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RESOURCES/REFERENCES:

Grocery Pulse
https://drive.google.com/drive/u/1/folders/1ijjjbgIk07H-i9J3_xXPOg3ugj1CSicm

Grocery in Canada 
https://docs.google.com/presentation/d/1atJcYXk6OvpNLkT8px5QM_aCecmrCr-bgfQD2baPPYQ/edit#slide=id.g203d006b44a_0_54

FY23 B2B
https://docs.google.com/presentation/d/1-oHv0ouY4EW0rBYdOuYLOYxGXZZv2XpQuX1PV8W7a3Y/edit#slide=id.g13c4f0c0bb2_3_314

SEG Print Transition
https://docs.google.com/presentation/u/1/d/103hRwZvY8D8AFLCJ2ELNpo5AGpf8LJ2pA1o_wgI51Hw/edit


https://storeconference.ca/session/winning-the-basket-moving-from-ads-to-experiences/
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Consumers Are Squeezed More than Ever

Food prices are expected to keep going up by five Grim food price report predicts these items will
to seven per cent in 2023: report get more expensive in 2023
TV NEWS DH+*Canada

Inflation stayed high last month, compounding the Modern Retail x Attest Research: Shoppers are cutting
challenges facing the US economy back on spending in areas like grocery and apparel

r

-

Lowering inflation isn’t enough to fix the rising  Nearly 70% of consumers to cut back on
cost of living nonessential spending: report

*PEAK () RETAILDIVE
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Presentation Notes
The first series of slides is to tell the following narrative:�
Wages are not keeping up with inflation
Consumers want to spend on discretionary (travel, restaurants), and cut back on everyday essentials (grocery)
Consumers are exhibiting behavior to seek savings (coupon, flyers, switching to house brands, etc…)
�So… promoting your value and savings at the local stores is important 
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Consumers Are Squeezed More than Ever

As Canadians experience a decline in purchasing power.

Canada: CPI vs. Avg. Weekly Earning

CPl == Wages
10

October 2021 January 2022 April 2022 July 2022 October 2022

I * Statistics ~ Statistique
Canada Canada
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SOURCE DATA: 	https://www150.statcan.gc.ca/n1/daily-quotidien/230221/dq230221a-eng.htm 
https://tradingeconomics.com/canada/wage-growth 
�The first series of slides is to tell the following narrative:�
Wages are not keeping up with inflation
Consumers want to spend on discretionary (travel, restaurants), and cut back on everyday essentials (grocery)
Consumers are exhibiting behavior to seek savings (coupon, flyers, switching to house brands, etc…)
�So… promoting your value and savings at the local stores is important 
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Shoppers are worried about inflation and are
looking for savings +deals

Look for savings + deals
before grocery shopping store they don’t normally

consider if they saw a great
deal

say they would switch to a

(%)


Presenter Notes
Presentation Notes
The first series of slides is to tell the following narrative:�
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Increase in % of people who are planning to cut spending in various categories

Between Dec 2022 and March 2022

Shoppers are cutting back on everyday essentials such as
home improvement and grocery

A i Grocery

Home Improvement

-15%

-11%
L4, I % Travel

-2% I Classes & Events

-2% (+) Sports & Fitness
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Shoppers Are More Value Conscious Than Ever

& Changing Their Behaviours

“With rising costs, | need to know
prices before | go shopping.
New behaviours include pre -planning store trips to minimize impacts of inflation, | look for savings everywhere and

and shoppers are using digital circulars to create shopping lists, and track prices. I’'m willing to switch stores.”

% 9 10/ Are concerned about rising grocery prices.
0 T2B

— 0 Say their grocery bill has increased in
g 84 A) the last 3 months.

= 8 6% Of Canadian HHH shoppers read flyers; 54%

L= preferring only or mostly digital copies. : s @ 840/

880/0 Have used at least one of the following: 7 : ! Check prices

before shopping
69% loyalty points in the last month -

27% Digital coupons or rebates
22% Paper coupons or rebates
149% Deal trackers

Vi Ll
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The first series of slides is to tell the following narrative:�
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Weekly Ad / Flyers

In 2022, retailers spent millions to create and
distribute print circulars in Canada.

