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The Media Hub team was established to be 
one central hub for all supplier marketing 
initiatives within Woolworths Supermarkets.
Our focus is on developing the most effective marketing 
campaigns to drive sales and brand exposure across all customer 
touch points.

Our simplified and structured framework means our supplier 
partners have access to some of Australia’s most valuable media 
assets and the opportunity to talk to Woolworths customers.
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On sale Wednesday 1st March 2017

$3 99 
 ea

Peters Drumstick 
475-490ml Pk 4/6 

SAVE 
$4

$1 25 
 ea 

Sirena Tuna 95g 
$13.16 per kg

SAVE 
$1.25

$3 25 
 ea 

See page 30 for details 
Nivea Deodorant 250ml 
$1.30 per 100ml   

SAVE 
$3.25

$2 25 
 ea

Nestle Blocks 118-200g 
or Sharepacks 158-185g 

SAVE FROM 
$2.25

All  
Nivea*

Price

Blueberries 125g Punnet 
– Mix of Australian & 
New Zealand Product
$31.20 per kg

$3 90 
 ea

Blueberries
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Blueberries 125g Punnet 

390
ea

Blueberries

wc010317_Weekly_01.indd   1 21/02/2017   1:16 pm
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catalogues 
distributed 
each week

Source: Adobe Analytics 

16.3M
unique 
customers  
per year

over

customer  
transactions  
per week  STORES

subscribers to EDM  

19M 970

280,000 

4.13M
readers of Fresh

magazine

1.5 M415,000
Weekly 
home 
page 
visits

Weekly 
orders 
fulfilled

YOY online  
growth sales  

active 
online 
shoppers

90,000

20%

ONE OF AUSTRALIA’S  
BIGGEST MEDIA  
OWNERS

OverWOOLWORTHS

Source: Emma Data 03/2017 

Customers:

24% 

37% 

7% 
Source: Quantium

94.9%  
of all households

visit a Woolworths store 
in a 52 week period

Families

Young Singles 
/Couples

Mid-Older Age  
Singles/Couples

Retirees

32% 

Our customers 
shop 1.2 x per week, 
an increase of 4.3% 
Vs last year 
Quantium YTD - 04/04/17

1.2
weekly visits

Most read magazine in  Australia

Fresh Magazine 
readers mostly shop 
at least once a week 
with an average 
weekly spend of

$164+

Source: Fresh 
Mag Thinkspot 

Research - 2017 
(March)

Source: Quantium YTD - 04/04/17

Source: Quantium YTD - 04/04/17
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The path to  
purchase for 

shoppers is  
no longer a  

linear process 
with more touch 
points than ever 

available to 
communicate  

with our  
customers.

CUSTOMER 
TOUCH  
POINTS

The best mix of media differs for each activity 
depending on many factors such as who 
the audience is and the message being 
communicated, with no two journeys the same.

At 
home

}
}

Digital  
& Social

In store:

Out 
of 
aisle

In 
aisle

Fresh magTV

Trolley  
media

Aisle fins Bus stops
Recipe 
leaflets

In store  
radio

Basket 
media

Check out 
divders

Woolworths  
online

Mobile

Experiential / 
Sampling

Digital Fresh mag 

Press

Social

Till screens

Floor media 
decals

Out of 
home National radio Pandora radioRetail digital panels 
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Our communication 
pillars are based on 
actual customer needs, 
be it rational or emotive.  
 

The customer 
is at the heart 
of all we do.

