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Presenter Notes
Presentation Notes
RESOURCES/REFERENCES:Grocery Pulsehttps://drive.google.com/drive/u/1/folders/1ijjjbgIk07H-i9J3_xXPOg3ugj1CSicmGrocery in Canada https://docs.google.com/presentation/d/1atJcYXk6OvpNLkT8px5QM_aCecmrCr-bgfQD2baPPYQ/edit#slide=id.g203d006b44a_0_54FY23 B2Bhttps://docs.google.com/presentation/d/1-oHv0ouY4EW0rBYdOuYLOYxGXZZv2XpQuX1PV8W7a3Y/edit#slide=id.g13c4f0c0bb2_3_314SEG Print Transitionhttps://docs.google.com/presentation/u/1/d/103hRwZvY8D8AFLCJ2ELNpo5AGpf8LJ2pA1o_wgI51Hw/edit
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Co nsu m e rs Are  Sq u e e ze d  Mo re  tha n  Eve r

Food prices are expected to keep going up by five 
to seven per cent in 2023: report

Grim food price report predicts  thes e items  will 
get more expens ive in 2023

Inflation stayed high last month, compounding the 
challenges facing the US economy

Modern Retail x Attest Research: Shoppers are cutting 
back on spending in areas like grocery and apparel

Lowering inflation isn’t enough to fix the rising 
cost of living

Nearly 70% of consumers to cut back on 
nonessential spending: report
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Presenter Notes
Presentation Notes
The first series of slides is to tell the following narrative:�Wages are not keeping up with inflationConsumers 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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Co nsu m e rs Are  Sq u e e ze d  Mo re  tha n  Eve r
As Ca na d ia ns  e xp e r ie nce  a  d e cline  in  p u rcha sing  p o we r .

Ca n a d a : CPI  vs . Avg . We e kly Ea rn in g
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Presenter Notes
Presentation Notes
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 inflationConsumers 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 



Shoppers are worried about inflation and are
looking for savings +deals before going to store

94%
Look for savings + deals 
before grocery shopping

73%
say they would switch to a 
store they don’t normally 

consider if they saw a great 
deal

Flipp survey to 2000 Canadian Grocery Shoppers in general population, March 2023
Q: Do you look for grocery savings + deals before you go shopping? 
e.g. read flyers / weekly ads, look for coupons, check prices on store website. 4

Presenter Notes
Presentation Notes
The first series of slides is to tell the following narrative:�Wages are not keeping up with inflationConsumers 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 



I ncre a se  in  % o f p e op le  who  a re  p la nning  to  cu t  sp e nd ing in  va rious ca te g o rie s
Be twe e n De c 20 22 a nd  Ma rch 20 22

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

-2%

-2%

-4%

-11%

-15%

-20% -15% -10% -5% 0%

Grocery

Home Improvement

Tra ve l

Cla sses & Events

Sp orts & Fitness
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New behaviours include pre -planning store trips to minimize impacts of inflation, 
and shoppers are using digital circulars to create shopping lists, and track prices.

Shoppers Are More Value Conscious Than Ever 
& Changing Their Behaviours

Source: Gen Pop Survey Conducted by Flipp March 4 - 9 2023, n=2000

84%
Check prices 

before shopping

“With rising costs, I need to know 
prices before I go shopping. 

I look for savings everywhere and 
I’m willing to switch stores.” 

88% Have used at least one of the following:

➔ 69% loya lty p oints in the  la st  m onth
➔ 27%  Dig ita l coup ons or reba te s
➔ 22% Pa p e r coup ons or reba te s
➔ 14% Dea l t ra cke rs 

84% Sa y the ir g roce ry b ill ha s increa sed  in 
the  la st  3 m onths.

91% T2B
Are  conce rned  a bout  rising  g roce ry p rice s.
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86% Of Ca na d ia n HHH shop p e rs rea d  flye rs; 54% 
p re fe rring  only or m ostly d ig ita l cop ie s. 