B Trips

‘ Baskets

63'@2 Vendor Support
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This slide is good


Publishers
stopping print

L.ABAM

UupP

M MCCLATCHY

GANNETT

Shoppers No
Longer Use
Print

Publishers
Distribution
Stopped

CPG’s
Desire
Digital &
Targeting

Lack of
Digital
Capabilities

Print Cost
Too
Expensive
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Twilight for Print

©HY NEWS

MONTREAL

MONTREAL | News

Montreal Publisacs will soon be
replaced by a booklet distributed by
Canada Post
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Kroger change 

MATTHEW’s NOTES:
Municipales Opt-in Ordnance
Cities such as Montreal are requiring opt-in for print ad distribution, test in select US cities suggest opt-in rate of ~1%

https://montreal.ctvnews.ca/montreal-publisacs-will-soon-be-replaced-by-a-booklet-distributed-by-canada-post-1.6392066 
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Switch to Digital?

9:59

Penney

= allrecipes

29/6

PTO

A Step 1
;23?“8 fyi': i Walmart :::. Place blueberries and red currants into a mixing
Y BACK TO SCHOOL bowl. Add 2 tablespoons mint, 2 tablespoons
SAVINGS cilantro, marjoram, habanero, olive oil, agave
o Eoa syrup, and juice of 1 lime. Mix and set aside.
eI o I-Stors pick Up.

Ad

INTERMITTENT
FASTING

FOR SENIORS

n = Better Sleep,
2_25' g Less Stress

16:8

Eat only during an
8-hour window.
Fasting for the
remaining 16 hours.
*45% of users on
the protocol now.

vitamin ¢

Rollbacks Clearance

Sponsored

allrecipes.com R]TE A'D
M m

AG1ByAthletic CEFERULIC  Paula's Choice  C-Liposomal  Vitamin C 1000  Skinceuticals: ¢
Greens Pouc... ~ WITH 15% L. C15 Super. Liposomal... (Timed e ferulic seru

$133.05 $208.00 $73.92 $81.00 $28.22 $208.00
US$99.00 Skinceutical US$55.00 Cymbiotika C...  US$21.00 B
Ath Paula's Choice  Free shippin. en G

P s 20m 1000, omi

Hyperpigmenta. . d Serum
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Presentation Notes
The purpose of this slide to show current generation of digital display and search ads from retailers. We should include the following:
A google search ad
A facebook ad
Display ad with product price 
Retail ad in a stream of “Taboola” article recommendation feed (belly fats)

I’ll paste some suggestion here… 


Not so fast..

“Ugh | had to turn off my ad
blocker | don’t want to see
these.”

“‘Not what I’'m looking for!”

9:59

= allrecipes

Step 1
Place blueberries and red currants into a mixing
bowl. Add 2 tablespogasmint, 2 tablespoons
cilantro, marj B

syrup, ang

& allrecipes.com

0
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“| swear | didn’t search for

anything like this.”

11
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Presentation Notes
The purpose of this slide to show current generation of digital display and search ads from retailers. We should include the following:
A google search ad
A facebook ad
Display ad with product price 
Retail ad in a stream of “Taboola” article recommendation feed (belly fats)

I’ll paste some suggestion here… 


Why Flyers Worked?

@ coupons.albertsons.com

= Good Flyer (Digital or Paper)
- ﬂ , Attributes

Newsworthy

X

<o)

2@ Locally Relevant
Products & Savings

Curated Selection

0 <

Shoppable

e
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This slide is to show why flyers worked (both digital and paper), to set the stage on how digital flyers also need to embrace such virtue 

On the left, show a digital flyer experience on the foreground, put paper flyers on the background, these attributes should apply for both. 