On show 15/03/17 - 11/04/17
Approval Code: WOW003004

New

LNX42 Lynx YOU WW Aisle Fins - Final Arts.indd   1 9/2/17   10:47 am

On show 00/00/00 - 00/00/00
Approval Code: 0000 - 000000

VENDOR CHECKLIST:  
        INCLUDE 10MM BLEED       

   INCLUDE DATES & APPROVAL CODE 

30%
O�

02_533780_MH_AisleFin_Small_170x600_30PC.indd   1 8/09/2016   12:43 pm

On show 00/00/00 - 00/00/00
Approval Code: 0000 - 000000

VENDOR CHECKLIST:  
 

   

Win

02_533780_MH_AisleFin_Small_170x600_WIN.indd   1 8/09/2016   12:39 pm

Buy any 2 MARS® products and enter at MarsFootysBack.com.au
Entry is open from 9am on 20/03/2017 to 5pm on 16/04/2017 (Melbourne time). Open to eligible Australian residents 13 years, or older. Entrants must, during the Entry Period, make a Qualifying Purchase from a participating Woolworths supermarket anywhere in Australia. 

A Qualifying Purchase is the purchase, in one transaction, of any two, or more MARS® products. Entry subject to full entry conditions at www.marsfootysback.com.au Prizes: 1,000 Double Passes to selected games in the 2017 Toyota AFL Premiership Season valued up to $100,000. 
All the draws will be held at PrimeFocus, 500 Chapel Street, South Yarra VIC 3141. All times are Melbourne time. Promoter: Mars Australia P/L, trading as  Mars Chocolate Australia ABN 48 008 454 313, Ring Rd, Wendouree, VIC 3350. Permits: NSW LTPS/16/09738; ACT TP  16/02399; 

SA T16/2196. ®Registered Trademark ©Mars, 2016.     

*Products shown may not be available in all stores

Educate  
and Inspire

The Media Hub aims to 
deliver the right solutions 
to meet your objectives, 
with our experienced team 
matching the most suitable 
media depending on the 
target shopper, product, 
message and objective. 

SOLUTIONS
Inspire me

Value
Shopper  

Activations

New

Category and  
Seasonal Events

On show 18/01/2017- 24/01/2017    Approval Code: WOW002807

for the perfect BBQ

SMITHS Summer BBQ_FloorMedia_889x647_V1.indd   38 16/11/16   11:18 AM



New products are important 
to grocery shoppers, with over 
half purchasing something 
new in their last trips. 
Woolworths shoppers actively 
look for new things to add 
excitement to their shop.

Suggested Media : 

Depending on the size, scale and 
timing of your launch, we can create 
a bespoke campaign solution - 
or ask us about our added value 
packages for ‘New’. 

A four week integrated 
campaign that utilised 
all key touch points of the 
shopper journey

 
Teasers New Launch

Results: 

–  33% total brand 
sales growth

–  The strongest 
week featured 
combined in-aisle 
and out of aisle 
media

–  60% share of 
trade achieved 
Vs. 40% category 
average

–  Campaign 
attracted new 
shoppers to the 
category and 
brand switching 
from core 
competitors

11www.woolworthsmediahub.com.au10

Est nec tempus semper, est nunc rhoncus ipsum, a luctus odio sem at nulla. Vestibulum id velit. Cras eget sapien in mauris tincidunt porta. Sed tempus purus sit amet elit. Nam iaculis lectus sit amet enim. Sed 

Product Name
440ml Pk 3
$X per 100mlProduct Name 440g

$X per 100g
Product Name
440ml Pk 4
70� per 100g

Standard shelf price 
$X.XX ea

Standard shelf price 
 $X.XX ea

Standard shelf price 
 $X.XX ea

ea

$ 5 69

ea

$ 2 ea

$ 5
New Intro

Price
NewNew Intro

Price

New
Intro
Price

Feed the family in 
under 15 minutes

Your update to what’s New at Woolworths

Souper  
     duper ...

3 new flavours  
to enjoy

Made with 100% Australian beef 
and fresh onion for a full flavour

Product Name
XXXg Pk $XX per 100g

TOP TIP
Pineapple contains a

natural substance that
can help tenderise

meat, so it’s great for
marinades!

