
1

R E I N V E N T I N G  R E A L- W O R L D  R E TA I L 
TAPPING THE $100 BILLION IN-STORE MEDIA OPPORTUNITY

DEVELOPED AND CURATED BY 
Maroun Ishac, Director of Business Development of Retail Solutions Division, Intel,

and David Roth, CEO, The Store WPP, Chairman BAV



3

ADD TO BASKET  
76 Your tech and skills shopping list

PARTING THOUGHTS
80 Further information

WHO DARES, WINS –  
WHO STANDS TO BENEFIT? 

CONSUMERS/SHOPPERS...
29 Let’s call them people

RETAILERS 
38 It’s time to redefine the business model

CONSUMER BRANDS
60 Creating unmatched opportunities to 

influence buyers

THE ENVIRONMENT 
74 The green gains of going digital

INTRODUCING 
THE STORE as a MEDIUM 
4  How physical stores can create media magic

8 A powerful new role for physical retail 

10  How it works 

12  Sale of the century – unlocking $100 billion in value 

15 Perfect timing – why this is a game-changer



INTRODUCING

HOW 
PHYSICAL 
STORES 
CAN CREATE 
MEDIA MAGIC

Picture this: A shopper walks into a 
supermarket and asks a shelf or screen 
where the basmati rice is. They get 
directions to the right place, with 
lights along the way to guide them, 
as well as a personalized discount 
on tikka masala sauce based on their 
previous purchases in the store.

Another possibility: A digital in-store 
display shows a snack brand’s video 
message, with content matched to 
the time of year, real-time weather 
conditions and the fact that school 

holidays have just begun. When 
shoppers respond to a call to action 
with a wave, thumbs-up or even a 
smile, the display unit dispenses a free 
cookie.

And another: Video advertising for 
moisturiser plays above a shelf in the 
health and beauty zone, with content 
adjusted according to the approximate 
age of the person nearest the display. 
If a shopper wants personalized 
advice, they can begin a voice chat via 
the display with a product expert.

as a
The next retail revolution spins 
on a central point: stores can be 
powerful tools for communication.
We call it “The Store as a Medium”. Here’s how it works.THE
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I T  I S  “ T H E  S TO R E  A S  A  M E D I U M ”

A recent real-world example of The Store 
as a Medium in action was executed for the 
cosmetics brand MAC, which partnered with 
Chinese social media giant Tencent. Interactive 
screens in the store real-time comments posted 
by online influencers (known in China as KOLs) 
on the social commerce app RED (Xiaohongshu), 
while augmented reality (AR) screens enabled 
shoppers to “try on” make-up products virtually. 

This is a world away from digital screens in 
stores showing TV ads on a loop. 

AND IT’S GOING TO BE
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A POWERFUL NEW ROLE FOR

PHYSICAL RETAIL.
That’s because online shopping is now the world’s 
biggest mass-participation sport. Around 2.1 billion 
people globally are buying from their computer or, 
more likely, their smartphone.

In 2020, e-commerce sales worldwide topped US$4.28 
trillion and they’re forecast to hit $5.4 trillion in 2022. 

Now that consumers have a choice of where and how to 
shop, real-world retail needs to reinvent itself, and fast.

This is widely seen as the retail sector’s greatest ever 
challenge. But it’s also a tremendous opportunity.

What if stores could bring value to a business – and their 
supplier brands – in ways other than distributing goods? 
What if there could be new revenue streams?

What if stores were less about shifting stock and more 
about warming hearts and changing minds?

JACKSON JEYANAYAGAM
VP, GM, DTC – THE CLOROX COMPANY

We are on 
the cusp of a 
true retailing 

revolution, 
and one 

powered by 
a sense of 
urgency.

WITH THE STORE AS 
A MEDIUM, PHYSICAL 
RETAIL CAN PLAY 
A UNIQUE ROLE IN 
PEOPLE’S LIVES – 
MAKING SHOPPING 
PERSONAL, DESIRABLE, 
INFORMATIVE AND 
SATISFYING...AND 
PROFITABLE FOR 
RETAILERS AND BRANDS.

Physical retail and a physical footprint is 
still a thing and it will always be a thing. 
Is it going to look different? For sure, but 
physical retail is still going to be relevant 

and anyone who says it isn’t, I think, is crazy.

SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021 98
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The store as a medium 
turns surfaces in physical 
stores into places where 
shoppers engage with brand 
communications, services and 
exciting new experiences – all 
things they can’t do in the 
same way via e-commerce. 

HOW IT

WITH THE STORE AS A MEDIUM, PHYSICAL RETAIL CAN PLAY 
A UNIQUE ROLE IN PEOPLE’S LIVES – MAKING SHOPPING 
PERSONAL, DESIRABLE, INFORMATIVE AND SATISFYING...AND 
PROFITABLE FOR RETAILERS AND BRANDS.

It’s where the Internet of Things meets 
programmatic advertising, machine learning 
and big data analytics – and becomes 
something very personal and powerful for 
retailers, brands and consumers.

