ads Report



Key finding 3

Retail Media has an important role across different stages 
of consumer journey

49% 49%

43%

45%

Discover &
understand

Consider & compare Finally decide Use & learn

Expected touchpoint usage for gathering information on products

Re
ta

il M
ed

ia

Q. : Which of these resources do you use to find information on the moment below [moment = different steps in journey of purchasing <category>] 11MMA India–Amazon Ads Report



Key finding 4

Retail Media has a role in both – passive discovery and 
active product search

Among shoppers who start their consumer journey through Retail media

57%

Discover products passively 
while browsing the app/website

Discover products while 
doing active product search

43%

Q. :  As you were first aware of the <category> through ecommerce app/websites / ads on ecommerce platform, how did you discover
this category on ecommerce app/websites? 

12MMA India–Amazon Ads Report



Key finding 5

Retail Media is a crucial channel for product discovery not 
only for online but for offline purchases too

79%

of online shoppers discover 
products through Retail 

media

45%

of offline shoppers discover 
products through Retail 

media

Q. :  Did any of the below factors influence your product choice at the time of your last / recent purchase of <category>? 13MMA India–Amazon Ads Report



Key finding 6

Consumer journeys starting with Retail Media are shorter

36

29.2

37.3

27.5

35.2 34.8

Consumer Journey
not starting with

Retail media

Consumer Journey
starting with Retail

media

Consumer Journey
not starting with

Retail media

Consumer Journey
starting with Retail

media

Consumer Journey
not starting with

Retail media

Consumer Journey
starting with Retail

media

Length of consumer journey (days), 
from research & exploration to purchase

Consumer Journey not starting with Retail media Consumer Journey starting with Retail media

Overall Online Offline

• In Smartphone category, consumer journeys starting with Retail media are shorter by ~10 days 
• In Baby category, consumer journeys starting with Retail media are shorter by ~15 days 
• In Beauty category, consumer journeys starting with Retail media are shorter by ~16 days
• In Skincare / Serum category, consumer journeys starting with Retail media are shorter by ~17 days

Q. : How long do you spend in each phase of the purchase decision making process - w.r.t your recent purchase of <category>? 14MMA India–Amazon Ads Report



Advertiser outlook
on Retail Media
- MMA Global India study



MMA Global India conducted a survey with marketing and 
media agency professionals to understand the usage, utility 
and future outlook on Retail Media in India. 

Sample - 150
(Marketers: 70%, Media agency 

professionals: 30%)

Seniority
(C-level: 31%,

Mid-management: 69%)

Research partner –
MMA Global India

Categories
(FMCG: 32%, Fashion:15%, 

Durables/Electronics/Wireless: 11%, 
Home: 7%; please note that most 
agency professionals operate in 

multiple categories)
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82% of advertisers currently use Retail Media solutions 

32%
36%

12%
7%

13%

0%

5%

10%

15%

20%

25%

30%

35%

40%

1-10% 11-20% 21-30% 31-40% Above 40%

Current investment share of Retail media in Digital  spends

% of respondents who use Retail media

Source - MMA Global India study on State of Retail Media in India, Sep - Oct 2024

Q.1. : Which of the following ad publishers do you currently leverage for advertising? (choose all that apply)
Q.2.:  What % share does advertising through Retail media networks (e.g. Amazon Ads, Flipkart ads) have in your current annual digital 
advertising budgets? (choose one) 

17

Key finding 1
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Most of the respondents have started using a mix of 
search, display and video ads solutions of Retail Media

84% 81%

62%
50%

40%

11%

0%

20%

40%

60%

80%

100%

Search ads 1P display 3P display Video ads Connected
TV ads

Audio ads

Usage of Retail media ad-formats

% of respondents

Have started using Retail 
media across all the stages 

of the funnel
(upper, mid and lower) 

35%

Source - MMA Global India study on State of Retail Media in India, Sep - Oct 2024

Q.1. : Which type of ads are you currently using through Retail media Networks? (choose all that apply)
Q.2.:  Which of the following use-cases do you use Retail media for (select all that apply)?