Presenter Notes
Presentation Notes
The first series of slides is to tell the following narrative:�Wages are not keeping up with inflationConsumers 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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We e kly  Ad  /  Flye rs

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

Trips

Baskets

Vendor Support
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Presenter Notes
Presentation Notes
This slide is good



Pu b lishe rs
stopping print

Flipp Confidential

Shoppers No 
Longer Use 

Print

Pub lishe rs 
Dist rib u t io n

Sto p p e d

Prin t  Co st  
To o  

Exp e nsive

Wa ste  
Co nce rns

Ag ility 
is Lo w 

CPG’s 
De sire  

Dig ita l &  
Ta rg e t ing

La ck o f
Dig ita l

Ca p a b ilit ie s

Lo ng
Tim e line s 
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Twilig h t  fo r  Pr in t
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Presenter Notes
Presentation Notes
Kroger change MATTHEW’s NOTES:Municipales Opt-in OrdnanceCities 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  Dig it a l?
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Presenter Notes
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 adA facebook adDisplay ad with product price Retail ad in a stream of “Taboola” article recommendation feed (belly fats)I’ll paste some suggestion here… 
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No t  so  fa s t ..

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

“Not what I’m looking for!”

“I swear I didn’t search for 
anything like this.”
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Presenter Notes
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 adA facebook adDisplay ad with product price Retail ad in a stream of “Taboola” article recommendation feed (belly fats)I’ll paste some suggestion here… 



Why Flye rs  Wo rke d ?

Newsworthy

Loca lly Re le va nt  

Prod ucts & Sa ving s

Cura te d  Se le ct ion

Shop p a b le

Go o d  Flye r  (Dig ita l o r  Pa p e r) 
At t r ib u te s
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Presenter Notes
Presentation Notes
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 -
Ma ke  Lo ca l Sho p p ing  
Exp e r ie nce s 
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Presenter Notes
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



La rg e  Fo rm a t
I m m e rsive  Exp e r ie nce

Newsworthy local experience

Cura ted  p roduct & sa ving s

Contextua lly re leva nt
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Dig it a l Firs t  
Dyna m ic & Ve nd o r

Dynamic product placement

Shoppa b le  p roducts & sa ving s

Vendor support  opportunitie s





$0.41-$ 0.45
e CPE

Ad s vs  Exp e r ie nce s

Tra d it io na l Disp la y Ad s

$3 CPM

0.50% CTR
50% Bounce

50%
>6s Read

$2.00
eCPE

Digital Shopping Experience

$0.41-$0.45
CPE

NativeX CDN Grocery:

22.9 S average time spend

5.3 items clicked per engagements
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Presenter Notes
Presentation Notes
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 alreadyClick/Engagement Rate and Time on Content



Bu ild ing  the  Sho p p ing  Exp e r ie nce

Pu t  it  a ll to g e the r  fo r  the  fu tu re

Cre a t ing  the  Exp e rie nce

18

Re a ching  Shop p e rs Me a suring  Re su lt s

Presenter Notes
Presentation Notes
This slide is just a simple “table of contents” slide to talk about what we will discuss in the 2nd part of the presentation 
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Cre a t ing  the  Exp e r ie nce

Dig ita l First  Pro ce ss

Dig it ize d  Prin t  Pro ce ss

Retailer Sites & Email

Turnkey process 
ready to go

Not taking full 
advantage of digital

19

Zoning Version - eCOM -
Coupons …

Print PDF Digitization Distributable Experience

Presenter Notes
Presentation Notes
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 likeRaw 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 experienceAcross the bottom, we want to show the main pro and conPro: Turnkey process ready to goCon: Not taking full advantage of digital advantages 
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Dig ita l Asse ts Cura t io n Dist r ib u ta b le  Exp e rie nce