On the right side, we should have the following. An icon for each and just the words. I’ll speak to each one and discuss why it is relevant





Don’'t make ads -
Make Local Shopping
Experiences

READYTOEAT
Mains, sides &moro
(no cooking requireds)

A healthy life starts with a healthy gut

Recipes

Apple Crumble Yogurt Bowl
we

Ingredients

°s

rpes

easter savings to make

EVERYBODY HOPPY

- LIVE PETS -

13
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Presentation Notes
The first question is this.  What is the purpose of merchandising through a weekly ad?  Retailers have been doing it this way for over 50 years to drive all sorts of actions.  So the question is why do we do the weekly ad?


Main impact slide
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= delish SUBSCRIBE  SIGN IN

Slow-Cooker Red Wine Beef
Stew

by JUDY KIM

Il try. Don't skip

searing the be =ply flavored meat

that develops the flavor of the en further. Dish

up a bowl, curl up on the couch v 1 spoon and a

hunk of crus ad, and you're absolutely SET. The

nder, rich meat paired with the unctuous sauce and

Large Format
Immersive Experience

Newsworthy local experience

{l&? Curated product & savings

I@\ Contextually relevant
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= SouthernLiving  svescre

SOUTHERN LIVING ¢ HOME + PORCHES

How to Hang a Porch
Swing the Proper Way

A little work today and you'll be swinging
comfortably for years to come.

By Maggie Burch

‘ Q save || £ FB W Tweet ‘ s+ More

we Southerners love our porches
is there anything better than heading out to
the porch with your morning coffee or relaxing
in the evening with a cocktail and a good
friend? When you're ready to sit a spell,
everybody knows the best seat on the porch is
the swing.

Digital First
Dynamic & Vendor

Dynamic product placement

E Shoppable products &savings

® .
659 Vendor support opportunities






Ads vs Experiences

Traditional Display Ads Digital Shopping Experience

FRESH. 7 $3 CPM B — $0.41-$0.45
PRICES. = % @/ (g =
| /} : . = CPE
T :
v
0.50% CTR

50% Bounce s NativeX CDN Grocery:

| «ﬁﬂ e

C—

:
- o i, = WRD0%0
Com—

FLYERS & >6S Read
DEALS

22.9 S average time spend

"_
‘ﬂr? 5.3 items clicked per engagements

$0.41-$0.45
eCPE
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General metrics comparison of the experiential vs. “normal”

This slide shows the difference in metrics between digital weekly ad experience and traditional display ads. We may have some assets already
Click/Engagement Rate and Time on Content



Building the Shopping Experience

Creating the Experience > Reaching Shoppers > Measuring Results

Put it all together for the future
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This slide is just a simple “table of contents” slide to talk about what we will discuss in the 2nd part of the presentation 


Digitized Print Process

Creating the Experience

Print PDF Digitization Distributable Experience

Zoning Version - eCOM - Retailer Sites & Email
Coupons ...

‘fj’ Turnkey process E@ Not taking full
ready to go advantage of digital

19
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This slide (and the next) is designed to show the 2 potential methods of creating the digital shopping experience. �I want to show that there are 2 methods on the slide, with slide 1 focusing on the 1st one (print derived) and slide 2 focused on the 2nd one (digital first). A tab like setup may be useful 
On the right side, this would show illustrative graphics of what the digitized print process look like
Raw input ingredients (print PDF, zone, links, coupons)
Digitization process (do not use the Flipp logo here, we are not here to prompt Flipp, and don’t want the material to overtly say so)
Shopping experience
Across the bottom, we want to show the main pro and con
Pro: Turnkey process ready to go
Con: Not taking full advantage of digital advantages 




Digital First Process

Digital Assets

$000.00

$000.00 $000.00

$000.00 $000.00

Creating the Experience

B

Curation

Dynamic Experience,
Personalization

2

Distributable Experience

Augmentation of
existing processes

20
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Continuation (can be a build, or just a separate slide) is designed to show the 2 potential methods of creating the digital shopping experience. 
�I want to show that there are 2 methods on the slide, with slide 1 focusing on the 1st one (print derived) and slide 2 focused on the 2nd one (digital first). A tab like setup may be useful 
On the right side, this would show illustrative graphics of what the digital 1st production looks like 
Raw input ingredients (promotions, curation rules, audience profile)
Digital production system 
Dynamic Shopping experience
Across the bottom, we want to show the main pro and con
Pro: Dynamic Experience, Personalization 
Con: Requires adaptation of existing print based process 





