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The winners in this
new era will not be
the biggest, but
the smartest.

INTRODUCTION

A Tectonic Shift in Advertising

The retail media industry isn't just
growing; it's exploding. Now a
dominant force in the digital advertising
landscape, retail media networks
(RMNSs) are on a blistering trajectory,
projected to become a $160 billion
global market by 2027(*1). In the U.S.
alone, ad spend is set to surge past
$60 billion in 2025, eclipsing traditional
social media channels and challenging
the long-held dominance of search(*2).

This seismic shift, accelerated by the
pandemic’s e-commerce boom, has
cemented retailers as the new titans of
advertising. Powerhouses like Amazon,
Walmart, and Target are leveraging
their unparalleled first-party data and
deep shopper insights to build
sophisticated media empires.

$160
BILLION

Global Market
by 2027

60
BILLION

Ad Spend
in 2025

Hot on their heels, a new wave of
players—from grocery and pharmacy
chains to delivery platforms and niche
e-commerce sites—are launching
their own RMNSs, creating a vibrant
but fragmented ecosystem.

Yet, this gold rush is fraught with peril.
Advertisers, inundated with choice,
demand demonstrable ROl and
frictionless, omnichannel experiences.
Meanwhile, RMNs grapple with fierce
competition, talent shortages, and the
immense pressure to build scalable,
profitable operations with lean teams.

The winners in this new era will be the
RMNs that master the discipline of
Revenue Management—a strategic
approach to optimizing sales, inventory,
and pricing. This white paper provides
a clear roadmap for navigating the
critical challenges and seizing the
opportunities that will define market
leaders over the next 18 months.
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The "Do More with
Less" Dilemma

Retailers are under immense
pressure to scale their RMNs with
startlingly lean teams. Many lack
dedicated ad operations or sales
staff, forcing existing e-commerce
or marketing personnel to juggle
media network management with
their primary duties. The talent
market is a battleground; fierce
competition for the few experts with
a hybrid of retail, media, and tech
skills leads to high turnover and
knowledge gaps. This operational
strain forces teams into a constant
state of manual, repetitive work:
wrestling with spreadsheets for
campaign planning, manually
trafficking ads, chasing down
reporting data, and struggling

with clunky inventory management.
The result is not just inefficiency
but burnout, high error rates, and

a ceiling on revenue potential.

The Omnichannel
Imperative

The days of relying solely on on-site
sponsored product ads are over.
The modern advertiser demands
holistic, full-funnel solutions that
connect with shoppers at every
stage of their journey—from off-site
programmatic and Connected TV
(CTV) to in-store digital screens

and social media integrations.

For most RMNs, mastering on-

site inventory was the easy part;

the real challenge lies in unifying
this sprawling omnichannel
landscape. Brands and agencies are
consolidating their buying teams
into omnichannel units, creating a
clear preference for RMNs that offer
a single point of entry for integrated
campaigns. Without a unified view,
RMNss struggle to execute, measure,
and optimize across channels,
leaving significant budget on

the table.

=== THE FOUR CORE CHALLENGES HINDERING SCALE
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The Yield Management
Puzzle

RMNs face a unique and complex
yield puzzle. The most coveted
inventory, like homepage placements
and top-of-search sponsored listings,
often sells out instantly, while newer
or off-site formats struggle to gain
traction. This creates a volatile
supply-and-demand environment
where balancing pricing between
high-margin, direct-sold deals and
programmatic channels is a constant
challenge. Furthermore, profitability
is easily eroded. The hidden costs
associated with custom creative,
complex data solutions, and last-
minute campaign changes can
decimate margins if not managed
meticulously. Most RMNs lack the
real-time data infrastructure needed
to dynamically optimize pricing,
forecast inventory, and ensure every
campaign contributes positively to
the bottom line.
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The Data Insight Gap

Data should be an RMN's greatest
asset, but it is often its biggest
liability. Critical information is
fragmented across a patchwork of
disconnected systems: e-commerce
platforms, ad servers, DSPs, CRMs,
and ERPs. Generic, one-size-fits-all
CRMs see notoriously low adoption
by sales teams, as they require
heavy customization and fail to
capture the nuances of media sales.
Without a single source of truth,
leadership is forced to make critical
decisions based on gut instinct
rather than reliable data. This leads
to missed revenue opportunities,
inaccurate forecasting, an inability
to identify churn risks, and a failure
to uncover valuable cross-sell

and upsell prospects within their
existing advertiser base.
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Fragmented Operations A PATH FORWARD: g The Unified Revenue Engine