18

Key finding 2
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First-party insights and signals are key advantages, 
along with upper-mid funnel opportunities

77%
68% 65%

46%

31%
25%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

1st party insights for
business planning

1st party signals for
relevant reach

Upper & Mid funnel
opportunities

Ecommerce sales
impact

Brand safety and
suitability

Offline impact

% of respondents

Source - MMA Global India study on State of Retail Media in India, Sep - Oct 2024

Q. : Which of the following are advantages of using Retail media Networks? (choose all that apply) 19

Key finding 3
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61% find Retail Media to be effective in upper funnel 
use cases

% who find Retail media solutions effective across the stages of the funnel

61%

66%

69%

Upper funnel

Mid funnel

Lower funnel

Source - MMA Global India study on State of Retail Media in India, Sep - Oct 2024

Q. : How effective do you find Retail media for these use-cases (options: Not effective at all, Not effective, Neutral, Slightly effective, Highly effective) 20

Key finding 4
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70% respondents will increase their spends on Retail 
Media next year, with around 1 in 2 looking to increase 
usage of video solutions

are aware of upper 
funnel(video) 

solutions of Retail 
media

are looking to increase 
spends on video 

solutions of 
Retail media

48%50%~

Source - MMA Global India study on State of Retail Media in India, Sep - Oct 2024

Q.1. : How is your annual Retail media networks (e.g. Amazon Ads, Flipkart ads) spends likely to change in the next year? (choose one)
Q.2.:  How aware are you on the emerging upper funnel advertising capabilities (e.g. Video, Connected TV, Audio etc.) of Retail media networks? (choose one)
Q.3. : Which of the following Retail media ad properties will see an increase? (choose all that apply)

21

Key finding 5
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Industry expert speak on
Key advantages of Retail Media 2.0

“I love the term Retail media. It encapsulates the fact that ecommerce marketplaces are no longer 
just points of sale, but also serve as media advertising channels, due to their role in the consumer 
journey. For a high involvement category like electronics, almost two-thirds of urban audiences 
research on digital channels with marketplaces playing a key role in driving discovery, especially for 
new product launches. The middle funnel time frame is almost 4 weeks! And retail media has one of 
its most significant roles here, in building the consideration set, thanks to raters, reviewers 
influencers all being in one place and easy comparison possible between brands irrespective of 
where the customer ultimately buys. 

For brands like HP with multiple portfolios and SKUs, where discovery is a key objective, Retail media 
helps drive awareness of launches through high impact inventory and influencer collaborations. 
And of-course the in-market audiences can be contextually reached to drive purchase to serve 
lower funnel objectives. All-in-all here exists the ability to carry out full funnel engagement at the 
same place, especially if you are fund constrained, looking for short -term results or even 
consistently trying to prove marketing ROI -the so-loved term across orgs.!!”

Shivani Chopra  - Marketing Head - Consumer PC & Peripherals, HP India

22MMA India–Amazon Ads Report



with Retail Media 2.0
Opportunities



THE FUTURE - Retail Media 2.0: Moving up the funnel

The future of Retail media advertising will have four growth drivers

Holistic insights 
solutions

Full-funnel engagement through media 
advertising and content marketing

Omnichannel 
measurement

Evolution in marketing 
organizational structures

24MMA India–Amazon Ads Report



Insights solutions

Insights solutions to understand consumer behavior better

Typical purchase journey for a TV on Amazon.in

49-50 days *Research period
27-28 days **Active research period

9-10 17-18 8-9 18-19 3-4 1-2 1
Keyword
searches

Viewed product 
detail pages

(through amazon 
search + other 

internal/external 
sources)

Time spent on
product detail

pages
(minutes)

Clicks on
Product

pages

Considered 
brands

Products 
added to 

cart

Purchase

Please note that the above data is meant for representational purposes only 

*Total Research Period: Days between first detail page visit in category to final purchase 
**Active Research Period: Minimum period that captures 90% of product research, from first detail page visit in category to final purchase

25MMA India–Amazon Ads Report



Insights solutions to understand consumer behavior better

Search trends to identify emerging consumer product needs

Category: Face care

Please note that the above data is meant for representational purposes only. 26

Insights solutions

MMA India–Amazon Ads Report



Full-funnel engagement

Full-funnel levers to engage audiences across online 
touchpoints

Video streaming Programmatic

Connected devices 
solutions

Creative
innovation

27MMA India–Amazon Ads Report



Premium content that helps advertisers reach audiences at 
scale

Amazon MX Player is one of India’s top entertainment destinations, with a combined library of super hit shows ranging 
from Aashram, Dharavi Bank, Campus Diaries, Bhaukaal, Jamnapaar, Hunter, Gutar Gu, Naam Namak Nishaan, Physics wallah, 
and Yeh Meri Family, along with a large collection of popular Korean, Mandarin and Turkish shows dubbed in Hindi, Tamil and 
Telugu.

