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Background: 

• In 2022 the ANA fielded it’s first member survey on usage and 
Attitudes toward Retail Media Networks 

• Published in early 2023; one of the “most downloaded” ever, 
reflecting the industry’s huge interest in the topic 

• Round Two fielded in late 2023 to capture shifts and trends with a 
publishing date of early 2024

• Today we’ll share a first look at some of our initial findings 



Some Initial Findings: 

Marketers seem to be pumping the brakes a bit after 
thoroughly kicking the tires: 

• Incidence of use as well as total number of RMNs used are both 
essentially flat YOY.

• Total RMN spend is still likely to increase YOY, but at a lower pace 
than the past few years. 



Some Initial Findings: 

However, Marketers also seem genuinely optimistic 
about the future potential for RMNs: 

• They’re already going beyond the simple transaction to explore 
mid and upper funnel objectives 

• They fully expect RMNs to transition from the current “cost of 
doing business” mindset to “valuable marketing tool” in the next 
couple years



Some Initial Findings: 

And with budgets fairly fixed, the onus is on the platforms 
to prove that they can truly deliver holistic, full-funnel 
programs in order to justify shifting dollars from existing 
programs, or even incremental spend. 



A first Look at some Key Charts
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