Weekly Ad

1000s of
Hqt Dgals

Flipp Confidential

Reaching Shoppers

No matter where the content is shown, it should be a
shopping experience, not an ad

Owned Properties | Paid Distribution | Earned Media

FREE 39 89¢
«@InD IS eI

21
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This slideshow the multitude of places where you should be distributing your weekly ad
Owned property (hosted, your apps)
Earned property (social, FB, TickTock etc…)
Paid distribution (digital ads)
The text on the bottom is important, as where ever it is, we need this to be a shopping experience, not an ad 



Reaching Shoppers In Ways
that Drive Trips

What is Loblaws?
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This

It is not able awareness of your store, it is about driving consideration for your deals so people make a trip

Better image of LCL store 
Store front image of this store 



Reaching Shoppers In Ways
that Drive Trips

What’s on sale at
your Loblaws this
week?

(g

W ey
i
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This

It is not able awareness of your store, it is about driving consideration for your deals so people make a trip

Better image of LCL store 
Store front image of this store 



Answers the Question of What,

and Builds Consideration

To generate consideration every week,
we need shoppers to engage with offers

~ -

O RS SR B

“Loblaws

’ :’::r”";gﬁ' ),
(R —

@ Impressions , -
g

\/ Engagements

v/ Clicks

\/ Interactions
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It is not able awareness of your store, it is about driving consideration for your deals so people make a trip




Measurement - Principles

Strategic Alignment
Get stakeholder alignment around digital flyer program to

measure, do not measure in attempt to get alignment

Generate Comparable Results
Directly comparable results is more important than academic

correctness

Iterative Business Case
Progressively walk up the ramp of reason to get increasingly
definitive results in relation to complexity and risk


Presenter Notes
Presentation Notes
This slide will show 3 key principles required for measurement, which I’ll speak to. Not need for lot so of text, some iconography and large text for each of these 3 points would be helpful�Strategic Alignment - Get alignmed with stakeholders on why we are testing, what’s the business objective of digital flyer program, how do we demonstrate success or failure? Alignment on program to test, not test to try to get alignment. There are too many variables
Generate Comparable Results - Often digital flyer program are not done in a vacuum, it is about generating results so we can compared against something else to decide whether we should invest in program A or program B. Measurement capabilities of different program will differ, while there is a desire to get something “correct”, it is more important to be comparable so we can make the proper business decision. 
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Measurement - Ramp of Reason

Progressively increase complexity, scale and risk of
measurement to achieve increasing level of confidence, in
order to get comparable results to make investment decision

against business objectives Sales Lift

Behaviour Change
Digital Media
Metrics
Did my strategy result in lift in

sales at a scale that matters
for the business?

Did my campaign cause
shoppers to change their e Sales lift as seen at the

: .. . sh ing behaviour? store level
Did my digital media generate shopping behaviour

favourable metrics? ) -
Purchase intent lift

Consideration lift
Incrementalstore trips
ID linked sales attribution

e Costperengagement
e Quality of engagement
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Not a race to the top, only climb as high as necessary 



Building the Shopping Experience

Creating the Experience > Reaching Shoppers > Measuring Results

Put it all together for the future
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This slide is just a simple “table of contents” slide to talk about what we will discuss in the 2nd part of the presentation 


Be prepared

28
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Show imagery of a wave coming in - we want to be prepared, we know what works (gain the knowledge and be in the driver seat of the shift from print to digital). 


Don’t make ads -
Make Local Shopping Experiences

« Consumers are seeking savings

e Weeklyad is a powerfuldriver of trips
and vendor support

e Consumers want shopping experiences,
not more ads

e Prepare for transition from print to digital

lip
Sep,
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Presentation Notes
The first question is this.  What is the purpose of merchandising through a weekly ad?  Retailers have been doing it this way for over 50 years to drive all sorts of actions.  So the question is why do we do the weekly ad?
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