GRILL!
READY SET,

1 Place 12 wooden skewers into a large
roasting tray of cold water to 
soak2 Peel and finely 
grate the garlic and 
ginger. Place into 
a large mixing 
bowl.Add the yoghurt, 
passata, 1 tablespoonof oil and the 
spices, and mix well. 3 Slice thepork into 
smallbite-sizedchunks and add to the 
bowl,season with a pinch of sea salt and 
stir to coat. Cover the bowl with plastic 
wrap and place in the fridge to marinate 
for around 2 hours. 6 Place the skewers 
onto the hot griddle pan or barbecue and 
cook for 10-15 minutes, or until cooked 
through, turning every 2 minutes to get 
them nice and golden Serve with a fresh, 
zingy salad and some rice or flatbreads.

MAKE THIS IN

MINUTES
15

with 100% Australian Pork
These tasty kebabs are perfect on the  
barbecue, but work really well on 
a grill, too. This recipe feeds 12 but feel 
free to scale up or down depending on 
how many mouths you have to feed.
Cook 15 minutes + marinating | Serves 12

New TWIST & 
LOCK lid 

means you  
can keep  

The Real Skinny 
Soups fresher  

for longer

See more15 minute recipe ideas 
at woolworths.au/shop/recipes

ea

$ 11 99

2 cloves of garlic
3cm piece of ginger
140g natural yoghurt
60ml passata
olive oil
1 teaspoon garam 
masala 

1/2 teaspoon smoked 
paprika
1/2 teaspoon ground 
turmeric
Australian RSPCA 
Approved Pork Fillets
1 large red capsicum

this season

What’s

Tabloid New template F/C.indd   1 30/05/2017   10:51

Objective: 

Grow brands share of 
category with range 
extension

Media Touch Points:

In store: 
– Floor media graphic 
– Door header and sticker 
– Aisle fin 
– In-store radio 
– Till screen advert
– Basket media
Out of store: 
– Online homepage banner 
– Fresh magazine advert
– Facebook post 
– Catalogue advert

60%  
share of trade  

achieved Vs. 40% 
category average

CASE STUDY

New

Product
launches

33%  
total brand  

sales growth

natural yoodlesHigh in wholegrain, Yoodles Brown Rice 
Noodle cups are gluten free noodles, and serve 
as a convenient meal or snack in an instant. 

Available in chicken and beef flavours.

taste of JapanStill in their pods and full of protein and fibre, 
Welpac Edamame soy beans have great natural 
flavour. Use them in stir fries or salads, or simply 
serve them cold and sprinkled with rock salt.

Check out the best products now 
available at your local Woolworths.

WHAT’S IN STORE IN august

natural yoodles

FROM NOODLES IN A CUP TO  BE A NS IN THEIR PODS, YOUR  LOC A L WOOLIES H A S YOU COV ER ED

NEW

Mexican Lasagna(serves 4 – 5)

Spice up your comfort food

1

2

3

4

WCBF5007_01_Woolwor 2016-06-03T10:35:24+10:00

woolworths promotion

STRAWBERRY 
LAYER CAKE, 
P17

woolworths.com.au

ISSUE 123
AUGUST 2016
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RECIPES AND IDEAS

Fresh Magazine 
advertisement

Facebook 

Sources: Nielsen Innovation report 2016 (Asia -Pacific), 
WOW Reality Check Qual Research 2016

Source: Quantium campaign report / IRi Temple

Online 

Floor media graphic, door header & sticker 

Till screen

Shoppers 
recognise  

Woolworths 
pink as a 

differentiator

New



Inspire &
educate
Inspiration is vital to 
differentiate the brand and 
engage customers hearts, 
with shoppers increasingly 
looking for more than just a 
good product at a good price.

Cooking sauce brand The Spice Tailor 
utilised the online shopping channel 
to distribute samples with booklets to 
give shoppers inspiration  
on quick and easy  
meal solutions.

Working with White Wings, we produced  
a collaborative integrated feature in 
the November issue of Fresh magazine 
including front cover sponsorship, inside 
recipe and digital video.

