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closest to customers




Cartology gives you access to some of New Zealand’s most Our marketing solutions are built on rich and
valuable and unique media assets. We position your brand detailed customer data (powered by Everyday
where it needs to be on the customer’s path to purchase, Rewards), with bespoke advertising solutions to meet

including the critical final step of the shopping journey. your brands objectives while closing the loop with
unprecedented insights in campaign effectiveness.



and 100% on target FMCG customers

Woolworths New Zealand weekly transactions
stores (in-store and online)
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Total sales Searches per week for Active Everyday
influenced by grocery products on Rewards members

digital

==
Visits per week made by Personalised eDMs Online shopping
the average Woolworths sent weekly penetration

New Zealand shopper

Source: Woolworths master online dashboard - FY24




How

The Cartology team is fully integrated into the Woolworths
New Zealand Category and Marketing teams, whilst
working in unison with all of our client partners.

This enables us to build effective plans that align with the
Woolworths New Zealand strategy, run in conjunction with
category priorities and deliver against individual client
campaign objectives.

We provide our clients access to some of New Zealand's

most valuable media channels and the opportunity to talk
to a captive audience, both in our stores and online.

Cartology provides a

marketing solution, from

and
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your
objectives
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the
right
channels
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with
the right
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Out of Store Front of Store

Connect and impact - =

Woolworths shoppers

wherever they are with a
media ecosystem

SPead: thj 3
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The customer journey is no longer just online or in-
store. Our omni-channel media solutions enable

brands to reach customers at every step along the
shopper journey, providing unique opportunities to

. : .. woolworths (g)
influence their purchase decisions. o .
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Customer Communication Pillars

Our customer communication pillars are used across all media channels. The Mgﬂj@.y.ﬁ” wwmﬁf‘e
They provide customers with relevant and recognisable messaging to customers ISJUSt as |mportc|nt

throughout their shopping experience and enable suppliers to deliver clear as the touchpoints yOU use
and consistent communications across multi-channel campaigns.
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Win with

Price driven E Inform, Inspire & Educate E Introduce & Highlight NPD Value driven & Personalised
Price is an important driver : Remind customers of : New products are important Engage Everyday Rewards
for Woolworths customers. product benefits, unique to our customers, with : members across two premium
Many actively search for : selling points and provide : over 50% purchasing E Cartology solutions. targeted
products on special each E Inspiration and suggestions E something new. offers and competitions
week. on product use. | '




Cartology unlocks the power OF
Everyday Rewards for brands with

exclusive access to bejpoke member
engngement solutions.




Engage Everyday Rewards members across two
oremium Cartology solutions

Targeted Offers by
Everyday Rewards

Target your audience

Incentivise members and
enhance value offerings with
targeted offers by leveraging
first party data segmentation
to bring brands closest to
Everyday Rewards members

e Deliver greater value
beyond price

e Targeted and
Personalised

e Build an ongoing
relationship with
members

Seed’s Everyday Rewards Coard number: X0000C

FLAVOUR

(zf

Seed’s Everyday Rewards Card number: X0000000C0O0000(

Do o@l| DENTASTIX chance to
LS Win FREE

THATHITS (&2

ENERGY DRINK

Free Rockstar Energy Drink
500ml*

Collect your free Rockstar energy drink S500mli* in-store at Woolworths.

Seed, enjoy this energetic freebie from Rockstar, brought to you by Everyday
Rewards.*

With bold flavours and a focused energy boost, Rockstar fuels your hustle.
Fully-charged with guarana, taurine, and caffeine to help keep you switched on
and active.

Grab your free Rockstar Energy Drink 500ml from the drinks aisle or by the
checkouts in-store at Woolworths.*

To claim yours, simply:

 w &

1. Boost 2.Shop 3.Enjoy

Hit the ‘Boost now’ Shop one Rockstar Scan your Everyday

button Energy Drink 500mi* Rewards Card and

in-store at enjoy your freebie
Woolworths

for a month!
valued at $650

S
©2023 Mars or Affilkates.

Your chance to win® plus, collect
10x pointsA

Seed, caring for your furry friend's chompers means you could win a $650
Woolworths Supermarket eGift Card.*

That's fur-real!

To enter, simply shop any Pedigree Dentastix product at Woolworths in-store
or online and scan or link your Everyday Rewards Card at checkout until
Tuesday, 13 June.*

Enjoy multiple entries on this offer,

Plus, hit '‘Boost now’ to collect 10x points* on any Pedigree Dentastix product
until Tuesday, 13 June.*

chance to

Win FREE
groceries for
a month!

©2023 Mars or Alilates.

Helpful Links

Competitions by
Everyday Rewards

Broadcast your brand

Bring your brand to life with
iIntegrated Everyday Rewards
competitions. With New
Zealand’s simplest competition
architecture for a frictionless
user experience driving more
engagement for brands

e Brand experience along the
shopping journey
Frictionless ‘scan to enter’
entry mechanic
Unigque end-to-end support
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Online

Give highly engaged customers the chance to trial your product
with a free sample and reach a receptive audience who are already
purchasing similar products on woolworths.co.nz

Customers who have received free samples will be retargeted the
next time they shop on woolworths.co.nz with the ‘items you've
sampled’ carousel visible before check out.