Video streaming

28MMA India–Amazon Ads Report



Video streaming

Trillions of shopping and streaming signals to 
help drive relevance in reach

Beauty 
enthusiasts

Aspirational
shoppers

Tech savvy 
budget 

phone users

Fitness & health
conscious

Home 
owners

Fashion 
forward

Tech Savvy Cooking
enthusiasts

Business
professionals

Young
parents

Tech Savvy 
premium 

phone users

Foodies

29MMA India–Amazon Ads Report



Video streaming

Impactful ad slots and immersive integrations to amplify 
consideration

Product
integrated ads Immersive ads In-show integration

30MMA India–Amazon Ads Report



Video streaming

Mamaearth leveraged Amazon MX Player* to drive awareness 
for its Rice Water Face Wash 

Objective

Campaign strategy

Campaign approach

Face Wash category  is highly competitive with less differentiation, and rice water is a relatively niche segment with high 
resonance with Korean beauty trends. For this, Mamaearth was looking for audiences which could give a right mix to 
promote their range.

Mamaearth found a perfect match  in Amazon MX Player audiences, where 2 in every 3 young adult streamers are 
Beauty shoppers. Brand used Amazon’s audience signals to reach: Women Beauty Enthusiasts and audiences watching 
top International shows (mainly Korean)  on Amazon MX Player.

• Sponsorship on Korean Shows
• Aston Bands (in-show banners)
• Instream video ads
• In–app visibility by sponsoring the entire slate of Korean content on Amazon MX Player

Impact** : 15%
Brand Favorability

lift

81%
Ad recall

5%
Awareness

lift

12%
Purchase intent

uplift

Build recall for Mamaearth’ s Rice Water face wash by driving awareness and engagement among relevant audiences.

*erstwhile Amazon miniTV ; ** Source: Kantar Brand Lift Study, n = 677
31

Use-case: Build brand awareness

MMA India–Amazon Ads Report



~50% advertisers are expected to increase their 
programmatic investments on Retail Media channels

Over the next 12 months, do you expect your programmatic investment across the following channels 
to increase, stay the same or decrease ?

16%

33%

36%

44%

45%

47%

52%

54%

63%

51%

47%

47%

43%

42%

35%

41%

21%

17%

17%

10%

12%

11%

13%

5%

D i g i t a l O O H

C o n n e c t e d T V

O n l i n e  V i d e o

S e a r c h

D i s p l a y

R e t a i l  M e d i a

G a m i n g  n e t w o r k s

S o c i a l  M e d i a

Increase Stay the same Descrease

Programmatic

Source : WARC Future of Programmatic Report 2024 32MMA India–Amazon Ads Report



Programmatic

DSPs are powering Retail Media advertising through 
relevancy at scale

Amazon DSP enables more relevant ad moments through unique differentiators

Unrivaled audiences
Use trillions of Amazon shopping, 
streaming, and browsing signals

More 
relevant ad 

moments

Smarter decisioning
Maximize outcomes with
AI- powered optimization tools that 
provide you with actionable insights 
for campaign inputs

Diverse supply
Reach audiences wherever they are spending time across the 
largest pool of premium ad-supported content

33MMA India–Amazon Ads Report



Connected solutions

Drive impact awareness with connected audiences

Connected TV 
streaming experience

Rich audio engagement

Amazon Fire TV ads and Alexa Ads can help create impact with connected households

34MMA India–Amazon Ads Report



Connected solutions

Amazon Fire TV Drives Awareness and Brand Uplift for 
L'Oréal Paris' Premium Skincare Launch

Use-case: Drive awareness for product launch

Objective

Campaign approach

Build product awareness with women in the age group 18-44 , residing in top 20 cities of India (by 
population) and belonging to the NCCS A socio-economic segment

Creative strategy: The creative asset was a 20-second video featuring Anushka Sharma, the face 
of the L'Oréal Paris Glycolic Bright skincare portfolio and called out ingredients/benefits of the 
product with the key messaging of ‘ Minus 49% dark circles in 2 weeks’.