 
Online Sampling & 
Recipe Distribution

Fresh Magazine  
Sponsorship

Health & Beauty 
Insert

Results: 

–  16% sales uplift year-on-
year for featured SKU’s 

–  Drove new/lapsed 
shoppers to the 
category (+30%)

–  Switching from other 
brands (+9%)

–  Customer trade up from 
lower priced value flours

Source: Quantium Checkout

13www.woolworthsmediahub.com.au12

Objective: 

1)  Cement White Wings as 
the flour brand of choice 
for Christmas baking 
needs 

2)  Inspiring shoppers on 
new recipe ideas 

3)  Encouraging purchase 
trade up 

CASE STUDY

221%  
Weekly Online  

Sales Uplift
Try this

Try this

woolworths.com.au

FREE

RED VELVET CAKE 
WITH SUMMER 
FRUIT, P16

ISSUE 126
NOVEMBER 2016
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+ STREET FOOD AT HOME,  
SIMPLE PASTAS AND DREAMY ICE-CREAMS 

 Oh
la la!

Brought to you by

fresh November 2016

woolworths promotion

17
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The 
undecorated 

cake can be baked 
and stored in an 

airtight container 
for three days. 

Once decorated, store 
in the fridge for 

one day.

TIP

FRE1116p017   17 22/09/2016   9:50 am

1. OLAY EYES ULTIMATE EYE CREAM, 15ML Wish your eyes would stop giving away your age? This eye cream 

combines colour-correcting technology with powerful peptides and vitamins that target wrinkles, dark circles and 

puffiness. 2. NEUTROGENA RAPID WRINKLE REPAIR, 29ML This anti-ageing moisturiser will have your skin 

beginning to look younger in just one week. With SPF 15, it helps protect you from sun damage, smooths fine lines  

and texture, and brightens and evens skin tone. Contains the only Accelerated Retinol SA formula available.  

3. BIORÉ SELF-HEATING ONE MINUTE MASK, 4 x 70G PACKETTES The oil-free cleansing mask is enriched  

with charcoal to remove impurities and give you purified pores in just one minute. 4. SKIN THERAPY ETERNAL 

JELLYFISH COMPLEX DNA MIRACLE CRÈME 50ML A revolutionary day and night treatment containing a unique 

jellyfish complex, including the award-winning Juveleven peptide that rejuvenates and regenerates skin cells.

FRESH 
APPROACH

A HEALTHY WINTER GLOW IS  

ONLY A STEP AWAY WITH THESE 

SKINCARE MUST-HAVES

1

2
3

4

woolworths.com.au
5454

1. JERGENS NATURAL GLOW, 221ML  

A daily moisturiser that gradually creates  

flawless, natural-looking colour. 

2. JERGENS SKIN FIRMING, 400ML  

Tones, tightens and increases elasticity  

for visibly firmer skin. It contains  

an illuminating HydraLucence blend  

as well as collagen and elastin.  

3. JERGENS ULTRA HEALING, 400ML 

Nourishes, heals and repairs for visibly 

healthier skin. Penetrates through five 

layers of the skin’s surface to deeply 

nourish extra dry skin.

GET READY TO HAVE  

SOFT, NOURISHED SKIN

1

3

2

55
fresh  May 2017 55

51fresh  May 2017

DISCOVER THE ULTIMATE IN DAMAGE REPAIR AND PROTECTION FOR YOUR HAIR

THE BEST 
PRODUCTS 
TO BOOST 
IMMUNITY

WINTER
BEAUTY 

BUYS

STAY 
STRONG

6
top

SKINCARE AND MAKE-UP ESSENTIALS FOR A HEALTHY GLOW

health &

Ellie Goulding
UK singer and 

songwriter

CASE STUDY

This 16 page booklet gave 
brands the opportunity to 
tell their stories, educate and 
inspire customers on their 
products. 

It combined display ads with 
editorial content spanning 
across hair care and beauty 
to vitamins and cold and flu.