In-store displays can adjust the brand 
messages they present so they are relevant 
to the individuals who are nearest to them. 

In ways that protect consumer privacy, 
screens can change the content they offer 
based on variables such as location, time of 
day, the weather – and even make changes 
depending on shoppers’ facial expressions. 

That means, at a fairly basic level, beer and 
soft drink ads in the hours ahead of a local 
football final, perhaps, or suggestions for 
quick family meals when the after-school 
shoppers come by. 

At a more advanced level, data inputs (like 
weather) combine with data collected via 
in-store sensors (like the approximate age of 
a nearby shopper). And that combines with 
retailers’ first-party data – real-time sales 
information from their physical and online 
stores.

Then all this data, some algorithmical magic 
and human insight are combined to ensure 
in-store media is highly relevant to individual 
shoppers, driving excitement and sales.
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UNLOCKING

BILLIO
NIN VALUE

12

The Boston Consulting Group (BCG) describes retailers as 
“racing toward a $100 billion high-margin annual revenue 
prize in retail media”.

As advertisers continue to reallocate their communications 
budgets, BCG sees that retail media is already on the way 
to becoming a major new advertising option, a “once-
in-a-generation sea change, not unlike the move from 
traditional to digital media over the past decade”.

In the online retail world, Amazon has already shown the 
value of becoming a media provider – it was estimated 
to be on track for $26 billion in ad revenue in 2021. And in 
China, where digital accounts for three-quarters of that.

Advertising on e-commerce sites has been such a hit 
because brands can instantly see the effect of their 
marketing spend on sales.

And now, millions of real-world retailers all over the 
world – and not just the biggest – have a chance to offer 
something similar, yet in a far more immersive way.

Retailers and their partner brands can generate an instant, 
measurable effect on sales and brand equity by informing 
and inspiring shoppers at the key “moment of truth”.

Make no mistake: developing The 
Store as a Medium is much more 
than a way of countering losses as 
e-commerce accelerates. And it is 
not a business expense. 

It’s a huge money-making 
opportunity for brands and retailers.

SALE OF THE
CENTURY.
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A vision of what The 
Store as a Medium can 
be has been around for 
close to a decade. In 
fact, the technology 
to make it possible has 
been available for years.

But now is the time to make it happen...
STEVEN BOAL 

QUOTIENT CEO AND FOUNDER 

The expansive in-store DOOH (Digital Out of Home) 
inventory enables brands to reach shoppers right 
when it matters most — when data indicates that 

intent is high and they’re ready to make a purchase 
— providing an unparalleled strategic opportunity. 

We’re giving marketers even more opportunities 
to develop a unified experience for shoppers, 

whether they’re shopping at their favorite brick 
and mortar locations or online.

PERFECT TIMING – WHY THIS IS A

GAME-CHANGER
RIGHT NOW.

15SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021
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The technology that powers The Store as a Medium – cameras, sensors, 
screens and data processing technology – has come down in price to the 
point at which even the smallest Mom and Pop store can afford it.

Emerging business models mean stores don’t actually have to buy the 
technology at all, and financiers from outside retailing are investing in the 
potential of The Store as a Medium. 

In late 2020, media and analytics company Quotient announced the 
launch of an in-store digital media network across 20+ retailers in the US, 
including Safeway and Walgreens.

More recently, start-up tech firm Austin GIS attracted $6 million in seed 
investment from the likes of HCL, Tech Mahindra and VSBLTY with plans for 
Infrastructure as a Service offerings that include The Store as a Medium.

And Swiss-based Sensormatic Solutions is working with Intel on innovative 
solutions for retailers to use The Store as a Medium.

The price is right

JOE JENSEN
VICE PRESIDENT INTERNET OF THINGS, GENERAL MANAGER OF 

RETAIL, BANKING, HOSPITALITY AND EDUCATION DIVISION, INTEL

With the industry continuing to shift and adapt to the 
challenges of COVID-19, it’s more important than ever to 
equip retailers with the technology and insights needed 

to solve new problems. (We are enabling) retailers 
to make sense of granular data, creating growth 

opportunities and driving positive business outcomes.

SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021 17
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 AKAMA DAVIES
GLOBAL DIGITAL OUT-OF-HOME PRACTICE LEAD, XAXIS

This is very much like the advent of advertising via connected 
television. At that time, TV advertising had been around for 
decades, and programmatic was also well established, but 
the opportunity to connect the two together enabled us 
to unlock personalization at scale, which is very much like 

Nirvana for many brands. It brought relevancy and efficiency 
of spend, and the chance to add that richness and relevance 
of creative experience as well. We've seen massive upsides 
for those who invested in it, and I see this as being exactly 
the same. The potential is enormous if the industry leans in.
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 LUKE HURD
DIRECTOR OF EXPERIENCE DESIGN XR, VMLY&R

There's a reason why people go to the store as opposed to shopping 
online: they want to take away what they buy with them right away, 

and they want an experience. At that key time when people are making 
a purchase decision in store, there are so many different variables – time 
of day, events, location and much more – and the fact that screens and 
shelves will be able to respond to all that is going to be huge. I believe 

that the more context you can add to a situation, the more dynamic you 
can become. The digital display can even become a virtual shelf, with 
big efficiency benefits for retailers and brands … and for consumers, 
who’ll be able to buy not just bread from a display, but suggested 

sandwich fillings and things to serve with them that change in real time.