Campaign Dependent
National or Targeted

Product Sample, Product Sample & Flyer

Campaign Dependent

e Build brand perception by providing online shoppers with
a free sample

e Reach a receptive audience already purchasing similar
products

e Remarket to customers who have received your sample on the
‘Have you forgotten” page before customers checkout with the
‘Item’s you've sampled’ carousel




External

Targeted advertising via multiple display networks.

editors’ picks

Campaign Dependent

[ 1T d ] o il Dok yoor Basboparo
Stuffs moming Ardern rebrands 510 zipline and
trivia qQuiz Labour Party other crary deals

Targeted - Household shoppers 25-54 or Bespoke
Audience Segments

30%
Pl Pl et e detimd ERESL T - - f__.“-_
| Tova O¥Brien abu C [ Mt ts NI Calls to
Campaign Dependent peakiroll  Norilandbeach underclass ‘cursed Cromwell S

coronavirus

el i ey
42,000 crew stuck
on ships

e Communicate product & price messages within the
Woolworths communication pillars

e Opportunities to reach specific customer segments through
targeted programmatic ad buying

e Scalable medium that can be successful at any budget level




Social

Connect with the Woolworths New Zealand social
community to captivate, educate and inspire our
customers.

Drive consideration of your brand to grow awareness
amongst an engaged social audience.

Create thumb stopping content for your brand to
encourage interaction with Woolworths engaged
social community. Includes stop-motion and
cinemagraph editing styles.

Stop motion tells a short story or introduces a new
product with a high impact execution.

Clickable Recipe Stop Motion is a compelling format
that shows the versatility of your product.

Star product serving suggestion

Showcase your product as the hero of an entire meal or

entertaining platter.

Facebook
66%

of audiences are
responsible for
grocery shopping

Facebook in-stream video is an
optimised ad placement that
specialises in increasing your brand'’s
visibility, message, awareness and
reach.

e In-stream advertising allows
brands to deliver 15 second videos
before, during or after video
content

e Over70% of
In-stream
Impressions
are viewed to
completion

| .MCICI'O Whole Living

Available exclusively at Countdown

Facebook &
Instagram

-----------

of Facebook and
Instagram users
watch Stories daily

Stories are an immersive creative
format that enable Facebook,
Instagram and Messenger users to
view and share everyday moments.

Y,



Social

Competitions & Giveaways

Woolworths social media platforms are a live, modern and
dynamic way for brands to interact with New Zealanders, with
Industry leading content, that is customer relevant and thumb

stopping..

Competition & Giveaways are a proven way to amplify
engagements

Build a strong following and communities

Raise brand awareness for existing and new products
Ensure trial of a new product

Boost engagement with comments, shares and likes
Acquire new customers

Incorporate into broader campaign to boost awareness and
engagement

Everyday Woolworths connects with millions of New Zealanders
across our social channels including, Facebook and Instagram.

Y,

+1353%

Uplift in
engagements*

+1161%

Uplift in

H H %k i 2
Interactions REVITALIET

FILLER [+Hyaluronic Acid]

Instantly Replumps & Smooths

Locks-in Moisture for 24H
ULTRA THIN SHEET MASK S
o Perfect fit for maximum hydration

Uplift in

N REVITALIFT

FILLER [HA]

shares*

LOREAL

PARIS

REVITALIFT
FILLER [HA]

PLUMPER LOOKING
SKIN WITHOUT
THE INJECTIONS

ENRICHED WITH
HYALURONIC ACID
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Personalised 1:1

Drive awareness, trial and repeat purchase behaviour with 1:
communications reaching highly engaged, valuable customers
powered by New Zealand's' l[argest customer personalisation engine.

1 Million+ Email Subscribers
Extensive targeting options

eDM offers - 39% Open Rates & 8.3% Redemption
rates

Solus Email, myWoolworths Banner, myWoolworths
Key Message

1 Delivery Per Activity

Reach

Relevant customer segments

| ' 5!
more likely to engage with your NAT“RAL
brand. _

lNGRE.IENTs \‘i __ e Highly targeted segmentation options to connect with the right
NOTHING ARTIFICIAL i 1 _ customer at the right time

FREAKY/yNATURE n , Life Stage (New Family/s, Older Singles/Couples etc)

& Location (Upper North Island, Lower North Island etc.)
Interests (Vegetarian, Non-vegetarian, Dairy Free, Alcohol friendly etc)
Purchase Behaviour (by sku, category, season etc)

Encournae

Trial through the use of targeted
offers & promotions

Automaticall e T

Try the new look, new taste V Pure. A crisp and refreshing energy
Load Offe rS to the CUS mers dnnk made from sixnatural |r'grcd|q'rh and r-cn[hrgnr[rl‘ cral

apple uice’, sparkling water, lemon juice’, guarana seed extract,

O neca rd th ro u g h Ou r ta rg eted caffeine from green coffee beans and natural V flavour
Offe r p | atfo rm Pick it up at your local Countdown today

The Countdown Team




_READY TO EAT
“ LOUISIANA

Front of store




Front of Store

Cartology screens are a key touch-point on the path to purchase
delivering brands unrivalled proximity, contextual relevance
and customer impact in the supermarket environment.

The screen network is perfectly placed at store entrance to drive

awareness at scale, allowing your brand message to reach 100%
on target shoppers.