16%  
Sales Uplift  

YOY

Suggested media : 

Aisle fin with  
‘Take’ leaflets 

Online 
Online sampling 

Fresh magazine

Results: 

–  221%  average weekly online sales uplift 
for the 8 weeks post-sampling for the 
stores that distributed samples, other 
stores only had a marginal uplift

Source: Quantium. Vs 6 wk prior avg



Supporting
VALUE

Suggested Channels :-
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Results: 

–  Strong campaign that 
reached more than  
1.4 million people who 
heard the advert on 
average twice

–  Sales increase was  
50% higher than 
previous like-for-like 
promotion without 
radio advert. Driven 
by a 7.3% increase in 
customer volumes 

 

Results: 

–  Drove an increase 
in new customers to 
Woolworths up 45% 
from the prior 4 weeks

–  Sales achieved were 
32% higher than 
like-for-like promotion 
with only catalogue 
support

Price is the number one 
driver for our shoppers.  
With an increasing amount 
of value messages at any 
one time, offers can get lost 
in store but the right media 
solutions can help.

TV commercials-  
For industry leading offers on 
popular brands

National radio -  
Proven to drive better uplift than  
just POS

National press -  
Proven to drive sales uplift, 
can also be tied into a relevant 
theme or event e.g. Footy Finals

In store radio -  
Direct shoppers to the aisle - 
shoppers have told us they want 
to hear specials on radio in store

●POS -  
make your offer stand out from 
competitors and include  
brand imagery

Beauty brand ran a half price promotion 
across the range, using a national radio 
advert targeting main grocery buyers 
across all major stations.

Vitamins range ran a 
percentage off range 
promotion using both TV and 
press adverts as well as shelf 
edge POS in store.

Press reaches around 

of main grocery buyers, 
and studies have shown 
Woolworths ads perform 
above retail average in 
driving purchase behaviour.

Adverts can also be tied into 
a seasonal event theme, 
putting the occasion at the 
top of customers minds.

TV advertising has been 
proven to drive the best  
ROI for FMCG brands  
in Australia.

National Radio

Press Advertising 

TV Commercials

CASE STUDY

CASE STUDY

Objective: 

Bring new/lapsed 
shoppers into store  
and Increase sales.

Objective: 

Bring new/lapsed customers to  
the category.

72%  

78%  

17%
ROI

$

Commercial radio listening in  
Australia is increasing. 

of core listeners are influenced to make 
grocery purchases from 
hearing an ad.

Research shows there 
is an average ROI of 
17% for FMCG brands 
advertising on radio. 

Target the core Woolworths 
shopper before they visit the 
supermarket. 

Cheer the Maroons  to glory
with footy supplies on special!

On sale until Tuesday 28th June, 2016 unless otherwise stated. Savings based on Brisbane metropolitan sell price. Specials are subject to store availability at QLD Woolworths Supermarkets and Metro stores only. 

Products may not be available at Woolworths Metro, Woolworths online or Caltex Woolworths co-branded fuel outlets. 

WP200616Q3B2/R

Tyrrells Crisps 165g$1.36 per 100g

SAVE $2.25

$2 24 
 ea 

Mars Frozen Bars  248-318ml Pk 6/10

SAVE $4

$3 99 
 ea 

Mars Medium Bitesize 140-180g

SAVE $2.15

$2 15 
 ea 

$2   ea

Maximus Sports Drink 1 Litre$2 per Litre

SAVE $1

$7  ea

D’Orsogna Tasty Sticks 400g  $17.50 per kg

SAVE $2.19

68%  
Sales Uplift 
in featured  

states

Press can also be state 
specific, with a recent 
advert delivering 68% 
higher sales in the 
states it ran than  
other states.

Sources: Nielsen Radio Report 2014,  
Colmar Brunton 2015 Media Spend 
Study

Source: Quantium campaign report

Source: Scan sales, day of press



Shopper
Activations
Throughout the year, relevant 
trade partners will be invited to 
integrate into Woolworths major 
marketing activations, to build 
their brand awareness and help 
drive sales.

We ran a free personalised school labels 
campaign, giving shoppers the chance to 
collect labels for school stationery when 
purchasing any 3 participating brands.