21

After two years of living with 
COVID-19 and all the limitations 
on how we live, consumers are 
keen to get back to real stores – 
but they want more than just stuff 
to buy that they could get online.

Shoppers 
want MORE  
from shopping

20
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Brands can and often do sell directly to consumers, so 
they need the store to be a place that achieves more 
than distribution. A place where they can differentiate 
themselves when it’s decision time for shoppers, 
and a place where they can tell their story and build 
relationships with people.

Brands’ needs are changing

For retailers, the cost of doing business is rising. With so 
much shopping being done online, physical stores are 
starting to feel like a cost centre.

Stores need NEW 
SOURCES of revenue

 JON BIRD
EXECUTIVE DIRECTOR, VMLY&R COMMERCE

20 years on from Tom Cruise in ‘Minority Report’, we are 
not anticipating the future – we are living in it. Stores are 

no longer places to ‘store stuff’. Instead they are ‘stores of 
inspiration and information’, operating at the crossroads 

of creativity and commerce. At their best, stores offer the 
richest form of brand and product story-telling; engaging 

and entertaining shoppers by blending physical and 
digital in a way that is just not possible in e-comm alone.
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JAY HUTTON
CO-FOUNDER & CEO, VSBLTY

SaaM is where the internet of things meets 
media advertising, machine learning and big 

data analytics. That’s exciting for retailers and 
brands. Customers will find their shopping 

journey in stores—large and small—a lot more 
interesting when fun, engaging content and 
personalized information accompanies them.

The idea of the retail funnel, with stores at 
the bottom, no longer reflects consumer 
reality. Retail analytics, AI, digital networks, 
data and creativity are showing there’s an 
alternative. The Store as a Medium is a way 
to provide experiences shoppers love – 
better engagement and sales for brands, and 
a highly lucrative revenue stream for retailers.

It’s time for a  
retail REBOOT
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Download our Metaverse app and 
experience how our technology 
works at the many points of sale in 
our MiniMarts and our MegaMarts.

Travel up and down the aisles and see 
how the customer shopping experience 
is enhanced and how retailer profits can 
be driven and grown. From customer 
eye tracking and mood sensor cameras, 
to food bundling, dynamic pricing and 
programmatic advertising you’ll be 
entering the future of retail, now.

Store as a Medium Store as a Medium



WHO

The ultimate winners of any change in retail has to be people. They simply have 
to love it. And that’s because they have to consent to it. The best, most tailored 
experiences created by The Store as a Medium are powered by data. For 
shoppers to be happy with that, they have to believe they are true beneficiaries.

WHO 
STANDS TO 
BENEFIT?

CONSUMERS/SHOPPERS... 
LET’S CALL THEM PEOPLE

2928
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Several major markets saw online grocery sales double 
during the pandemic; in Turkey alone, online shopping 
shot up 49% in 2020.

Goldman Sachs analysts expect the rise in e-commerce 
adoption for CPG goods during the pandemic will be 
“one of the most durable post-COVID changes to the 
industry”.  

In the US, 20% of all consumer packaged goods sales 
are forecast to be online by 2024, up from around 10% 
just before the pandemic struck.

In that context, physical stores have to offer a real-world 
experience that people couldn’t get via e-commerce 
alone. They have to put the delight back into shopping.

Consumers will continue to shop in physical retail, 
not to tick things off a shopping list, but for the 
experience. In stores, shoppers can touch, try, talk to 
knowledgeable staff and find inspiration.

This is where The Store as a Medium really shines. Stores 
and brands can use it to entice, engage, entertain 
and interact with shoppers, providing highly relevant 
messages that are magical, memorable and personal.

PERSONAL SHOPPING.

Online shopping is now the world’s 
biggest-participation past-time, 
with close to 10 times the number 
of people globally taking part as 
playing the world’s most popular 
sport, soccer/football. 

EXPERIENCES 
WORTH GOING 
OUT FOR
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• Understand something about the shopper who’s 
looking at or approaching them. Like a good 
sales associate, it can adapt content to make 
choosing easier and maximize sales.

• Use facial expressions, eye tracking and other 
sensors to gauge the likely emotional state of the 
shopper. Are they relaxed and in the mood to 
watch a funny video, or anxious and in a hurry?

• Chat with a shopper using natural language 
to help people find the product, inspiration or 
experience they want.

• Alert a shopper to the fact they’ve just added a 
product to their basket that contains something 
a family member is allergic to. 

• Signal that a nearby item is on a friend’s birthday 
wish list and is available in their favorite color.

The Store as a Medium enables 
screens, shelves, cooler doors 
and other displays to be so 
“smart” they can:

JESSICA SPENCE
PRESIDENT OF BRANDS, BEAM SUNTORY INC. 