Campaign Dependent
National - 162 Stores | Targeted - Min 50 Stores

Static or Animated Digital content on 65" UHD
Panels

1 Week

e Capture attention and prime customers as they start their shop
with unrivalled proximity

° of shoppers plan less than of their in-store spend,

F i
digital screens are a great way to get your product into their W&w ‘ZE‘H&M 5 Mjf‘ E.-‘Wl/f?ﬂf.«)'fﬁff
baskets retail media solution for building brands

° of in-store shoppers agree that digital screens help them

notice products they might not have seen previously 3 and dri"u'ir'lg awdreness




Digital drives in-store
Homepage traffic and engagement

Drive awareness and engagement for your brand with .
visually rich and engagin lacements to influence of customers shop in-store

y S .g 9P . within 4 days of visiting
woolworths.co.nz online shoppers, at the very start of their woolworths.co.nz
shopping journey.

WOOlWOrthS ; ), Contact  Stores  Everyday Rewards  Sign in or Register
Offering maximum exposure, delivering cut-through and T o AR SN T N Sy, o e
lifting brand salience, the homepage banner helps | Shop online

ﬁj Pick up: Woolworths Takapuna  Change >

iInfluence purchase behaviour in our highest traffic

. . Tryme
destination across web and app.

Q. Search Browse Specials Favou

It’s more than coffee.

It’s STARBUCKS by
. . NESPRESSO
900k+ Unique Weekly Views
National
-l Week 7 1}
Try the new MAGGI Air Fryer Crispy Kia ora
Korean Style = & 6z
Sine Male: Regiser roer
e Reach a significant audience on New Zealand's’ #1 grocery
shopping website | | pecial | 20%0K Mernber Price N
: : L ¥ O © -8 O . O ™ O O
e Capture the attention of our customers as they start their shop Qore  Sop  Rewards  specas  wore
\ / MacBook Pro

on the highest traffics area of the site — i
e High impact visibility on the homepage, positioning your ——

brand in a contextually relevant eCommerce environment




App

The ‘App Campaign Tile' is located on the native homescreen of the app, and can .
be used to drive awareness and engagement for your campaign. This premium woolworths (g)
placement when clicked, takes shoppers directly to your specific campaign Kia ora Jay

landing page. (Branded Shop, Product Group page or Product details page)

A il Service =

$323.00 €D

Shop online

LB Delivery Pickup
Tile will always appear below the ‘Shopping List’ and ‘Product

Locator’. If Woolworths NZ business is utilising a tile, they will have

: : : : Boosts & Points
first place and the Cartology tile will appear in the second slot
Premium 1,746 /2,000 Scan card
1x per week placement on the
7 weeks booking deadline. Material deadline 5 weeks before go- Woolworths App Shopping list =Y

| i\/e Add items for your Product

next shop locator
Alcohol, Baby, Pet and Contraception & Pregnancy. Products that
are gender specific should be avoided (eg period care, gender o 'h‘!ﬁw
specific deodorants or shaving products) 18 character limit | ‘é' ‘
il £

50 character limit copy.
50 character limit copy.

Bap

Specials See all

Special l 2 for $5

37%

Chavline Chillad Crnit Mieinle

v ®m ®

Sﬁdp Rewards Specials

Share of online Revenue

** Based on data from FY25Q]1

Y,




Digital
Drive brand awareness to a highly engaged audience.

Showcase your brand using high impact, full-page ads,
videos or banners with powerful ‘'shop now' functionality to

Mmaximise sales conversion.

5 Million+ Weekly Page Views

National

Full Page - Display, Advertorial & Video
Banner Ad

1 Week

Position your brand and products in a contextually relevant

environment
Capture attention and drive consideration during the planning

phase
Seamless eCommerce integration allowing add to cart with a

few clicks

Contact Stores  Everyday Rewards  Signin or Register

Delivery
Q_ search b et $0.00 B @

woolworths (@)

Browse Specials Favourites & lists Recipes Low Price

eklymailer

& countdown.co.nz

90of 16

mn ]
Ii . - Pages Product List Category

. >
l\.'y%m“bu“#‘
$280 —
3° e

MacBook Pro




Tell your brand stoky,
communicate a promoational message
or direct customers to your product on a

national level

In-Store

Connect with and inspire customers through the in-store audio
network that has been designed to provide an enhanced in-store
ambience and shopping experience for customers.

2 Million+ Shoppers

National
30 Second Spot

1 Week

e Reach 2 Million+ shoppers with a 30 second radio spot

e |mmersive audio content to tell your brand story to active
FMCG customers

e Build brand awareness and affinity with contextually relevant
audio at scale

e Broadcast your message across the total store environment to
build awareness




Checkout

With over 2.9 million transactions through Woolworths' tills
every week, this is the last opportunity to communicate with
customers before they exit the store.

2 Million+ Shoppers

National

Checkout Wrap
Checkout Bar

4 \Weeks

e Stand-alone medium, not competing with any other
communications

e |deal for products with a lower frequency of purchase

e Last message before the shopper completes their transaction




Bein to

WIN

aS2,500

Kitchen Package

packages
to be won

N Alsle




Sponsored Deal Tile

Showcase your product on the Specials Hub on woolworths.co.nz and
get more eyes on your product with increased ‘Add to Carts’

Campaign Dependent

National

SKU(s) required 2 weeks out from go-live date

1 Week on the Specials Hub

e Exclusive ownership (only one opportunity per week)

e Communicate price, product and range messages, to
customers actively looking for value

e Deal only eligible for promotion with minimum $100K forecast 9
for the SKU/price family) and minimum 20% discount level on all
promoted SKU's

e No artwork required - supply SKU code and ensure product
Images are up to date on the site

Browse Specsals Fowous

[ = du bie gl q

sg8s
ea
SAVE $8.88 E:_g
Sponsored Product info e,
Deal 500g “
CUPs Pricing

Sponsored Deal of the Week:

