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Executive Summary
Personalized retargeting in 2014 is showing seemingly contradictory patterns, according to a 
comprehensive survey held among over 100 leading North American and European e-commerce 
marketers.
 
On the one hand, there are signs of maturity as the performance-based solution appears to 
have a permanent spot in a digital marketer’s toolkit. Retargeting success is best demonstrated 
by the fact that only 4% indicated that they will reduce their retargeting budget this year, while 
nearly 70% said they would either increase or maintain the same budget.
 
Another sign of maturity and evolution of retargeting is that the most important goal, according 
to the survey respondents, is to maximize the value of existing customers (as indicated by 40%), 
followed by new customer acquisition (35%). In recent years, marketers have primarily viewed 
retargeting as a way to convert website visitors. However, the newly released data suggests that 
marketers now understand that retargeting is a versatile tool that can leverage vast sources of 
data - including an advertiser’s own from his CRM - to increase the value of existing customers 
as well. Over 44% said they plan on adding it to their retargeting campaigns this year.
 
On the other hand, technological advances in retargeting are creating early stage challenges as 
programmatic, data-driven advertising is becoming more complex with more data and more 
channels than ever. The phenomenon is particularly true with the rise of mobile retargeting and 
the resulting cross-device opportunities and the challenges it poses - especially with regards to 
multi-attribution modeling and data transparency, which are the biggest pain points for over 
60% of marketers in 2014.
 
Of the polled marketers, 45% are eager to try out mobile retargeting this year, seeking to 
duplicate the success they have experienced with display banners. However, mobile is still 
a new tool that has to prove itself at scale, leaving 26% of marketers uncertain about its 
performance and 31% lacking data insights on cross-device retargeting. Similarly, despite its 
obvious business logic, the challenges of multi-attribution are likely the reason why only 13%  
of the 63% who do not employ a multi-attribution model will actually switch to one in 2014.
 
Ultimately, marketers are no longer asking if they should include retargeting in their marketing 
mix, but how can they leverage big data in a programmatic ad environment to make the most 
out of the opportunity.
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Key findings
Retargeting adspend continues upward trajectory  
Only 4% of marketers said they will reduce their retargeting budgets, while 32% will increase it.
 
Top retargeting goal 
40% of marketers pointed to generating demand from existing customers, followed closely by 35% 
who use it to acquire new customers (35%). 
 
Pain points related to big data top marketers’ challenges 
63% cited difficulties in finding the right multi-attribution model, while 60% named lack of 
transparency as a significant pain.

Marketers slow to adopt multi-attribution modeling
64% of retailers do not employ a multi-attribution model. Of those, only 13% will actually switch 
to one in 2014.

Cross-channel consumer behavior largely unknown 
38% of advertisers are seeking more consumer-behavioral data from their retargeting providers, 
while 31% demand cross-device insights.

 Mobile retargeting gaining momentum
45% of marketers want to try mobile retargeting, while 21% are already running a campaign.

The mobile browser rules shopping as retailer app development lags behind 
Over 50% do not have an app and are not planning to launch one this year, while 63% have a mobile-
optimized site and another 29% plan on launching one this year. 

Social emerges as key retargeting channel 
3 out of every 4 marketers are already running retargeting on Facebook while an additional 11% 
plan to add it to their retargeting mix. As the “newer kid on the block”, twitter still lags behind with 
only 14% currently using it for retargeting, but that number is expected to rise significantly with an 
additional 47% reporting that it is part of their future plans.

Nearly 50% have CRM retargeting on their radar 
44% of marketers plan on leveraging 1st party data in their retargeting campaigns in 2014, while 47% 
will not, either because they believe the integration is too complicated (18%) or they prefer not to 
share their data with a vendor (29%).
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Retargeting ad spend  
continues upward trajectory

Personalized retargeting is a proven ad solution and marketers express faith in its ability to drive results: 
only 4% are reducing their retargeting budgets in 2014, while 32% will increase it. 

However, uncertainly around attribution as shown in answers #2 and #3 can explain why 36% plan 
on keeping things just the way they are while 28% are undecided. As the ecosystem becomes more 
transparent with more data and analytics brought into the picture, a more definitive stand on budget 
is likely to surface. 