Earn & Learn is our most recognised 
community program, allowing 
consumers to earn points for their 
chosen school simply by shopping at 
Woolworths.

Participating brands can align to the campaign 
to offer extra stickers with each product purchase, 
supported with a strong media suite both in and out 
of store.

Back To School

Earn & LearnFresh Food Kids
Media Support / Integration: 

–  Participating brands featured on campaign POS, Fresh 
Magazine feature, catalogue takeover, dedicated online 
section with branded banners throughout the site

 Results: 

–  Up to 206,000 labels claimed

–  Sales uplift for participating brands

–  Brought in new / lapsed shoppers to featured categories

CASE STUDY

Marvel  
Collectibles
Our collectibles campaigns have been 
some of Woolworths most famous 
programes. These platforms offer 
edutainment for families by giving 
something back to our customers and 
having fun on the way!

16 17www.woolworthsmediahub.com.au

Source: Quantium campaign reports

On show 00/00/00 - 00/00/00
Approval Code: 0000 - 000000

 
to redeem and for full details. NSW Permit No. LTPS/16/09095. SA Permit No. T16/1944

with any 3 participating 
products you buy*

FREE
SCHOOL LABELS
TO COLLECT

Enter receipt code at 
www.woolworths.com.au/BTS
to redeem

Back to
School

A6

558844_Back_To_School_POSAisleFins_Diecut_180x600.indd   1 5/12/2016   2:38 pm

BTS STD FIN 558844_Back_To_School_POSAisleFins_Diecut_180x600_HR.pdf   1   26/05/2017   17:43

The Fresh Food Kids Hub is the new destination to 
host Woolworths content & campaigns targeted 
at young families.

Our goal is to make a di erence to young families 
everyday lives through convenient, value driven 
and fun fresh ideas, inspiration and edutainment. 
Brand integration opportunities.



Where customers are encouraged to 
host their own big night in during the 
winter months, with weekly draws 
for family holidays with 3 eligible 
product purchases.

Pepsi Max exclusively 
offered our shoppers a 
chance to win a once 
in a lifetime prize, 1 of 4 
‘Ghostbusters’ themed trips 
to New York, as well as daily 
minor prize draws of $500 
Woolworths gift cards.

Big Night InPepsi Max

Suggested Media : 

Results: 

–  Over 95,000 entries

–  Brought new and 
lapsed shoppers back to 
impulse category who 
purchased again post-
campaign

–  Participating brands see 
sales uplifts of up to 
29% from prior weeks

Results: 

–  399,000 additional 
units sold versus 
comparable average 
periods based on 
promotional/baseline 
sales

–  Total Pepsi brand 
also increased 24%

–  Market share grew 
to 47.5%, 10% higher 
than prior 4 weeks

–  In store  
POS – Aisle fin with  
‘Take’ leaflets

–  Online  
Themed product group, 
Category/Keyword 
banners

Media: 

Media covered 
the full customer 
journey including 
catalogue, weekly 
EDMs, Online home 
page banners,  
in store fins with info 
leaflets

Media Touch Points: 

–  In store:  
Aisle fin, A6 info leaflets, Bus stop, 
Shelf ticket, Display poster

–  Out of store:  
Catalogue advert, Woolworths 
online banner advert & branded 
product group page 

Objective: 

–  Upweight shoppers average weight 
of purchase (buy 2 to enter)

–  Bring lapsed shoppers back to the 
brand and category

–  Grow Woolworths market share and 
the brands share of category

CASE STUDYCASE STUDY

19www.woolworthsmediahub.com.au18

Source: T Garage Qual survey, 2015

Source: Quantium Campaign Report / IRi Temple

Competitions offer 
shoppers excitement 
and a reason to 
purchase other than 
price, and are proven  
to drive sales.
One in every two shoppers entering at 
least one company promotion monthly. 
A successful competition should 
have fantastic prizes, be exclusive to 
Woolworths, easy to enter and of course 
be communicated clearly to grab the 
shoppers attention and then let them 
know how to participate.

