Planning Media
Making the most of your Retail Activity
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Intro

 Phil Burroughes: Commercial Director, RMI

 Alan Meech: Marketing Manager — Media Planning,
The co-operative Food

30 years of combined media experience

Ranging from BBC, ITV, The Guardian, Initiative,
McCann Erickson, Asda, The co-operative
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The co-operative

Today

-~

Wants & needs

Media choice

Working together

~
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Retaller wants

Does It make life easier?

Does it make the basket
cheaper?

=

/T 0 make sure we have the\

right product for the shopper

Does it fulfil or create a need?

!

The co-operative

/ Drive people instore \

Increase basket spend
Increase frequency of visit

Increase basket repertoire
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Shopper wants

4 N O )

Products that are ATL support
available
Appropriate use of retall
To know where to find the media channels
product
Education

To know how to use the

\ product / k /
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Brand wants
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Loyalty
Maintain value
Increase sales
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Shopper Journey
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Start of shopping mission End of shopping mission

Shelf edge

Gondola end

Move shoppers round the store
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Why Retail Media?
/ Effective \ / Efficient \

Reach the consumer Low cost of entry and
at key moments in high return — upto
shopper journey 70% sales uplift
\\'hen planning Leverages main

\\Vhen in store campaign

oAt point of purchase
Accountable through

S '/ \_ FEpos  J
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ATL & Retall Media

Th ' .
e cooperative linrni



Audience & Influence

/ (- CORONATION ST.-}

Avg. Adults — 8,524,312

s REUC

| ON SUNDAY |

Avg. Readership — 4,845,870

Sinjih

Avg. Readership — 7,712,848

talkSPORT

1089/1053am and Digital Radio

Avg. Weekly Reach - 3,248,000

\The co-operative Avg. Weekly Transactions — 19,900,@

The co-operative

Il ¥

1



Audience & Influence

/CORONATION ST\

C1
C2
DE

16-24
25-34
35-44

45-64
\ 65+

11%
23%
25%
41%

7%
9%
14%
34%
29%

/T he co-operative\

AB  24%
C1 29%
C2 20%
DE 27%

16-24 5%
25-35 14%
35-44 20%

The co-operative

45-64 35%
\ 65+ 26% /
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Planning Tools

[ ATL Industry Standards ]

 MINTEL oxygen

Ad DYﬂam|x ENTER

. - # Experian’ @
\\ / *** A world of insight
RAJAR TGI C mSCORE I'lVlSlDI‘l@

m @ gg, @ SUNeyMonkey com
M future fDundatmn Br andwatch

% BRANDREPUBLIC You
mEmrap Posterscope OQ ie
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http://www.rab.co.uk/rab2009/default.aspx
http://www.rajar.co.uk/
http://www.warc.com/
http://www.addynamix.co.uk/
http://www.oxygen.mintel.com/
http://www.nrs.co.uk/
http://mymetrix.comscore.com/
http://www.ipa.co.uk/
http://infosystvuk.tns-global.com/
http://www.forrester.com/rb/research
http://www.barb.co.uk/index/index
http://www.brandrepublic.com/
http://www.futurefoundation.net/

The nght med|a for your campa|gn
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Planning Tools

The co-operative media centre

-

The co-operative sson -ﬂ:g;;;i‘?;@:*%h_

3,000 storss i‘,ﬁ,

Home Calendars | Channels | Ratecards

Retail media | Case studies | Estate info

Iy detalls Contactus

Ahnut us | Sugmestans

Hatne Logged Ik alan meech@eo-operatya cong | | Campalon paskel o tem) | iy

See our latest research... ﬂ'IE 5 EEIS}I’ StEDS

See our available options for commissioning Discoverthz effsciens=s | et i kogw
research into the effectivengss of your s AL T the bestwary 1o
Shopper Marketing activities & weealth of options! achieve a great 5
Wedia channels which {H-'ﬂr‘ﬂi';]ﬂ..
can suppart your 1
campaign.. limcl chit mare
Research is ol your f =T H
Bk campaign builder
- Bee our range of oplione... I'd like 1o
—_ Till Scraen Digital Expllél iment
— ] Sinage QUGG @
_— 1 j Areyou smbracing digital Eampa.ggn

putof homa media?
find cut maong

Here gre a 3lection of recent acikiles within aur portfalio of stores which &re updaied on & dally basls. (CHck onany Image b Yies Ul screen)
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CMC Planning

At Cramrimar F Arrual Media P - Corsaia & ;

planl@m! ° World class media-planning

software in CMC format

(Q— .

Select required media host: Select required media channel: Please note - this
- media channel is
| Co-operative Food j * | Shelf Talker (Wobbler) ¥ | charged =t £6.50 per
Email me hostinfo >= Show channel details >> ey
Fee)

A

©

Uﬁiatihymﬂ’tdea%go—ﬁvedatetm&;ismmdmmbl, 15 =|-[ Jun Hggﬁ vlmo

Show date options ==

¥
D ey ©

How many stores do you want for How many periods doyouwant .~ .~ ~ o ~ I—
this media channel? for this media channel? LR e
What start date do you want for this media channel?

[2865 B [ =]on =201 5] trorced start date)

"‘E.“?'"“'EI What end date do you want for this media channel?
- mx o zae 5 =l-[oul =]-[2011 5] torced end dats)

- maximum order of 2865 : oy [EES -

{for this specific media channel) H B

Eguatestoa 21 daynm.a_ta'cmﬂ':ﬂ'd1 8622.50

¥

©

The following notes will be recorded for this media channel within your Activity Overview (edit below)
A fully-branded printed POS mechanic which is positioned on the shelf-edge directly in frontof =
the associated SKU's being promoted (based on default of 2 wobblers per store per period).
Opportunity to heighten awareness levels at the fixture to help drive sales, during the
promotional period of your choice.

=

The co-operative
good with food

=

Promo Pericd 08
25 May 2011 - 14 Jun 2011

Promo Period 039
18 dun 2011 - 05 Jul 2011

Email me the critical

E

Mo longer available @
e =]
Action required >45
days
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The co-operative

Relationship

-

Centre
(rmi)

~

The Media

-

-

Supplier

J

=

%

Buyer
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The co-operative

Relationship

/- Plan ahead \

* Be open
e Shared goal
 Best practice

\- Work together/
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Questions Please
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