1
2014 RETARGETING BUDGET
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GOALS & CHALLENGES 
Key retargeting goal:  
Increasing demand from  
existing customers 2
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The most important goals for marketers running retargeting campaigns translate into driving incremental 
sales via a dual approach: converting website visitors to customers (40%) and maximizing the value of 
existing customers (35%).

In addition, the booming ecommerce space has generated fierce competition as consumers constantly 
shop around to find the best value. As such, it appears marketers are concerned about their dormant 
customers, naming reactivation as the second most important goal with 38% of respondents answering 
to that effect (in addition to 10% for whom it was the top goal).
 
As a down-funnel solution, very few marketers (2-4%) use retargeting for branding.

The data indicates a maturing space with data-related pains that are typical in the big data era: Finding 
the right multi-attribution model in a complex, non-standardized multi-channel reality (63%) and lack of 
transparency which is a common ill of a predominantly black box retargeting industry (60%). The other 
side of the same coin has 35% of respondents not satisfied with analytics provided. With transparency 
and analytics falling short, it is no wonder that marketers do not have the tools and learnings they need 
to form a proper multi-attribution model (see next page). 

Biggest programmatic challenges:  
multi-attribution and lack of transparency 3
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Cross-channel consumer  
behavior largely unknown

Despite its obvious business logic, the challenges of multi-attribution discussed above are likely the reason 
why only 13% of the 63% who do not employ a multi-attribution model will actually switch to one in 2014.

Marketers slow to adopt  
multi-attribution modeling3A

B

DO YOU HAVE A MULTI-ATTRIBUTION MODEL?

No, we attribute only 
according to last click

No, but we plan to switch 
to a multi-attribution 
model in 2014

Yes

13%
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50%

With 38% of marketers seeking more consumer-behavioral data from their retargeting providers, it is more 
than evident that despite many data-driven advances, we are still in the early stages of gaining a detailed 
understanding of specific audience segments and individuals. With the massive shift to mobile and the 
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MOBILE
 
Mobile retargeting gaining 
momentum4

Mobile retargeting is the new star on the block. Having experienced success with desktop retargeting, 
marketers are eager to duplicate performance to mobile. According to the data, 45% want to try mobile 
retargeting, while 21% are already running a campaign. A small number (7%) of marketers are the early 
adopters that have already found the formula for success, declaring that mobile retargeting is and “an 
essential part of their marketing mix”. 

However, mobile retargeting is still a new tool with more targeting-related challenges than desktop 
- leaving 26% of marketers uncertain about its performance. They are likely to make a decision once 
more data emerges and the market matures. 
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resulting multi-screen digital reality, cross-device is the new holy grail as 31% of marketers indicated they would like their 
vendors to provide cross-device insights as there is  very little data on the subject during these early days.

The fact that mobile only generated answers from 17% of respondents was surprising but we believe it is the result 
of the confusion that surrounds the term, and in this case it is likely due to the fact that the majority thought mobile 
only refered to smartphones rather than tablets - which are key shopping devices (see answer #5). 

ADOPTION CYCLE MODEL
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Marketers are not rushing to develop an app of their own as over 50% don’t have one and are not planning to 
launch one this year. Although mobile apps dominate time spent 1, it is mainly because of games, not shopping 
2. That leaves the mobile browser as the most important environment for marketers and this is evident in the 
findings as 63% already have a mobile-optimized site and another 29% plan on launching one this year. 

Mobile browser dominance in shopping is primarily the result of the larger screen tablet that generates an 
improved browsing experience (according to a comScore study 3 , the browser is the preferred touchpoint 
for tablet users). A recent myThings mobile retargeting research paper 4 found that although tablets are 
outnumbered by smartphones 9 to 1, the conversions and post click conversions generated on both types 
of devices are almost identical. In addition, the mobile browser does not require a user to download an app 
while clicking on search results directs users to the browser (directing a browser link to a specific page on 
an app - a feature known as deeplinking - is not as common). 

The mobile browser leads shopping as 
marketer app development lags behind5

DO YOU HAVE AN APP? DO YOU HAVE A  
MOBILE - OPTIMIZED SITE?