¥

Online Only Specials

S
L=

Tpwoad I S $1.54
C :l
P -
e Fersi Light Buager Paites
J Waagyu Baof

B RN I S e

-

Sponsored
Deal

5888

eaqa

SAVE $8.88
Productinfo || piiit,
5009

CUPs Pricing

My Top Picks

oo } Carer Bl

e

i I 'J_:I ' |'||j|¢-|- Fanin e
W3 Bl

o

0
i sl

Easter Specials -~

Lpacio I sorem ¥

Feur LiEI.' F""-'?' ¥ P atihey
W=y Beal

12

MacBook Pro

i
b

Special | irve $L50
)

Fliwt _iH_I d E....llu- Pt

Wag Begd

12"

Easter Specials -~




Onl l nhe - Browse A In aisle media can drive awareness of
J ) \) your brand, jﬂf}nfﬂﬁ Your Fange and
support conversion with careqory

ﬁﬂya}j or aisle browsers

Banners provide the opportunity to communicate brand of visitors to
: . an online aisle
messaging at the department level, and are ideal for will make 3 |
cross-selling in a complimentary category. purchase woolworths (@)
Browse | Specials Favourites & lists Recipes  Low Price Q, Search EB gg:}zﬁé
{a} > Health & Body
_1?/,’,&"_ 1 1 'tT“'_""_"_"“T'__"‘-"“
% ALL THE CARE ,%. »E7 e
. . | YOUR SKIN NEEDS "y - [} lie: e
30,000+ Unigue Average Weekly Views | - ] i
National Health & Body
3033 items
.| V\/eek Filterby: | Specials v Dietary & Lifestyle v Sort by:  Relevance v

Categories ~

Bath, Shower & Soap (289)
Hair Care (735)
Dental & Oral Care (225)

Deodorant & Body Sprays
{1 32) Promoted

‘ Located at De pa rt m e nt | eve | & n aVi g a ted Vi a t h e I B rowse' fu n Ct i O n GRS G B Colgate Triple Action Essentials Tissues Facial Berocca Performance Berocca Performance —_—
. . Eye & Ear Care (62) Toothpaste Qriginal Mint SR bt Effervescent Energy Vitamin Effervescent Energy Vitamin e il J
e Carousel banner -10f 8 SOV (7 paid banners in total) sy | e DGR A comnge CMango8.orange O
o 5 Seco n d rota’uo ns Make Up & Nail Care (354) Tube 160g $2.93/100g 5250 Pack 15 tabLets $0.80/ Tea Pack 45 tablets $0.51/ 1ea valentines day
Tissues & Cotton Buds (58) s/ 69 S 99 l\-:!r'-_rnernber [ 00 Was sZSsu
e Tile can link through to a product group, branded shop or recipe e 4 LI i 23"




Online - Browse

Communicate a key brand message whilst the customer shops
the whole category.

| woolworths (g)
| Murer Spesoab
30,000+ Unigue Average Weekly Views g F'“EJHH‘.‘@.# (R)() (R
National '
1 Week o
e Tile remains in position 5 throughout all levels of the r L
department hierarchy it | oo | o e || Sevieriaes
e Tile can link through to a product group, branded shop e, snyst
or recipe R 4 | el G . i
e Exclusive ownership within the online department for activity s SES S |
period .' Mamier Hrica _ B 5 Rl ..-..r:::.-.-w

e Capture attention and prime customers with relevant

messaging and content throughout their shopping journey L—

e Position your brand in a contextually relevant eCommerce
environment




Create a and

Online Branded to showcase your

brand and product range
Leverage the visitation to shop.woolworths.co.nz to bring your brand to

life and educate shoppers with more detailed information, including
videos on how to use and consume products.

= ] ur " ™ = ] i

. ) . ) countdown (@)
Branded shops offer a great opportunity to point multiple media

channels to one information hub, and showcase your full range.
Curate content, deliver brand value proposition - all within our
shoppable platform.

Traffic drivers
Display banners, branded tiles, eDM
Brand suggestions
SEM packages

Drscover Macro Wholefeods

areij:/l?kely e @ @

to purchase
advertised
products here

e Contextually relevant branded experience within the Woolworths
digital ecosystem

e Drive awareness and educate customers on your brand and
products

e Tell your brand story and seamlessly integrate eCommerce
functionality



https://docs.google.com/presentation/d/13l2tnConIbpuIQE6AICcLElIhfyNKSS5Qtkje-nyW40/edit#slide=id.g23e94b0f106_0_1639
https://docs.google.com/presentation/d/1UeNduEYjENos-UvltWG2urm53PSQcqA2hSLnQ1NcpN8/edit?usp=share_link

Aisle

Drive consideration for your brand utilising impactful POS
solutions as customers scan the shelves. With 30,000 SKUs in-
store, Point of Sale will direct customers to your category and
inspire them to choose your brand.

2 Million+ Shoppers
National

Aisle Fins / Aisle Fins & Tear Away Pads Small -
150mm x 450mm
Large - I50mm x 900mm

4 \Weeks

e Place your brand at the forefront of the shoppers mind at the
shelf edge

e Highly visible throughout the aisle

e Inspire and educate shoppers at the point of purchase with the
added option of including tear away pads for shoppers to take
home with them




Floor

High impact media that grabs the customers attention in aisle.

Reach actively engaged in-store customers by utilising a
combination of layered assets to gently lead them towards your
product.