(The Old Way) (The New Way)

Solving these challenges requires more
than incremental improvements; it demands
a new operating system built for the unique

complexities of retail media. The current

maze of patched-together e-commerce tools,

generic CRMs, and siloed ad tech platforms is

a barrier to scale. Profitable growth requires

a single, unified platform that combines the

intelligence of a CRM with the power of an .
Order Management System (OMS). ; 7b. UNIFIED CRM+OMS PLATFORM
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WHY A SINGLE
CRM+OMS PLATFORM
IS THE SOLUTION

Think of this unified platform as the
central nervous system for a retail
media network. It streamlines the
entire workflow—from initial lead

to final invoice—on a single data

model that masters advertisers,

agencies, ad products, inventory,
rate cards, and joint business plans

(JBPs). By integrating seamlessly
with the broader retailer ecosystem,
ad servers, and financial systems,

it breaks down silos and creates a
single source of truth.

A unified, Al-centric platform automates the manual work that cripples lean teams. Tasks like pulling data for
spreadsheets, manually checking inventory, and building campaign plans are streamlined or eliminated entirely.
Sales teams reclaim 4-6 hours per week for strategic selling.
Managers gain 8—10 hours per week for coaching and strategy.
Ad Ops sees a dramatic reduction in trafficking errors and manual reporting.

This allows RMNs to scale revenue without scaling headcount, significantly lowering the total cost of ownership.

The platform provides a panoramic view of inventory, sell-through rates, and advertiser demand across
every channel—on-site, off-site, in-store, and CTV. This empowers RMNs to:

Strategically bundle products to increase deal size.

Train sales teams to confidently sell across the entire portfolio.

Ensure flawless execution and unified reporting for complex, multi-channel campaigns.

With a 360-degree view of the advertiser, RMNs can shift from a reactive to a proactive retention strategy. By linking
sales data with delivery data, the platform automatically flags underperforming campaigns or accounts at risk of churn.
Real-time dashboards illuminate penetration rates and white space, revealing untapped cross-sell and upsell opportunities.

A unified system finally makes sophisticated yield management possible. It provides the real-time inventory
awareness and dynamic pricing tools needed to maximize the value of every impression. RMNs can:
Enforce rate card integrity and pricing floors for premium inventory.
Route unsold inventory to programmatic channels to minimize waste.
Track campaign profitability in real-time to protect margins.

When a purpose-built platform is easy to use, sales teams adopt it. High adoption equals clean, reliable data.
Leaders can finally trust their dashboards and forecasts. Advanced, Al-driven analytics can then be layered on to:
Accurately forecast demand by product and advertiser segment.
Identify high-value advertisers and their likely next purchase.
Power predictive models for campaign renewals and churn.
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Investing in a Reve

Management strategy powerec
by a unified CRM+OMS pl
is no longer a luxury—iti

essential foundation fi The Choice Is Clear

profitable growth: ” Retail media is at a pivotal inflection point. The opportunity for
growth is unprecedented, but so are the operational complexities.
The RMNss that thrive will be those that build a durable competitive

CONCLUSION

advantage through operational excellence.

Those who cling to fragmented systems and manual processes
risk being outmaneuvered, facing talent attrition, and leaving
millions in revenue on the table. The time to build the engine for
future growth is now. The leaders of tomorrow’s retail media

landscape are making that choice today.

Ready to Build Your Revenue Engine?
Find out how Boostr can help you conquer your

media business complexity.

START A CONVERSATION TODAY
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Boostr is the most comprehensive and accurate digital . - "
transformation platform for managing advertising sales 9 4 F
g %
and delivery in the media industry. Purpose-built by media o3 ‘

professionals, Boostr offers CRM, OMS, automated RFP
response tools—and now, the Boostr Agent Series, a powerful ’
suite of Al assistants designed to streamline workflows
and drive smarter decisions across the revenue org.
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Our platform helps media companies sell more, at higher .
margins, with greater efficiency. Some of our clients include 2
Macy's, Lowe’s, Westwood One, DISH, BuzzFeed, '
and many more.

AG )

Want to accelerate your digital transformation?
Book a demo —we'd love to show you what Boostr can do.

(*1): GroupM, "This Year Next Year: 2024 Global Ad Forecast,' December 2024
(*2): Insider Intelligence, "US Retail Media Ad Spending, 2023-2027," March 2025.
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