The State of Retail Media
Market in Scotland

Retail media, a fast-growing sector 1in the advertising
industry, is making waves across the UK, and Scotland is no
exception. As traditional advertising models evolve and
digital commerce becomes more ingrained in consumer behavior,
retail media has emerged as a powerful tool for businesses to
connect with customers directly at the point of purchase.

However, like other parts of the UK, Scotland’s retail media
market faces 1its own set of unique challenges and
opportunities.
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The Retail Media Market in Scotland

Scotland’s retail sector is diverse, ranging from local,
family-owned businesses to large-scale national and
international chains. As e-commerce has accelerated in recent
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years, especially in the wake of the pandemic, many Scottish
retailers have increasingly embraced retail media as a way to
expand their revenue streams and drive more targeted marketing
efforts.

Scotland’s retail industry is uniquely positioned for the
growth of retail media, given its strong mix of urban and
rural markets. Retailers with a physical presence are
investing in omnichannel strategies, blending online and
offline experiences for consumers, while purely online
retailers are leveraging data-driven insights to improve
customer engagement. The trend is fuelled by the fact that
Scottish consumers are becoming more digitally savvy, with
online retail sales seeing substantial growth across all age
groups.

Key Players in Scotland’s Retail Media Landscape

Several retailers are leading the way in Scotland’s retail
media market, helping to shape the sector and set benchmarks
for other businesses to follow.

1. Tesco

Tesco, the UK's largest retailer, has been one of the
major players in the retail media space across the UK,
and this influence extends to Scotland. Tesco’'s online
platform, Tesco Media and Insight, powered by Dunnhumby,
provides brands with extensive opportunities to target
Scottish customers using Tesco’'s first-party data. This
includes personalised ads on Tesco’s website, app, and
in-store promotions.

2. Sainsbury’s
Sainsbury’'s has also expanded its retail media
capabilities through 1its Nectar360 programme. Like
Tesco, Sainsbury’s leverages customer loyalty data, in
this case from the Nectar loyalty scheme, to provide



brands with tailored marketing opportunities. With a
significant presence in Scotland, Sainsbury’s allows
advertisers to target Scottish consumers across both
digital and physical platforms.

3. Boots

Boots, a well-established pharmacy and health retailer,
has also embraced retail media through its Boots Media
Group. This platform allows brands to advertise to a
highly engaged customer base, both online and in-store.
Boots’ prominence in Scotland, particularly in wurban
centres, gives it a strong position in Scotland’s retail
media market, especially in the health and beauty
sectors.

4. Co-op

Co-op is a retailer with a deep-rooted presence 1in
Scotland, especially in rural areas. The Co-op Media
Centre provides brands with the ability to engage with
shoppers in local communities, making it a unique player
in the market. Co-op’s focus on community-driven
retailing allows brands to connect with consumers in a
more personalised and locally relevant way.

5. ASDA
ASDA, with its ASDA Media Partnerships, 1is another
significant player. Its media platform offers brands
access to extensive shopper data and the ability to
reach consumers through in-store and digital channels.
ASDA’'s strong presence in Scottish cities makes it a key
player in retail media within the region.

Challenges Facing Scotland’s Retail Media Companies



While retail media offers significant opportunities for
Scottish retailers and brands alike, it is not without its
challenges. Retailers looking to grow their media networks
must navigate a complex landscape shaped by technological,
regulatory, and competitive pressures.

1. Data Privacy and Compliance

One of the foremost challenges in the retail media space 1is
data privacy. Scotland, like the rest of the UK, operates
under stringent data protection regulations such as the
General Data Protection Regulation (GDPR). These regulations
place strict limits on how retailers can collect and use
customer data for advertising purposes.

Retailers must ensure they are fully compliant with GDPR when
using first-party data to deliver targeted ads. Failure to
comply can lead to substantial fines and damage to consumer
trust, which is particularly crucial in Scotland’s close-knit
communities, where word-of-mouth and reputation play a
significant role in consumer choices.

2. Technological Infrastructure

For many retailers, particularly smaller or regional
businesses, the technological infrastructure required to
support a robust retail media network can be a barrier.
Setting up a retail media network requires not only investment
in technology but also in talent with expertise in digital
advertising, data analytics, and omnichannel marketing.

Larger retailers with deep pockets, such as Tesco and
Sainsbury’s, can more easily make this investment in retail
media services — turnkey development. Meanwhile, smaller
Scottish retailers may struggle to compete on this front,
limiting their ability to take full advantage of retail
media’s potential.

3. Cross-Channel Integration
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Scottish retailers face the challenge of integrating their
online and offline channels to create a seamless shopping
experience. The key to a successful retail media strategy lies
in omnichannel marketing, where customer data and brand
engagement flow smoothly between physical stores and digital
platforms. However, achieving this integration can be
difficult, especially for retailers that still operate with
siloed systems where online and in-store customer data do not
easily overlap.

4. Attribution and Measurement

Measuring the success of retail media campaigns 1is another
challenge. Brands expect clear and quantifiable returns on
their investment, but accurately attributing sales to a
specific campaign, particularly when customers interact with
multiple channels before making a purchase, can be difficult.
Retailers must invest in better attribution models that can
track consumer behaviour across touchpoints to demonstrate the
true value of their media networks.

Conclusion

The retail media market in Scotland is an exciting space with
immense potential for growth. With major players such as
Tesco, Sainsbury’s, and Boots leading the charge, the sector
is poised to continue expanding. However, the challenges
facing Scottish retailers, from data privacy concerns to
technological 1limitations, are significant and require
strategic investments and careful planning.

As more brands recognize the value of retail media, retailers
in Scotland will need to focus on integrating data across
channels, ensuring compliance with data regulations, and
building the technical and analytical capabilities required to
support a flourishing retail media ecosystem. For those that
can successfully navigate these challenges, the rewards will
be substantial, providing a new revenue stream while deepening



customer relationships in an increasingly competitive retail
environment.