YesYes

NoNo

No, but we plan on 
launching one this year

No, but we plan on 
launching one this year

15% 8%

35% 63%

50% 29%

1. comScore Mobile Media Metrix 2013

3. comScore Mobile Media Metrix, June, 2013

2. Mobile Five-Year Report, Flurry Analytics, April 2014

4. myThings Mobile Retargeting Review, January 2014
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SOCIAL 
Social emerges as key 
retargeting channel6

With the warm embrace of FBX and the upcoming jump in the number of marketers’ that will run 
with Twitter Tailored Audiences, social retargeting is poised to play a significant part of marketers’ 
retargeting activities. Nearly 3 out of every 4 marketers are already running retargeting on Facebook 
while an additional 11% plan to add it to their retargeting mix. As the “newer kid on the block”, twitter 
still lags behind with only 14% currently using it for retargeting, but that number is expected to rise 
significantly with an additional 47% reporting that it is part of their future plans.

The key driver of the social exchanges’ success lies in their significant advantage: its members use 
the service while they are logged-in. As a result, they can be easily and accurately targeted on mobile, 
bypassing the challenge of cookie-less identification and targeting. 

MARKETERS’ USE OF SOCIAL RETARGETING

Facebook Retargeting (FBX) Twitter Retargeting

74%

14%

11%

47%
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CRM  
 
Nearly 50% of retailers have CRM 
retargeting on their radar 7

Although vendors have been supporting CRM retargeting for several years now, it is only now that marketers 
are following suit, with 44% who realize the value of their data and plan on adding it to their retargeting 
campaigns this year. 

In an increasingly data-driven digital marketing space, a growing number of advertisers now understand 
that if data is becoming the fuel that powers advertising, their own data can generate significant uplift for 
their campaigns  

However, 47% of respondents indicated that they do not plan on using their CRM data in the campaigns, 
either because they believe the integration is too complicated (18%) or they prefer not to share their data 
with a vendor (29%) - which shows that there is still quite a bit of distrust in the ecosystem.
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We see the value and  
plan on adding it in 2014

We prefer not to share  
1st party data with a vendor

We see the value but required 
integration too complex

It is an essential part of 
our retargeting campaign

We don’t see the value in it

44%

29%

9%

18%

0%

INNOVATORS



13© myThings 2014

Innovation adoption cycle  
model applied to retargeting
 

CURRENT STATE OF RETARGETING ADOPTION
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With the growing number of retargeting channels in the market, we sought to provide a benchmark to 
gauge the relative adoption stage of each tactic. For this purpose, the technology adoption cycle model 
was applied, describing the adoption or acceptance of a new product or innovation according to the 
demographic and psychological characteristics of defined groups - illustrated as a “bell curve.”



14© myThings 2014

Methodology 
The survey data analyzed in this report reflects responses from 116 e-commerce 
marketers in the US and Europe, representative of both senior in-house and agency 
decision makers. The survey was delivered and responses were compiled and analyzed 
in April 2013. All survey responses were completed anonymously.

About myThings 
Founded in 2005, myThings is the global leader in customized programmatic ad solutions. 
Running personalized retargeting campaigns on desktop, mobile and Facebook, the 
company personalizes over 5 billion impressions a month for the largest e-commerce 
brands in 30 markets including Adidas, Walmart, ToysRUs, Very.co.uk, Littlewoods, 
Zalando, Orange, Best Buy, and Microsoft.

myThings’ offering is answering two pains of marketers who run real time programmatic 
ad campaigns: lack of transparency and template-based automation. It empowers 
advertisers by providing them with full visibility into the performance patterns of their 
audience, while creating fully customized programmatic campaigns capable of meeting 
their specific business goals.

Applying the model to retargeting was made by analyzing survey data and open-ended 
questions, while taking into account the fact that the survey was not held among 
‘laggards’ - only by marketers who either run retargeting campaigns or are seriously 
considering it.

The analysis concluded that as expected, standard display retargeting is a mainstream 
activity with the vast majority of marketers running it across display banners. With a two-
year presence in the market, Facebook retargeting via FBX is a strong second, while mobile 
is quickly picking up the pace. We are also forecasting robust growth for CRM retargeting 
as advertisers realize the potential of their 1st party data.

Looking ahead to 2015, as nearly 75% of display adspend will go to programmatic at the 
expense of non-programmatic 1 , we expect retargeting to continue its adoption growth 
across all channels.

1.  Magna Global Ad Forecasts Oct. 2013