 

Nirvana for us is getting to a point where we know 
who we're talking to and to use every touchpoint as 
a moment in which we do a few things: we of course 

drive messaging and engagement, we collect data, and 
we actually enrich our understanding of that person in 
a meaningful way. We make a sale where we can...(and 

aid) people's ability to play an active role as an advocate.

SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021 33



The most powerful deployments of the store as a 
medium do use data about shoppers, but without 
capturing personally identifiable information, or PII. 

Sensors can count shoppers, determine their likely 
age and even ethnicity, measure how long they stay 
in certain areas, note how facial expressions change 
and observe what shoppers do after interacting 
with a smart screen or shelf. 

The technology “knows” a lot about what is going 
on in a store, but is deliberately configured so it 
does not know the identity of who is doing what.

Even when smart surfaces are linked to 
geotargeting of mobile phones, it’s not people 
being followed, but devices belonging to 
anonymous owners being logged in different 
places. A smartphone can be tracked watching a 
video on a supermarket fridge door, and that can 
be linked with a sale 20 minutes later, but no one 
knows who that shopper was. 

The anonymization of data means retailers and 
brands using The Store as a Medium technology are 
compliant with the European Union’s General Data 
Protection Regulation (GDPR), widely seen as the 
gold standard on personal privacy.

The Store as a Medium not only 
respects people’s data, it respects 
shoppers’ time and informs their 
shopping decisions. It helps brands 
and stores fulfil people’s emotional 
and functional needs, and it 
responds to different need occasions 
in relevant ways that feel perfectly 
timed – without being creepy.

THAT RESPECTS 
AND REWARDS 
SHOPPERS

A VALUE EXCHANGE
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It also makes it easy to comply 
with the California Consumer 
Privacy Act, which allows 
consumers to opt out of data 
collection linking location with 
an individual or household. 

Legalities aside, every 
business wants to be 
respectful of their customer’s 
privacy and the value of their 
data to avoid being seen as 
creepy, at the very least.

The best will learn from the 
online advertising world 
when it comes to getting 
the balance right on data 
privacy and the provision of 
services. Just as many people 
are happy to have advertising-
supported free access to their 
favourite social networks, they 
are likely to agree to share 
their information if they feel 
they’re getting something 
equally valuable in return. 

There must be absolute clarity 
about the data that is or is not 
being collected or shared, in 
order to reassure consumers 
who are, understandably, 
protective of their data.

SHENAN REED
SVP AND HEAD OF MEDIA, L’ORÉAL 

Advertising, done well, should be a service to the 
consumer. It should engage, enlighten, educate or 

entertain. Our consumer is giving us this gift of their 
time and attention. How do we ensure that we’re 
responding in kind and giving them something of 
value, thinking about their needs and desires first?

SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021 37
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IT’S TIME TO 
REDEFINE THE 
BUSINESS MODEL

RETAILERS

STORE SUCCESS.
A FRESH APPROACH TO

With so much shopping done 
online, physical stores start 
to feel like a cost centre, and 
many retailers have been 
reducing store footprints 
or closing stores entirely to 
reduce operating costs. 

In 2020, the US alone saw a record 12,200 stores close 
their doors, and in the UK, stores were shutting down at 
the rate of 48 per day.

But what if stores could operate more efficiently, boost 
sales and better engage consumers and partner brands?

The role of a store as a medium becomes much more of 
a place to transact. It becomes a place for interaction. 
A place where experiences come to life – retailer and 
third-party brand experiences. 

38
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PATRICK MCLEAN
SENIOR VP & CMO, WALGREENS

We actually built a media business... Walgreens Advertising 
Group is our retail media business and we’re leveraging all of the 
capability that we’ve built and passing that on, particularly to our 
CPG partners, to our pharma partners, so that they can access our 

customers through the same technology that we built for ourselves.

If you’re a L’Oréal or a Coke or any CPG company and you’re 
spending money on television advertising and radio, that’s largely 
a very non-targeted media, this is an opportunity to get incredibly 
efficient. And the power of this is we can actually close the loop. 
We know when somebody transacted with us as a result of the 
advertising that we’re serving on behalf of that supplier partner.

SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021

1. They generate advertising revenue from 
brands whose products they stock

2. Sales rise because the in-store brand 
messaging is personalized and powerful

3. Screens and sensors generate a data 
stream that helps the store and brands 
better meet shoppers’ needs

4. Stores can use the technology to 
improve efficiency, reduce shrinkage 
and prevent out-of-stock problems

5. Supplier brands using The Store as a 
Medium get greater value from the 
relationship with the retailer as sales 
and consumer sentiment improve

6. Shoppers get more from the 
experience, and visit more frequently

SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021

KEY WAYS
THIS HELPS

RETAILERS
IN

The experiences that retailers and brands create for shoppers 
are at the heart of The Store as a Medium’s success. They give 
shoppers something special and memorable that goes beyond 
the products they buy.

Brands’ own stores show why they work. Look at Nespresso, 
with its high-end boutique-style outlets offering consultation 
lounges, gifting areas and tastings. And Nike’s flagship stores 
offer customisation opportunities and the chance to try before 
you buy on scaled-down basketball courts and soccer pitches.