Media strategy: ~50% of serum users in the top 20 cities have cut the cord, making Connected TV 
a priority media buy due to its reach among aspirational households. Fire TV was selected due to 
its higher overlap with the target group versus other CTV channels

MMA SMARTIES India 2024 award winner

40%
Higher video
Completion

rate*

8 MM+
Ad-impressions

75%
Higher click

through rate*

Excellent
Lift in Aided
awareness

(Kantar Brand Lift
Study)

Impact

*Versus Amazon Fire TV Ads India beauty category benchmarks
35MMA India–Amazon Ads Report



Creative innovation

Leverage Shoppable Livestreams and Immersive 
experiences to drive product discovery

36MMA India–Amazon Ads Report



Creative innovation

Emerging AI capabilities of Retail Media

Amazon Sponsored Brands ad with a lifestyle image can 
experience a click-through rate 40% higher compared to 

ads with standard product images*

AI powered Image Generation tool

AI helping improve ad experiences delivered 
through programmatic advertising

Maximize outcomes with AI-powered optimization tools that 
provide you with actionable insights for campaign inputs

Smarter decisioning

Source : *Amazon internal data. Results may vary. 37MMA India–Amazon Ads Report



Measurement

Rich approach to measurement: Objective methods to 
assess brand health and new customer acquisition

Awareness
Invest in growing reach amongst the 
universe of prospect audiences

Consideration
Drive engagement with relevant 
audiences

Trial
Reach shoppers ready to buy

1. Ad impressions
2. Click-through rate
3. Ad Share of Voice
4. For video: completion rate, cost per video 

completes, brand measures

1. Branded searches lift
2. Cost per landing page view
3. Lift in share of page views

1. Sales lift
2. Conversion %
3. New to brand customers %
4. Return on ad-spend

1. Category audience penetration %
2. Organic search ranking for focus products

1. Category consideration share %
2. Category Branded searches share %

1. Market segment share %
2. Lifetime sales value (LTV)
3. Total advertising cost of sales (TACOS)

Campaign level metrics Mid-long term brand health metrics

38MMA India–Amazon Ads Report



Measurement

Relevant outreach and fresh video content leads to optimal 
impact on brand measures

77%

Brand measures* vs a 
leading Indian video 
streaming service

90%

Brand measures* vs Kantar 
Context Lab India 

benchmarks

As per a Kantar Context Lab Study, Amazon MX Player (erstwhile Amazon miniTV)  
in-stream video ads drove higher uplift in:

*Brand Measures: Unaided Brand Awareness, Aided Brand Awareness, Online Ad Awareness, Message Association, Brand Favorability, Purchase Intent 39MMA India–Amazon Ads Report



Noise Buds N1 truly wireless earbuds became bestseller
within 3 hours of launch* through a full-funnel strategy

Use case: Accelerated Product launch
Measurement

Objective

Campaign approach

Build product trials at scale with audiences in the age group 18-35 years, residing across Tier 1-2 cities of India, 
who have affinity for technology and fitness

3 phase strategy
1. Teaser + Notification stage: Building notification funnel via gamification and display ads on homepage on 

amazon.in
2. Launch day: Homepage video takeover supported by contextual display and search ads along with social 

media amplification
3. Sustenance: Video search and native search ads to keep up consideration share

Impact: Rank 1
Trending On X 

(Twitter) on 
launch day

21K+
Units sold on 

day 1

1.7x
Higher 

conversion 
rate**

23%
Higher RoAS**

* in the Electronics & In-Ear Headphones categories on amazon.in ** Vs Amazon category benchmarks
40MMA India–Amazon Ads Report



Measurement

Industry expert speak on 
Key opportunities with Retail Media 2.0

“Retail media in India, already making up over 15% of digital ad spending, is set for major growth. 
Initially focused on e-commerce marketplaces, which provide real-time audience signals and strong 
returns on investment, Retail media is also evolving. Future growth to come from brand building 
through marketplaces, retail audience cohorts being available for advertisers outside of 
marketplaces and intent audiences from multiple sources beyond marketplaces.