Dyna m ic Exp e rie nce ,
Pe rso na liza t io n

Aug m e nta t io n  o f 
e xist ing  p ro ce sse s

20

Cre a t ing  the  Exp e r ie nce

Dig ita l First  Pro ce ss

Dig it ize d  Prin t  Pro ce ss

Presenter Notes
Presentation Notes
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 experienceAcross the bottom, we want to show the main pro and conPro: Dynamic Experience, Personalization Con: Requires adaptation of existing print based process 
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Re a ching  Shop p e rs
No matter where the content is shown, it should be a 

shopping experience, not an ad 

Owned Properties   |   Paid Distribution   |   Earned Media
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Presenter Notes
Presentation Notes
This slideshow the multitude of places where you should be distributing your weekly adOwned 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 
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Reaching Shoppers In Ways 
that Drive Trips 

Wha t  is  Lo b la ws?

22

Presenter Notes
Presentation Notes
ThisIt is not able awareness of your store, it is about driving consideration for your deals so people make a tripBetter image of LCL store Store front image of this store 
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Reaching Shoppers In Ways 
that Drive Trips 

Wha t ’s  o n  sa le  a t  
yo u r  Lo b la ws th is  
we e k?
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Presenter Notes
Presentation Notes
ThisIt is not able awareness of your store, it is about driving consideration for your deals so people make a tripBetter image of LCL store Store front image of this store 
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To generate consideration every week, 
we need shoppers to engage with offers

24

Answe rs the  Que st ion  o f Wha t , 
a nd  Build s Consid e ra t ion

I m p re ssions

Eng a g e m e nts

Clicks

I nte ra ct ions

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



Me a su re m e n t  - Pr incip le s

St ra te g ic Alig nm e nt
Get stakeholder alignment around digital flyer program to 
m ea sure , do  not m ea sure  in a t tem pt to  g e t  a lig nm ent 

Ge ne ra te  Com p a ra b le  Re su lt s
Directly com pa ra b le  results  is  m ore  im porta nt  tha n a ca dem ic 
correctness

I t e ra t ive  Busine ss  Ca se
Prog ressive ly wa lk up  the  ra m p  of rea son to  g e t  increa sing ly 
de finit ive  results  in re la t ion to  com plexity a nd  risk 

Ke y Pr incip le s  
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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 variablesGenerate 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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Me a su re m e n t  - Ra m p  o f Re a so n

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 
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Dig ita l Me d ia  
Me t rics

Did  m y d ig ita l m ed ia  g ene ra te  
fa voura b le m e trics? 

● Cost pe r eng a g ement
● Qua lity of eng a g em ent 

Be ha viour Cha ng e

Did  m y ca m pa ig n ca use  
shoppe rs to  cha ng e  the ir 
shopp ing  beha viour?

● Purcha se  intent lift
● Conside ra tion lift
● Increm enta l store  trip s
● ID linked  sa le s a t tribution

Sa le s Lift

Did  m y stra teg y re sult  in lift  in 
sa le s a t  a  sca le  tha t  m a tte rs 
for the  business?

● Sa le s lift  a s seen a t  the  
store  leve l

Presenter Notes
Presentation Notes
Not a race to the top, only climb as high as necessary 



Bu ild ing  the  Sho p p ing  Exp e r ie nce

Pu t  it  a ll to g e the r  fo r  the  fu tu re

Cre a t ing  the  Exp e rie nce
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Re a ching  Shop p e rs Me a suring  Re su lt s

Presenter Notes
Presentation Notes
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 
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Presenter Notes
Presentation Notes
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). 



Do n’t  m a ke  a d s -
Ma ke  Lo ca l Sho p p ing  Exp e rie nce s 

● Consumers are seeking savings 
● Weekly a d  is a  powerful d rive r of trip s 

a nd  vendor support
● Consum ers wa nt shopp ing  expe riences, 

not m ore  a ds
● Prepa re  for tra nsit ion from  p rint to  d ig ita l

2
9
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Presenter Notes
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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