Brand storytelling has traditionally been the role of media 
– something for a TV commercial. Now, stores can BE the 
medium, immersing shoppers in a creative branded experience 
– and steer clear of discount-focused shopper marketing.

41



Higher store sales are the other big benefit, both for 
retailers and brands, as more engaging in-store experiences 
lead shoppers to spend more and return more often.

The software company VSBLTY, which is pioneering 
some of the technology being used to power the store 
as a medium, has seen double-digit increases in sales on 
products promoted via smart screens and shelves. And 
Nielsen has found that four out of five brands achieve a 33% 
increase in sales after adopting digital signage.

These displays get noticed in ways more traditional point-
of-sale promotions no longer do. A Nielsen study found that 
74% of people notice monitors installed at the point of sale.

Around 48% of shoppers remember seeing an 
advertisement on a screen, and 19% say they made an 
unplanned purchase of something they saw promoted 
digitally in a retail setting, Arbitron research shows.

Advertising revenue is the 
biggest win for retailers – a 
market that, as we’ve seen, BCG 
values at $100 billion a year.

HOW INVESTING 
IN IN-STORE 
MEDIA PAYS OFF

PAYBACK TIME.

SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021

ROB MASTER
VP MEDIA & DIGITAL ENGAGEMENT, UNILEVER

If you’re a retailer, there are so many reasons 
why you want to be in the media business. It’s a 
great margin business, it’s an opportunity to take 
advantage of the traffic you have in your store, 

and markets love to reward digital marketing and 
media businesses. The retailers have got every 

incentive to be successful and drive in that space.
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- Promotions and pricing can be adapted in real time based 
on who is shopping and current stock levels

- Stores will be able to see which items shoppers pick up 
and what gets left on the shelf

- Retailers will see a shopper’s route after they interact with 
brand messages, and can adapt store layout accordingly

- Campaigns can build relationships that go beyond the time 
the shopper spends in a store via the data they generate 

- A baking promotion with a recipe card could become a 
highly animated digital display, offering a recipe via a QR 
code. Shoppers who scan it could later be encouraged to 
share their pictures on social networks

- Smart fitting rooms “know” which items have been 
brought in, so can then recommend in-stock co-ordinating 
items, up-selling and cross-selling

The Store as a Medium enables 
retailers to re-engineer 
operating ratios that have 
existed for decades regarding 
staff costs, shrinkage and sales.

OPPORTUNITIES

ADVERTISING

DIVIDEND.
THE DATA

Data generated by the 
technology will provide 
deep insights into shopper 
behavior, which can be used 
to optimize store layout, 
assortment, promotions and 
the shopping experience.
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MARISSA JARRATT
CMO, 7-ELEVEN

SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021

We're maturing from a marketing perspective, looking at how we leverage 

all of our first-party transaction data to better understand who our 

customers are to provide them with more meaningful and relevant content.

We were founded in 1927, and if you imagine you’re a store owner in 1927, 

you've got neighborhood customers coming in and they’re people you 

know. Rob lives one street over and he comes in every Wednesday to get 

some ice. Mary-Jane comes in every Thursday to pick up a gallon of milk. 

You know all of your customers by name, and you know what they want and 

what they need. That's personalization. They were doing that in 1927, right? 

We want to get to that level ultimately, and enable our store 

associates and our franchisees to treat our customers in that way 

so that we can serve them at the highest possible level. We’re 

maturing on the marketing side of that journey, with big aspirations 

to provide just an awesome experience to our customers and 

engage with them in ways that are new and different and fun, to 

really transcend price-value type economics and get to experience.
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- Spot anomalies in shopper behavior, trolley 
location, refrigeration and food quality

- Identify when bins need emptying, and keep track 
of lighting and air quality

- Track worker safety, alerting someone if 
unusual movement or a sudden change in body 
temperature is monitored.

- Call in contractors before an appliance develops a 
fault – and check a contractor’s invoice matches the 
time actually spent on the job

- Alert staff and ordering systems to stock running 
low or being in the wrong place, reducing costly 
“out of stock” issues

- Help staff understand what is and isn’t driving sales 
and shopper satisfaction, enabling them to engage 
more deeply and effectively with shoppers

The technology behind The Store as a Medium helps retailers take 
a step along the route to becoming a fully digitised and immersive 
experience.

In China, Freshippo is a chain of real-world stores developed by 
e-commerce giant Alibaba. Shoppers at Freshippo can scan any item 
– even a still-swimming fish – to find out about its provenance and get 
serving suggestions. They can even click to have it cooked and served 
to them in the in-store restaurant.

The combination of online and offline retailing to create an amazing in-
store customer experience is being driven by stores in China. In leading 
e-commerce categories such as consumer electronics and apparel, 
where online accounts for 40% of retail sales value, physical stores are 
increasingly focusing on product experience, and using some of the 
space for omnichannel fulfilment.