This shift, known as Retail Media 2.0 aims to blend quality content, accurate audience outreach, and 
advanced measurement tools with AI deployment, creating a unified approach that combines 
branding and performance marketing. Marketers will need to adapt their strategies to take full 
advantage of this new, integrated landscape.”

Prasanth Kumar – CEO, South Asia, GroupM

41MMA India–Amazon Ads Report



for effective integration
Recommendations

of Retail Media 2.0 into  
2.0intoorganizational strategies



Leverage Retail Media solutions across objectives

An example of how Amazon Ads Retail media solutions work across the funnel:

Awareness
Invest in growing reach amongst 
universe of prospect audiences

Consideration
Drive engagement with 
relevant audiences

Trial
Reach shoppers 
ready to buy

(Impact awareness)

Amazon DSP
In-stream video

(reach audiences 
programmatically across 

both amazon.in and 3P 
inventory)

Amazon DSP-display

Amazon LIVE

Sponsored Brands,
& Stores, 

Gamification quizzes

Sponsored Products, Sponsored Display

Brand building
Driving recall and brand discovery

Drive Performance
Reaching consumers likely to buy

43MMA India–Amazon Ads Report



Recommendations on integration of Retail Media into 
advertising strategies

This would involve covering these four areas

Share of Retail media in 
digital advertising plans

Content marketing

Measurement strategies Rethinking organizational structures

44MMA India–Amazon Ads Report



Recommendations for deciding allocation of Retail Media 
share in digital ad spends
A four-step process may be followed to arrive at broad thumb-rules across subcategories

Evaluate influence of various digital channels in the purchase journey of the product 
category (through consumer surveys, brand track studies, etc.)  1

Quantify role of Retail media across product discovery and active research
(through consumer surveys, search trends, etc.)2

Calculate share of time spent on Retail media(on its shopping, streaming) of overall online 
time (through measurement panels like Comscore) 3

Based on the Les Binet and Peter Field’s principle, which advocates a 60:40 split between 
brand building and sales activation spends for effective advertising, and the assumptions 
that product discovery is mainly related to brand building and active research primarily 
corresponds to sales activations, 

you may calculate approximate Retail media share through the formula:

[(% role in discovery* X % share of total time spent online**) X 60% ] 
+ 
[ % role in active research(search)* X 40% ] ***

4

* From Step 2
** From Step 3
*** This guidance provides a general framework, but recommendations may need adjusting based on the brand's development stage and 
industry/product category 45MMA India–Amazon Ads Report



Content strategy: Custom approach

Build differently: Customize creatives as per audience segments vs. 
using creatives made for other digital channels

Leverage campaign insights for continuous revamp of creatives as per    
best performing audience segments

Create immersive experiences through Brand Stores and Custom 
experience pages and other innovative solutions like Amazon On-box ads

Use new age native ad formats and Gen AI features

46MMA India–Amazon Ads Report



Measurement strategy: Go beyond traditionally used metrics

Traditional digital metrics Additional metrics delivered by Retail media

Engagement

Audience delivery

Behavioral

Attitudinal

Business

Video completion rates, social sharing, 
CTR etc.

Impressions delivered in broad target 
group, or viewable impressions

Post click engagement, traffic to 
websites/apps etc.

Awareness, image and other brand 
KPI’s based on consumer surveys

ROI, incremental sales, profit

Shoppable ad-consideration (glance views)

Impressions delivered for in-category 
segments (relevant reach)

Add to carts

Lift in consideration rate
(share of category detail page views)

New to Brand sales %, Lifetime value basis 
marketplace sales

47MMA India–Amazon Ads Report



Rise of Retail Media requires a rethink of organizational 
structures

E-commerce and Brand marketing teams are increasingly blending into a hybrid role

is a proven way to unify teams, particularly in sales and marketing, by 
driving operational efficiencies, standardization of full-funnel metrics, 

and the adoption of best practices needed to win in an omnichannel 
world.

