Retail Media &
Omnichannel
Activation:

Refining how we talk to
cold-chain shoppers
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DRIVEN TO SELL RIGHT
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One Shopper. One Journey.

NEARLY
4% "5 3
° THE SAME SHOPPER. 4
of grocery shoppers A MORE CONNECTED of total grocery dollar
purchase both JOURNEY. growth is driven by
ONLINE + IN-STORE ONLINE
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DISCOVER EXPLORE PLAN BASKET BUY FULFILL ENJOY SHARE REPEAT \

Social Search List Add to cart Checkout Pickup / Delivery At home Reviews, social Replenish !
& inspiration & compare & coupons or take home & recommend & try next
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Meet Penny




Penny’s Journey

A seamless, connected experience

NEW

GRAPHIC INK
EYELINER

PRECISE. BOLD.
ALL DAY.

Shop Now >
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SEPHORA

NEW s,

GRAPHIC INK
EYELINER

SEPHORA Q

Graphic Ink Eyeliner

Tk Rk (1,234)
$22.00

Add to Basket
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SEPHORA
G wakkk (1,234)

REVIEWS
See what others are saying

TUTORIALS
Watch and learn

COMPLIMENTARY
PRODUCTS
Complete the look

il

PERSONALIZED
RECOMMENDATIONS
For you

A Q@ @ O &

<« SEPHORA

WE THINK YOU'LL
LOVE THESE TOO

Why we chose these:
v Because you viewed Graphic Ink
v Based on your beauty profile

v Top rated by customers

Add All to Basket

h QA B O &

< SEPHORA Q

THANK YOU,
PENNY!

Your order #32456789
has been confirmed.
You earned
+112 points

Beauty Insider

CONTINUE SHOPPING

Estimated Delivery
May 16
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SEPHORA

< SEPHORA Q

BEAUTY INSIDER

Welcome to your
personalized journey,
Penny!

S

mE 112 points earned

Exclusive offers
Picked just for you

Early access & more
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Why Sephora?

The four connected capabilities behind omnichannel leadership.

KNOW THE
CUSTOMER

INSPIRE
DISCOVERY

23

ENGAGE
CONSUMERS
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, MEASURE
. WHAT MATTERS




Why a Standard Playbook Doesn’t Yet Exist

/o SHOPPER JOURNEY \
Q.
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<o7 ..... In-Store & Online
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/e MEASUREMENT

I Measure what matters
lils

Is it incremental?
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MOST CATEGORIES
STOP AT

CONVERSION

FROZEN &
REFRIGERATED
CANNOT
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/e COLD-CHAIN EXECUTION\

Was the item available?
Did the item stay cold?
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RETAILER ECOSYSTEMS \

100+ RMNs
Constantly evolving
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Omnichannel Maturity
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CUSTOMER

DISCOVERY

ENGAGEMENT

MEASUREMENT
lll

FOUNDATIONAL

SILOS AND BASIC EXECUTION

o Transaction
] Data

Search /
PDPs

“1, Mass
" Messaging

Sales /
ROAS

THE GOAL ISN’T TO LEAP TO LEADING.

CONNECTED

CONNECTING THE PIECES
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Unified
Segments

Personalized
Content

Targeted
Media

Attribution
(Partial)

LEADING

UNIFIED, CUSTOMER-FIRST
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IT'S TO KNOW WHERE YOU ARE — AND MOVE FORWARD.

360°
Customer

Predictive
Discovery

1:1
Experience

Closed-Loop
Insights



We All Own a Piece of the
Omnichannel Playbook

SEARCH BUY ONLINE DELIVERY IN-STORE LOYALTY

(-’
CHICKEN &
VEGETABLES | >
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FOUNDATIONAL
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* Limited transactional data * Some segmentation S eI STOINE Loy
Customer € * Real-time personalization
\. J
f \ . . . .
. * Search-driven * Reviews & ratings * Discovery-led ecosystem
Discovery * Minimal Content * Early-stage inspirations * Coverts browsing into
~ / demand
4 )
* Mass promotions . : .
Engagement . P : e Conversion focused media * Media seamlessly
* Price-led, not personalized . . C
\ ) integrated into experience
* Basic sales reporting * Campaign-level * Closed-loop measurement
Measurement

Limited conversion visibility measurements * Full-funnel attribution




Want to Learn More?

* FMI Retail Media Standards
* https://acrobat.adobe.com/id/urn:aaid:sc:US:f0e693be-df1b-4d18-815f-

Oacd22b6f75c

* Grocery Retail Media: Growth Trends & What They Mean for
2026

* Retail Media Networks 2026: 23 Key Stats for Grocery & CPG Growth

* Inside Sephora’s Data-First Loyalty Engine:
* Inside Sephora’s Data-First Loyalty Martech Stack



https://acrobat.adobe.com/id/urn:aaid:sc:US:f0e693be-df1b-4d18-815f-0acd22b6f75c
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https://www.localexpress.io/post/grocery-retail-media-growth-trends-what-they-mean
https://www.localexpress.io/post/grocery-retail-media-growth-trends-what-they-mean
https://www.martech360.com/insights/staff-writers/inside-sephoras-data-first-loyalty-engine-the-martech-stack-behind-beauty-insider
https://www.martech360.com/insights/staff-writers/inside-sephoras-data-first-loyalty-engine-the-martech-stack-behind-beauty-insider
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Additional Information & Sources

Future Retail Disruption
 T-Mobile_ EMARKETER_Snapshot_2026 - Adobe cloud storage
Sephora's Beauty Insider loyalty program reported record-breaking sales events and a

15% year-over-year increase in birthday gift redemptions, sighaling that its strategy to
transform loyalty from transactional perks to emotional connection is paying dividends.

 Why 30% Of Sephora’s 46 Million Loyalty Members Now Play Games To Shop

Meet the former Sephora exec betting commerce media can predict the future

« Kiri Masters: Meet the former Sephora exec betting commerce media can predict the
future | The Drum

Retail media networks expect growth, but challenges remain

* Retail Media networks are projected to grow rapidly, but future success will depend on
proving measurable ROI, leveraging Al-driven innovation, and strengthening execution
across merchandising, inventory, and retailer-brand partnerships.


https://acrobat.adobe.com/id/urn:aaid:sc:us:e6428124-2de1-4522-9f84-8c8b1d6c1ed2
https://acrobat.adobe.com/id/urn:aaid:sc:us:e6428124-2de1-4522-9f84-8c8b1d6c1ed2
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https://acrobat.adobe.com/id/urn:aaid:sc:us:e6428124-2de1-4522-9f84-8c8b1d6c1ed2
https://www.forbes.com/sites/shelleykohan/2026/02/09/why-30-of-sephoras-46-million-loyalty-members-now-play-games-to-shop/
https://www.forbes.com/sites/shelleykohan/2026/02/09/why-30-of-sephoras-46-million-loyalty-members-now-play-games-to-shop/
https://www.thedrum.com/opinion/meet-the-first-education-media-network
https://www.thedrum.com/opinion/meet-the-first-education-media-network
https://www.thedrum.com/opinion/meet-the-first-education-media-network
https://www.supermarketnews.com/retail-media/retail-media-networks-expect-growth-but-execution-challenges-remain
https://www.supermarketnews.com/retail-media/retail-media-networks-expect-growth-but-execution-challenges-remain
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