The infrastructure used to power 
The Store as a Medium can also can 
be linked with IoT infrastructure to 
improve store efficiency.

EFFICIENCY
GREATER

SENSORS, DATA AND AI CAN:

48
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JEN SOCH
EXECUTIVE DIRECTOR, SPECIALTY CHANNELS, GROUPM 

SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021

THE MEDIA 
OPPORTUNITY.

Brands that operate 
their own stores are also 
deploying The Store as a 
Medium, just in different 
ways to supermarkets, 
department stores and 
convenience stores.

IN SINGLE-BRAND STORES I’m really excited by the possibilities and potential 
(of digital out of home). I don’t think we all expected 
the amount of data we could get on the other side, 

and what’s really been a pleasant surprise is the 
optimization we’re able to do... almost in real time; 

it’s an incredible game-changer for all of us.
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Adidas, for example, has used large touch 
screens to display a moveable carousel 
of virtual shoes alongside real shelves of 
footwear. The display allows a much greater 
range to be presented in stores where 
there’s a premium on floor space, and gives 
shoppers a chance to find out more about a 
product and how it’s made.

Single-brand stores do not sell ad  
space to other brands, but they can:

- Create immersive, personalized and on-brand 
experiences tailored to the shoppers in store at 
the time

- Showcase new products, tailored to the person 
nearest to a shelf/display

- Offer virtual trying-on of clothing, accessories and 
even cosmetics

- Make gift suggestions through natural 
conversation

- Build outfits using products a shopper already 
owns

- Connect shoppers to a real-world product advisor

52
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The Store as a Medium is applicable 
to ALL stores, not just the big 
multinationals. It can be achieved in a 
coffee shop, corner store or a “Mom 
and Pop” store.

The technology required can be set 
up quickly and done at little or no 
cost – and be profitable from day one.

A typical retailer could activate 
an end cap or smart shelf or other 
surface location for around $150 a 
month, and generate around $600-
$700 in revenue from it.

 AKAMA DAVIES
GLOBAL DIGITAL OUT-OF-HOME PRACTICE LEAD, XAXIS

It's really where the rubber meets the road. The store is still where the 
majority of sales happen, even though e-commerce has been rising rapidly, 

particularly over the past two years, but while consumers are taking a 
more connected journey, 70% of sales are still happening in stores. We 
used to talk about outdoor media as 'the last mile,' but for the in-store 
opportunity, it's literally the last minute before a transaction, and this is 
where you can create that touchpoint and influence a sale. It's the true 
battleground, where the equity you've built as a brand, and the loyalty 
you've established, has a last chance to stand out against potentially 

hundreds of competitors in a contextually relevant and highly creative way.
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NOT JUSTFOR THE

HOW SMALL 
RETAILERS CAN JOIN 
THE REVOLUTION
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But, given that they account 
for more than half of all beer 
sales in the region, they are of 
huge interest to Pedro Garavito, 
VP Tech & Transformation, 
CTO, Middle Americas Zone, at 
Anheuser-Busch InBev.

ABI is working with around 1,000 
Mom and Pop stores in the region 
on The Store as a Medium. A joint 
venture involving ABI provides 
Wi-Fi to stores that don’t already 
have it, and smart screens that 
show promotional material for ABI 
and other CPG brands.

STORES
Mom and Pop stores in 
Latin America seem an 
unlikely part of the global 
retail sector to be at the 
cutting edge of what’s 
possible when smart 
screens, sensors and 
machine learning combine.
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“They’re the biggest sales channel in Latam 
and of course they’re under a lot of pressure 
from the modern trade, so we’re also trying 
to help them with tools to identify pain points 
they might have,” Garavito says.
As well as using smart screens to drive footfall to Mom and Pop stores, 
and boost sales once shoppers enter, the joint venture is able to help 
store owners by giving them information the technology generates 
about their customers (within the bounds of privacy restrictions).
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PEDRO GARAVITO
VP TECH & TRANSFORMATION, CTO, MIDDLE AMERICAS ZONE, 

ANHEUSER-BUSCH INBEV

We’re in a sweet spot now. It’s the right moment and the 
right time; we have enough penetration of Wi-Fi and mobile 

in stores to really deploy tech at scale and do personalization. 

It enables you to have out of home in the moment of the 
decision being made, and it’s all measurable with cameras 

that understand age, gender...that gives you a deeper 
relationship with consumers.

Sensors enable testing of 
multiple creative options; 
facial expressions quickly 
indicate what consumers like. 
This ability to test and learn 
fast is one of the biggest 
benefits of The Store as a 
Medium, Garavito says.

In Colombia, for example, 
it’s become clear that price 
promotions are best for 
attracting shoppers to a store. 
Once inside, brand advertising 
encourages them to trade up 
to more premium products.

Messaging can be adjusted 
according to the location of 
a store, the season, time of 
day and local events. Sensors 
can also ensure that when 
someone who looks under 
the legal drinking age enters a 
store, they are served a snack 
or soft-drink ad, not an ad for 
beer.
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“Those sorts of capabilities are only available with this 
kind of technology,” says Garavito.