2 Million+ Shoppers
National

Small - 300mm x T000MmMm
Regular - 600mm x 1000mm
Medium - 600mm x 1800mm
Large - 1200mm x 1800mm
Navigation Beacon

4 \Weeks

Disrupt the shopper journey in aisle

Highlight product location and navigate shoppers to your brand
Communicate product features, benefits and price promotions
Multiple positioning options available

Navigation Beacons act as a spotlight to draw the attention and
bridge the media opportunity between in-aisle impact assets



https://docs.google.com/presentation/d/1ZDpahfFlEOhUjI-gutjy7sI8cAmDCuyd6zfQnOtdIDc/edit?usp=sharing

Category Specific Media

Category specific opportunities throughout the store.
Bespoke opportunities, tailored to location and in-store

space. High stand-out media in specific areas of the
store.

Campaign Dependent

National

Upright Freezer Decal

4 \Weeks

e Available in selected stores, dependent on format

e Increase at shelf visibility with engaging and impactful point of
sales solutions

e Drive conversion at the final moment of purchase




o B N Category Specific Media
N Freezer Door Window Decal

Category specific opportunities throughout the store.

Reach Campaign Dependent

Audience National

Format Upright Freezer and Coffin Freezer Decal
Duration 4 Weeks

Increase at shelf visibility with engaging and impactful point of
sales solutions

Drive conversion at the final moment of purchase
Communicate new product information, price promotions or
product attributes

Q\) stYLll
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Category Specific Media
Category specific opportunities throughout the store.

Campaign Dependent

National

Bread Aisle Header
Bread Aisle Fin

4 Weeks

e Bespoke opportunities, tailored to location and in-store space
e High stand-out media in specific areas of the store
e Available in selected stores, dependent on format
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Category Specific Media
Category specific opportunities throughout the store.

Campaign Dependent

National

—
=
(]
=
=
=0
rm

B

Liquor Chiller Door Decal

4 \Weeks

MYE0 30 N 8

e Bespoke opportunities, tailored to location and in-store space
e High stand-out media in specific areas of the store
e Available in selected stores, dependent on format
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In-Store

Encourage shoppers to trial your product when they are in a
buying mindset. Introduce shoppers to a NPD or new SKU
variations. Educate costumes on product features and benefits.

......

Campaign Dependent
National or Targeted

Demonstration

1 Session

7.4 SURE FIRE

SUREFIRETIPS FOR
SURE FIRERESULTS. |

e In-store sampling has been proven to deliver sale uplifts of
over 250%

e Shoppers will often make future purchases sampled in-store,
meaning sales continue after the activity has ended

e Builds advocacy and awareness as shoppers will share
experiences which drives word-of-mouth marketing

SURE FIRE
TIPS FOR
SURE FIRE

D e e e
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Cartology

There are over 4 million product searches on shop.
woolworths.co.nz each week. 92% of the top 200 site
searches are performed using generic terms at a
product, aisle & category level. 90% of all customers
only visit the first page of the search results.

Our advanced marketing platform places your brand
on the first page of search results for keywords related
to your product, increasing ‘on-shelf’ visibility in the
online shopping environment.

The self serve digital media platform enables clients
access to launch, optimise and edit campaigns in-flight
and delivers real-time performance results.

e Increased digital on-shelf visibility to support sales conversion
e High performance cost-per-click advertising solution
e Real time keyword bidding and dashboard reporting

Cartology Promoted

Products deliver an average

return on ad spend

of over

and an online
conversion rate

of over

Browse Specials

{ay > SearchResults » Chips

Search results

Filter by:

Specials

33% Off .
Categories ~

Delisio Chips Jalapeno

Poppers Fridge & Deli(3)

raru | 1

140g $2.14 /100g Bakey1o)
Frozen {58)

$3°° Was$4.50 Pantry (437)

Save $1.50
Health & Body (8)

Add to trolley

Copper Kettle Potato Chips (|
Vintage Cheddar And Red
Onion

150g $2.53/100g
$380
Add to trolley

B ®

Shop Rewards Specials

Non-member
$5.00

woolworths (@)

Favourites

Promoted

Promoted

Promoted

&lists Recipes  Low Price Q. chips *

Bluebird | RERELMOON

GETA TASTE @ ANOTHER WORLD

Special | 33%OK
Pron
Bluebird Originals Chips Daritos Corn Chips Strest Art Delisio Chips Jalapeno
Chicken Cajun Chicken Poppers
150g $1.99/100g 150g $2.00/ 100g 140g $2.14/100g
5299 5300 Was 53.30 5300 Was 5450
Save 50.20 Save 51.50
Add to trolley Add 1o trolley Add wo trolley

Special ] 2 for $4.20 Special ] 2 for $4.20 Special ] 2 for $4.20

Sortby: | Relevance

Special ] Save $1.00

O

Tostitos Rounds Corn Chips
Mild Mexican Salsa

290g $1.55/ 100g
5450 Was 5530
Save 571.00
Add to trolley

Special ] 2 for $4.20

O




Online - Search

Communicate a key brand and product message, linked to a

relevant search term, via a banner placement.

Campaign Dependent
National

Search Banner & 1x Search Term
Search Banner & 2x Search Term
Search Banner & 3x Search Term

1 Week

e Exclusive ownership of search term for duration of activity
e Located on product group page linked to search term

e 'General' search terms capture all searches containing the chosen

word

| rth "';J Contact
woolworths (g)
Browse Specials Favourites & lists Recipes Low Price Q! deodorant

{ny » oearch Results » Deadorant |

X [ 2every EEUNGRWC

Categories ~

Health & Body (130)

PGRADETO = GOES ON

72HADVANCED " INSTANTLY
PROTECTION X ¥ DRY!

v¥'Rexona

Shop now

Results for "deodorant”

130 items

Filter by Specials e
Special ] 25% Off pecial ] 25% Off
O O
o
Mivea Black & e
Roll {
Persp

50mL f 100mL Om

57.98 50mL §7.98
. gl . gl

Add to trolley Add to trolley

P .