Creation of a center of excellence

To enable collaboration, we need to break down silos. That means 
moving towards cohesive execution throughout the funnel, rather than 

mere information sharing between teams.

Breaking down silos

If your priority lies in scale, you may need to allocate additional 
resources to the development of audience strategies and 

partnerships with multiple retailers

Optimizing structure for scale and efficiency

48MMA India–Amazon Ads Report



Industry expert speak on
Potential of Retail Media 2.0

“Retail media is the fastest growing ad channel globally and, in a few years, it is expected to surpass 
linear TV ad investments. In India it has already garnered 15%+ share of digital spends. While the 
rapid growth has primarily been driven by the contextual shopping environment and related first-
party audience signals provided by marketplaces, Retail media is now rapidly evolving to a full 
funnel advertising avenue with the launch of ad-supported streaming video, programmatic,  
connected TV and audio ad inventory. 

As a industry body, MMA is committed to lead education and evangelization on emerging marketing 
and advertising practices and for us Retail media is a key priority. We believe advertising 
professionals need to consider four areas to leverage the full potential of Retail Media. First, 
understand the role of Retail media for various categories basis the influence in consumer journey. 
Second, build a combined content and media strategy while leveraging relevant AI capabilities for 
personalization. Third, approach measurement from a holistic lens of mid-long term brand health 
across the funnel rather than relying only on short term sales uplift. And lastly, rethink 
organizational structures to break the silos between brand marketing and trade/ecommerce 
marketing teams.”

Rohit Dadwal – CEO & BOD, MMA Global APAC,  
Global Head, SMARTIES Worldwide

49MMA India–Amazon Ads Report



Food for thought

Expand usage of  Retail 
media beyond online sales; 

leverage full-funnel 
capabilities for insights, 
content marketing, and 
comprehensive media 

strategies

Embrace the hybrid role of 
Retail media for revamping 
organizational thinking and 

structures

Understand the role of 
Retail media  in the 

consumer journey of your 
category

(for both online/offline journeys)

50MMA India–Amazon Ads Report
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Sugandha Malhotra
PR Specialist

To know more about MMA Global APAC Retail Media Network Ideas Lab visit : https://www.mmaglobal.com/retail-media-network-ideas-lab
We look forward to your feedback through this short survey: https://www.surveymonkey.com/r/RMReportFeedback

DISCLAIMER -
The information contained herein is purely for reference purposes only and we assert that no business or investment decisions be made solely based on the information presented in the Report. If any such decisions are made based on the contents of the Report, the same shall be entirely 
at the cost and consequences of the decision maker alone. The information provided herein is on “as is” basis and is based on data sourced from, or provided, by third parties or publicly available resources, for which prior express consents have been obtained. While reasonable 
endeavours have been made to present accurate data in the Report, no representation or warranty, express or implied, is made or claimed as to its accuracy, completeness, correctness or merchantability and fitness for a particular purpose.

Accordingly, Amazon Seller Services Private Limited  and MMA Global India including its directors, subsidiaries, associates, and employees shall not be in any way responsible for any loss or damage that may be caused to any person from any error in the information, views and opinions 
expressed in the Report. The logos, trademarks, and any other marks used in the Report belong to their respective owners and have been reproduced in this Report with their prior permission. The contents of this Report are confidential in nature and without prejudice. No part of the 
Report may be divulged to any third party, reproduced or transmitted in any form or by any means, electronic, photocopying, mechanical, recording or otherwise without our prior express written consent. Appropriate express written consent be sought from various publishers/ 
individuals who have been quoted in the Report prior to borrowing/using/quoting their content. The views expressed in the Report are based on the information available to us as of the date of the Report and are subject to change from time to time without notice. MMA Global  India and 
Amazon Ads does not accept the responsibility to update this Report, nor do we accept any liability arising from the use of this Report in any manner whatsoever.

We thank following industry experts for their valued perspectives in the playbook :

Shivani Chopra  - Marketing Head - Consumer PC & Peripherals, HP India
Prasanth Kumar - CEO, South Asia, GroupM
Rohit Dadwal - CEO & BOD, MMA Global APAC, Global Head, SMARTIES Worldwide

https://www.mmaglobal.com/retail-media-network-ideas-lab
https://www.surveymonkey.com/r/RMReportFeedback