The joint venture ABI is part of also uses The Store as a 
Medium in supermarkets in the region, and it is deployed 
in ABI’s own network of 10,000 Modeloramos retail stores.
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The Store as a Medium gives brands an opportunity to make a big, 
positive impression at the moment a shopper has an opportunity buy.

In physical retailing, around 70% of purchase decisions are made after 
a person enters a store. In addition, 80% of in-store shoppers make an 
impulse purchase. That compares to just 6% of shoppers online. 

That means there’s an awful lot of money available to play for, and 
brands have every incentive to invest in winning hearts and minds 
(and wallets) in stores.

WINNING

MAKING A

AND
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CREATING 
UNMATCHED 
OPPORTUNITIES TO 
INFLUENCE BUYERS

CONSUMER BRANDS  



The Store as a Medium enables brands to:

- Tell compelling stories about their brand 
heritage and product provenance

- Demonstrate what makes their products unique 
and justify their pricing

- Help shoppers find the product in a range that’s 
just right for them

- Present and explain personalized offers, 
including rewards for loyalty

- Adjust promotions based on product availability

- Connect shoppers with a brand’s own experts 
for one-to-one advice

- Invite shoppers to ask questions and check 
reviews

- Show shoppers which products are trending on 
social channels they follow

- Point out that a shopper’s friend has the same 
item as the one they’ve picked up JOSHUA RICHARDS

TECH DIRECTOR, KLICK HEALTH

Contextual creative is the idea of taking your creative and 
the environment and putting those things together to 

get to the magic. It could be as simple as referencing the 
location that you’re in, or you could go deeper and look 
at things like financial data, traffic data or whatever else 
you can pass into that. What’s cool is that this can be so 
much more effective than just a static piece of creative.

SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021

The ability for brands to test and learn, fast, is 
another big advantage of using The Store as a 
Medium. Results are instant and transparent. 
Brands can:

- See clear, real-time evidence of the impact 
of marketing activity on same-store sales

- Adjust creative according to what works 
best, while a campaign is live

- Move away from paying for impressions 
and towards paying for outcomes
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FRESH CANVASFOR
A

The Store as a Medium provides brands with a 
vast creative canvas on which they can combine 
rich sources of data with exciting imagery, sounds 
and interactive opportunities for shoppers.

It brings together the best of what’s being 
achieved online, using data-based personalization, 
and the most exciting aspects of what can be 
done in person: responding to the individual, their 
circumstances and even the way they feel.

It will inspire a new genre of advertising creativity, 
one as different and exciting as the change that 
took place when television advertising first 
became possible. 

Over time, it will become possible for a single 
screen or surface to be poised to present one of 
millions of pieces of creative content – or even 
create it on the fly as a shopper approaches – 
based on machine learning about what works, 
what’s known about the shopper, and billions 
of other data points coming together at just the 
right moment.

The shopper will feel an ad has been created 
just for them. Because that’s what will be 
happening, with enormous benefits for shoppers’ 
relationships with brands.

Determining exactly 
how to use The Store as 
a Medium is a creative 
challenge like none that 
has gone before. 

Yes, there are screens 
involved, but to use thThe 
Store as a Medium as 
simply another screen in 
a different location would 
be to miss the point – 
and the opportunity – 
almost entirely.

6564



But it’s the ability to close 
the loop between a person’s 
interaction with a brand’s 
message and the purchase 
decisions they make that gives 
The Store as a Medium such 
tremendous power.

Pair that with programmatic 
buying – widely used online 
but still new for other screen-
based advertising – and The 
Store as a Medium offers 
brands the opportunity to 
make a big impact, and to do it 
with unprecedented efficiency.

DAVID NORTON
GLOBAL CHIEF TECHNOLOGY OFFICER, HOGARTH WORLDWIDE

This is a completely new medium and it requires a new 
creative approach. The opportunity to turn almost 

any surface in a store into an intimate consumer 
experience is both the opportunity and the challenge 
for brands, and it’s incredibly exciting. The Store as a 

Medium must be interactive and intuitive. Brands have 
the chance to bring some killer ideas to life.
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- DAVID SMOLLAN
CEO, SMOLLAN GROUP

Traditionally, there’s been a huge lag time between point-
of-sale data being generated and it reaching brands. Now, 

there’s an immediacy that opens up a whole world of 
attribution analysis that just wasn’t available previously. 

Brands can quickly see the effect of their in-store media, and 
that informs their supply chain and their communications 

plans. It’s encouraging a much more data-driven approach.



70 71

GREG MACDONALD
VP MARKETPLACE PARTNERSHIPS, YAHOO!

We have the ability with 
technology now to combine MAD 

MEN creative with MATH MEN data.

With The Store as a Medium, gone 
are the days of brands running a 
campaign in store, then waiting 
for monthly sales figures to roll in 
to see whether it worked.

SUCCESS.
MEASURING

A spike in sales among shoppers who have been 
exposed to or have interacted with a brand 
activation in a store is the obvious metric to track. 
It’s an easy one to measure and a highly compelling 
one, but it’s far from being the full story.