Sortby: | Relevance

Upgrade to 72H

2 /100mL Advanced Protection




Online - Search

Communicate a key brand and product message, linked to a
relevant search term, via a branded tile placement.

Campaign Dependent Health & Body
2996 items
National _ _ _
erby: | Specials i Dietary & Lifestyle v Sort by: = Relevance v
Search Branded Tile & Ix Search Term Search
. Member Price _ Special l 40% Off Special l 25% Off
Branded Tile & 2x Search Term Search Branded O O St o O
T||e & 32X Sea I’Ch Term . Saving money never felt so
@ good!
1 Week =
Promoted = e
ent Facial Tissues Silky Colgate Triple Action Nivea For Men Shave Gel Nivea Roll On Deodorant
2 Toothpaste Original Mint Sensitive Anti-Perspirant Pearl &
24pack $1.69 /100ss Flavour 200mL $3.00 / 100mL ety
Tube 160g $2.19/ 100g — SOmL $7.98 / 100mL
e Tile appears in position 5 of the product group page and can i 50 Mo BT Souts  Feis
link through to a product group, branded shop or recipe " 3
e Exclusive ownership of search for duration of activity Add to trolley

e 'General' search terms capture all searches containing the

bAaeBae j_ =

chosen word l‘-' oo S 2




Sponsored

Located within the ‘Recipe’ section of the website, position
your brand/product within a recipe suggestion, providing
Inspiration and solutions to customers.

Campaign Dependent

National

Recipe will remain on the site for the

. . woolworths (@)
duration of the campaign

Browso Specials Favourites & lsts  Recipes  Low Price

Ceviche Lettuce
Cups

& =~

e ‘Add to trolley functionality enables customers to

. . . . Ingredients
shop the entire recipe with one click

Lime juice, plus 1 Tbsp - 1/4 cup

e Recipe heading will include brand name

Sugar - 1 tsp

e Multiple products can be included in the recipe

Red chilli, finely chopped - 1/2

Avocado, diced small - 1/2

e Drive traffic through to the recipe via a branded

Red anion, finely chopped - 1/4

tile linked to a relevant search term

Salt and pepper, to taste

Baby cos leaves - 12

Browse Specials Favourites &lists Recipes  Low Price Q_ Search CB gfg“;?e%
en

Recipes

( Meals and Courses> ( Diet and Lifestyle ) ( Main Ingrediem) ( Occasion ) ( Christmas Vegan ) ( Seasonal )
( Sponsored Recipes \ <A|| Recipes) @ Saved Recipes

Easy Meals

With the kids back to school, it's the perfect time for some fresh, fast meals. Surprise the
whanau with ceviche lettuce cups or crumbed halloumi and grilled corn. They're delicious
and great timesavers!

Lunch Dinner Lunch Lunch Dinner Lunch Dinner Lunch
Ceviche Lettuce Cups Zesty Courgette Pasta Crumbed Halloumi & Chicken Satay Pita Caramelised Peaches
Salad Grilled Corn Caesar Salad Pockets with Lemon Chicken
|
fo
mins + 15 mins 27 10 mins + 15 mins = 20 mins + 10 mins =7 10 mins + 25 mins

Q  search [ R s0.00 CO

Method

Step 1
Place the fish, % cup lime juice, fish sauce, and sugar into a
glass bowl. Stir to combine and leave to sit for 30 minutes. If
not using straight away, cover and refrigerate.

Step 2
Dice the cucumber and place it into another bowl. Add the
chilli, avocado, mango, red onion, coriander, and one Thsp
ime juice.

Step 3
Drain the fish and add to the vegetables. Season with salt
and pepper

Step 4
To serve, place the cos leaves onto a platter and add a
mixture to each leaf. Garnish with coriander and




My Favourites + Past Orders

The ‘My Favourites + Past Orders Product Tile' is located within a product carousel in both the ‘My Favourites’ and ‘Past Orders’ pages.
These pages reach a highly engaged shopping audience planning their weekly shop and the product tile/s provides the opportunity to entice the
shopper with something different or new.

Product tile within product carousel in both ‘My

) Browse Specials & offers  Favourites &lists Recipes  Christmas Q Search Delivery
Favourites' and ‘Past Orders’ pages

74 Harvest Avenue

Try something different

o

4 x product tiles per week

4 Wee |/<S befo re g O— | |ve Q, Search Browse Specials & offers TOdqy is a
good day
: My I:a \/O U r |teS’ a n d : p a St O rd e rS, p a g eS a re to try M&m's Sweets Cookie Uncle Tobys Oats Hi Fibre Colgate Max Frlesh Nestle Milo Cereal Minis
considered more personalised, therefore certain Find your . . oot
i ) y ) 120g $4.99/100g Sachets 320g $1.41/100g 100g $7.29/100g 330g $2.36/100g
categories/products will need to be excluded. Try something different Aew favotliibes S5 s e s72 §7%0
These include Beer & Wine, Pet, Baby, Health & " |
. . . = MEm's Sweets Cookie to trolle to trolle Add to trolle Add to trolle
Body > Period & Continence; Contraception & F‘g] i . .
p reg Nan Cy. a 120g $4.99/ 1008
My Favourites in top 4 most
\/i S i t e d d i S C O\/e ry p a g e S i::vo;:mr‘ths New Zealand Limited 2024 - all rights Save at Woolworths Stores and services Customer service About Woolworths NZ Get the Woolworths NZ app
be h i n d |_| O m e p a g e, H a \/e L e ‘ Specials & offers Store locations and hours My orders About us - m . G-';oéleﬁar