Sensors that form part of The Store as a Medium 
infrastructure can track a person’s dwell time in 
front of a screen or surface, as well as noting their 
facial expression. These provide a strong reflection 
of a person’s sentiment towards a piece of work, 
which is closely connected to brand sentiment and, 
in turn, preference and likelihood to consider or buy.

SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021
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RESULTS.
REAL-WORLD

Walgreens Senior VP & CMO Patrick 
McLean, speaking at the DPAA 
conference in 2021, said the average 
brand generated a 7:1 return on ad 
spend using The Store as a Medium Incremental sales 

lift for promoted 
products using 
Barrows connected 
end caps, which 
generate an average 
of 12–15 seconds of 
quality dwell time LEON NICHOLAS

VICE PRESIDENT, RETAIL INSIGHTS & SOLUTIONS, WESTROCK 

Digital screens, shelves, and surfaces powered by 
sensor-driven analytics and AI will transform retail stores 
into dynamic advertising platforms. Stores will transition 

to higher profit centers, driving revenue for retailers, 
ROI for brands, and targeted engagement for shoppers.

SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021SOURCE: DPAA VIDEO EVERYWHERE SUMMIT OCTOBER 2021 73



AKAMA DAVIES
GLOBAL DIGITAL OUT-OF-HOME PRACTICE LEAD, XAXIS

Our clients are asking more and more for greener plans, and 
digital screens allow us to do that extremely effectively by 

saving on materials and carbon footprint of transporting the 
assets. The added bonus is the ability to develop creative 

for a range of scenarios – like the national team's progress in 
a football tournament – and then launch it at the right time, 
just in the most relevant stores or across a whole market. 

You can be very agile and maximize those moments.

ENVIRONMENT.
THE

Traditional point-of-sale communications 
are big users of paper and cardboard. 
A promotion might only run for a week, 
but the waste lasts much longer, and 
the environmental cost of shipping and 
collecting it is significant as well. 

Retail displays contribute to around 1 
billion kilograms of cardboard waste each 
year.

Digital activations that can be updated or 
changed at the touch of a button promise 
to reduce that waste.
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THE GREEN GAINS 
OF GOING DIGITAL
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The skills required to make 
The Store as a Medium a 
success are very different 
to those needed to be a 
successful retailer or CPG 
brand. 
That’s why The Store WPP is working closely 
with Intel and VSBLTY, to make the jump to 
using The Store as a Medium as easy as possible.

We’re offering a turnkey solution that includes 
guidance guidance on funding, strategy, 
content development, tech installation and the 
maintenance and management of the program. 
All this optimizes the impact of communications 
– and revenue – for the benefit of all parties.

ADD TO

YOUR TECH 
AND SKILLS 
SHOPPING LIST
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WE CAN:

- Digitise shelf, screen cooler, end 
cap or other surface in a store at 
zero cost to the retailer; we will 
lease that surface, and ad revenue 
would be shared. 

- Introduce you to alternative 
business models involving shared 
investment, a share of media space 
for the retailer, plus a share of third-
party ad sales.

WE CAN GUIDE YOU SO THAT…

On day one: The Store as a Medium is profitable for 
retailers and beneficial for brands and consumers.

In the immediate future: Retailers generate advertising 
revenue from smart in-store media, and drive shopper 
engagement and higher sales.

Longer term: When retailers’ first-party data is 
combined with sensor data, the potential for 
personalizing, refining and optimizing is even more 
lucrative.

THIS IS NOT JUST A SERVICE 
TO A RETAILER OR BRAND’S 
MARKETING DEPARTMENT. 
IT’S AN OPPORTUNITY TO 
RE-ENGINEER YOUR BUSINESS 
TO OPTIMISE INCOME AND 
PROVIDE AN EVEN FULLER 
SERVICE TO YOUR CUSTOMERS.

PEDRO GARAVITO
VP TECH & TRANSFORMATION, CTO, MIDDLE AMERICAS ZONE, 

ANHEUSER-BUSCH INBEV

We’ve been doing in-store media for a long time, mainly posters, 

but it’s quite a challenge to be efficient. Every time you deploy a 

new project, it takes weeks to get all the materials out – we cover 

from Mexico to Peru – and to have them in excellent condition. 

The possibility of being able to do all that remotely and instantly 

via screens is a huge advantage. It’s a great beginning. To be 

able to have an out of home brand experience at the moment 

a decision is being made is amazing. We’re just starting, it’s not 

easy, but there’s a lot more to come.
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TO FIND OUT MORE ABOUT THE  
STORE AS A MEDIUM, LEAP INTO  
THE METAVERSE WITH US AT: 

https://www.storeasamedium.com
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David Roth, WPP
David.Roth@wpp.com

Maroun Ishac, Intel
maroun.i.ishac@intel.com

IT’S HAPPENING NOW

DON’T  
MISS OUT

IT’S COMPLICATED

BUT NO 
SWEAT

IT’S A TEAM GAME

DO DROP 
US A LINE

Writing: Jo Bowman
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