Mailer Online shopping Manage account Com

Pay remediation

You Forgotten and Specials

\ "
Privacy centre

** Based on data from FY25Q]1

Y,




Have you forgotten

2nd Highest traffic page on the shop.woolworths.co.nz website

Campaign Dependent

National

1 Week

e Communicate New products

e Served to customers prior to checkout on the Have You
Forgotten Page

e [ocated on the 3rd carousel of the page

e 10of 4SOV (4 tiles per week)

e No artwork required - supply SKU code and ensure product
Images are up to date on the site

1 @ If you don't want to see this page in future, you can choose to SE il .
Huue ynu forgntten . switch it off on the My Account page. Continue to Checkout

Items previously purchased

e O

Farrah's Wraps Multigrain Fresh Produce Bananas Fresh Produce Lettuce Fresh Produce Kiwifruit
fellow lceberg Wrapped Green Mew Zealand
Gpk $0.83/1EA
Loose 545{' Loose
S 51}0 Was $5.50
Save $0.50 S 3ﬂﬂ §7)99
kg kg

Add to trolley Add to trolley Add to trolley Add to trolley




Have you forgotten

2nd Highest traffic page on the shop.woolworths.co.nz website.

Campaign Dependent

National

1 Week

Served to customers prior to checkout on the Have You

Forgotten Page
Located on the 2nd carousel of the page
2 opportunities per week - Position 3 or 9

No artwork required - supply SKU code and ensure product

Images are up to date on the site

'|"'.|'r||.:ld_":,r'3. ExXtra L'Ilvllwl.":[.j Giirm

Spearmint 14 Peeces
Ervelope

27E $6.67 F100g

51 80 Was $2.30

Sanve 30,50

Add to trolley

Arnotts Shapes Crackers
Pirza Originals

190g $1.74 / 100g

3™

Fresh Produce Bananas
Yiellow

Loose

30
$ i

Add to trolley

FA

Johnsons Baby Shampoo &
Conditioner

S00mL $1.70/ 100mL
5850 Was $9.50
Save §1.00

Add to trolley

L'oreéal Paris Men Expert
Facial Moisturiser H':,ldr.:-
Emergetic Antl-Fatigue

SOmL $35.98 / 100mL
5179?
Add to trolley

w

L

Dorites

w

\ L 4
A

Doritas Corn Chips Cheese
Supremae

170g $1.18 / 100g
szou Was $3.50
Cave 5150

Add to trolley

Wrigleys Extra Chewing Gum
Spearrmint

10pce $7.86 7 1008

e

Save F0U15

Add to trolley

Only Organic Stage 3 Baby
Food Banana Berries &
Yoghurt

Pouch 120g $1.66/ 100g

5199

Add to trolley

Countdown Froren

Blugberries

S00g $14.00 / Tkg

7%

O

e

.‘_}1:_3. [
=

Essentials Cheese Block
Cheddar

SO0g $14.40 7 1kg
5720
Add to trolley




050§ |

The final step of the path to purchase, the shelf
is the customer’s ultiimnte decision poini
- your last chance to influence the purchase
decision and have your brand chosen

POS -

It is time to make your brand stand out at the final decision-making
moment.

Whether launching a new product, highlighting a price promotion
or communicating product attributes there are a dynamic range of
solutions to make sure you are added to the trolley.

2 Million+ Shoppers per Week

National

Wobblers, Right Angle Identifier
Image Tickets, Neck tags

1 week

e Highlight specific products at the shelf edge, driving
navigation to your brand

e Aid navigation so customers can easily find and purchase your
product

e Combat brand switching away from your brand at the last
moment




Connect with customers by
partnering with

A trusted New Zealand brand

|
_..—lﬂl-iiﬂl.{# -

-«

woolworths ()




Partner with

Woolworths has an established calendar of customer programs,
offering unique brand integration and alignment.

Partner with a trusted New Zealand brand and leverage key
customer programs from Cartology Trading Moments to seasonal

and category events, driving real customer impact in the moments
that matter the most.

Partner with

woolworths (@)




Category

e Drive awareness during key moments of promotional activity
Category events are significant growth drivers for attracting new, e Generate visibility of new products in your specific category
light and lapsed shoppers. e Provide inspiration and education, connecting with your
category customers

Reach your category customers with deeply integrated brand
campaigns, inspiring, educating and triggering new purchasing
behaviours.

woolworths

Biromas  Spmscmsbs Forecomibecs &l eoipars  Eords 2 feanth :|_| _":_‘:r-"_ kSl n] -Il_'n

'8 i
| -l'-l
% | =
s

E'2}""““‘-“-*

Cur Health & Beody Sale is on now!

ot &
| Fucss Iz Care FEsong Lare T, i Pukrniece o
! o ks S L Bryond e i Ml Rorapragh
= 4
-

Tep Picks

Gt oweymng wou noed oo ke cans o pourscdl o

wiil Fann by tor boss, with oue Hoae

e




Sub-category

e Drive awareness during key moments of promotional activity
Category events are significant growth drivers for attracting new, e Generate visibility of new products in your specific category
light and lapsed shoppers. e Provide inspiration and education, connecting with your sub-
category customers

Cartology's sub-category events are an effective way for suppliers of
all sizes to be involved in impactful customer-centric trading
moments throughout the omnichannel shopping journey and
during those key calendar moments.

woolworths (g)

TR LIRS T g
PV pdlTe flar-TWE1 R T i L

Wl B fad oF Sl B I il

Why trust Deb Sue?

ok Rk i HPE S i Bl AL AR
MacBook Pro

Bk fadivay blr & 1 R gy




Seasonal

N e Disrupt the shopper journey in aisle
Opportunities for your brand to leverage Woolworths’ much loved e Highlight product location and navigate shoppers to your brand

flagship seasonal customer events, ensuring your brand is top of e Multiple positioning options available
mind at the right time of year.
Drive awareness, inspiring seasonal purchasing behaviours to deliver

real customer impact in the moments that matter the most.

- l‘-\.-p, P
! Izvad  Sizm woolworths (&
MKKﬁMGHhSaﬁ: = .f”_

Lorema SHpeduls |camuafimezlEls ledpe  owlbdos

Happy Easter

Holiday Stock Up

. r i
HAPPY : - B
. ¥ = -
VALENTINE’S - |
N, a
. . Sy | A Get ready for Easter holidays
‘ v et T r A
. 7] DA .. T - N " stock up on taster essantials at Woohsorths, Whether yourre travelling over the long weakend, or entartasining friends, farndy ar
| NN vehanau at iame, we have everything yoianeed in stare and onfine,
i o L .
L ! > = -

WWedneecioy s February

Valentine's Day

|EHE A TR SRS T IR N S T R R R D R A N PP ST T RRT O EE TR ot
rres ribe velatines ey cences, e res A b Fleas b tha greng snaneneL Aliera
e e [rem e i rde i e baked o ndiee, et aned e ol

L vk ka HHEHT
-

L Lz sl [P TR Y I breva-a

Treat wourvalenting to o delightful selecton of favourtos!




Cartology

Trading Moments are themed activations and seasonal events that
are an integral part of our customers' lives, providing them with
INnspiration and solutions to their shopping needs.

They present opportunities for your brand to leverage relevant
themes, placing your product front of mind at key times throughout
the year. These events are key growth drivers, helping to draw in
new or lapsed customers, whilst driving incremental sales for
participating products

THyea=s,

R e P R
SR e

e Drive awareness, inspiring and connecting with customers at
the moments that matter most

e Exclusive media opportunities and campaign support from
Woolworths

Heod g g
ha
Men 2in shu:::" ';"*ru







Cartology

With Cartology’s business capabilities going from
strength to strength, our reporting capabilities continue
to improve. Our commitment to provide greater campaign
accountability and a better understanding of campaign
performance.

Improvement in automation
Operational efficiencies and greater accuracy of results
gained through less automation.

Customer Acquisition
New to Brand and New to Product results.

Speed in market
Post campaign reports produced within 2 weeks of post
campaign period completion.

Omni-channel PCO
Providing reach and sales performance for integrated media
campaigns, category events and trading moments.

g

i/ \

As

Media Metrics

Impressions

Number of times brand
messaging has the
opportunity to be seen by
customers (Everyday
Rewards + non Everyday
Rewards)

Reach

Number of unique
customers exposed to
brand messaging both in-
store and online across the
campaign period

Sales Metrics

New to Brand Sales
Number of Everyday
Rewards customers who
purchased the brand, that
had not purchased in the
last 12 months

Customer Metrics

Media Placement on
Target

Percentage of Everyday
Rewards customers
reached who had
purchased in the
subcategory in the
previous 12 weeks in any
store prior to campaign
start

Engagement Rate

% of people who
opened, clicked or
activated an ad - e.g. 1]
Everyday Rewards email

Campaign Sales

($$$ and unit volume)
Total value of sales if SKUs
directly supported by
brand messaging in
stores where campaign
activity featured.



Artwork

Once media is confirmed, a

booking confirmation is sent via

Docusign

Client Docusign

Cartology Briefs

After DocuSign acceptance, the
Cartology Campaign Specialist
briefs the booking contacts.

The client produces the artwork
using Cartology’'s templates.

Client Creates

Client submits artwork

The client emails the files to the

Cartology Campaign Specialist.

These are reviewed also by the

WWNZ Merchandise Team and
then approved.

After approval & once all files
are received, assets are
dispatched. The booking is
completed.

Cartology dispatches




Artwork Specifications

= woolworths (.:I;) [ =S e & Hello Supplier Medta Hub

U are currently viewing Countdown / Cartelogy

e Follow the templates, these must be used

Woolworths ()
e Available at canopyapp.net with login ID: e
supplieri@woolworths.co.nz, PW: Cart#5u99lier o W
e Spec sheets are available
e Digital: JPGs at web resolution, maintain dimensions from
te m p | d te Marketing Assets Tasks

e Print: PDFs + packaged open files
e Finalartonly

Unassigned Manufacturers' Products
Unassigned Media

Unassigned Documents

Unconfirmed Offers

ceo Boe

Unassigned Jobs

Cartology Canopy Guide.pdf

Due 8 weeks prior: Mailer & eDM
e Due 4 weeks prior: All other media assets



https://canopyapp.net/Apps/WebObjects/Canopy.woa/

Thank you

cartology™
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