47.5%  
Market share 

grew to

10% higher than prior 
4 weeks

–  Increase in units per shop 
(1.8 average), and visits 
per customer resulting in 
a 12% higher spend per 
customer

–  A 15% increase in 
both new to category 
shoppers, and brand 
switchers

On show 31/05/17 - 25/07/17

*Terms & conditions apply, see woolworths.com.au/BNI for full details. AU residents 18+ only. Promotion runs 00:01 31/5/17 - 23:59 25/7/17 AEST. Limit 5 entries per person per day. Retain receipt/s. ^Participating brands only in 
a single transaction (incl displayed brands, but full list available online & in store). Major Prizes: 8 x overseas holidays for 4 to be won, drawn weekly from 9/6/17. A total of 2,486 Minor Prizes include: $20 vouchers (Netflix x 1400, 
iTunes x 1008) and electronic goods (50 x Apple TV, 20 x iPads, 8 x home entertainment packs) drawn at the end of each week from 9/6/17. All draws at 15:00 AEST at 1/3 Green St, Brookvale NSW 2100. Winners notified in 
writing within 2 days of the draws and published on website. Total prize pool: $348,908. Promoter: Woolworths Limited (ABN 88 000 014 675), 1 Woolworths Way, Bella Vista NSW 2153. NSW Permit No. LTPS/17/13007,  
ACT Permit No. TP17/00596, SA Permit No. T17/543. iPad, iTunes and Apple TV is a trademark of Apple Inc.  Apple Inc. is not a participant in or sponsor of this promotion. 

Shopper
Activations
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Seasonal events are key sales 
drivers for Woolworths and 
present opportunities for 
your brands to leverage our 
campaigns and put  
your product top of mind  
at the right time of year.

SEASONAL 
EVENTS

Our Footy Finals activation 
allowed relevant brands to 
leverage the Woolworths 
major brand campaign. 
Footy related products 
were top of mind for 
supporters looking to stock 
up on big game essentials. 
69% of the population 
watched the AFL at  
home during September.  
This presents a significant 
sales driving opportunity 
for Woolworths and 
brands.

Footy Finals

Summer

CASE STUDY

Participating soft drink brand 
utilised POS, press, online,  
display & catalogue:

In store radioCASE STUDY

Through our partnership 
with Pandora we launched 
the themed radio station 
‘Songs of Summer’ to 
further tap into summer 
senses. A drinks brand used 
an in-store radio advert to 

Results: 

–  57% unit sales increase of focus 
product group for the 4 week 
campaign period Vs prior 4 weeks

–  159,000 additional unit sales uplifts 
over and above benchmarks based 
on comparable weeks sales across 
3 featured products

–  Drove increases of new shoppers 
to the category (+71%) and brand 
switching (+55%) who hadn’t 
purchased in the past 30 weeks

On show 00/00/00 - 00/00/00    Approval Code: 0000 - 000000

On show 24/08/16- 06/09/16
Approval Code: WOW002189

On show 00/00/16- 00/00/16
Approval Code: xxxxxxxxx

Products shown may not be available at all stores.

Better than

SCORE EVERYTHING  
YOU NEED TO KICK ON

58017273_v2_FOOTY_FINALS_WW_FLOOR_MEDIA_FA.indd   1 12/08/2016   3:19 PM

DAIRY MILK, THE GLASS AND A HALF DEVICE AND THE COLOUR PURPLE ARE TRADE MARKS USED UNDER LICENCE.

SCORE EVERYTHING  
YOU NEED TO KICK ON

On show 07/09/16 - 04/10/16
Approval Code: WOW002353

Products shown may not be available at all stores.

58017270_v2_FOOTY_FINALS_WW_AISLE_FIN_FA.indd   1 12/08/2016   2:47 PM
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CROWD 
PLEASERS

Pepsi, Solo, Sunkist or 
Schweppes Cans  
24 x 375ml
$1 per Litre

SAVE $10.80

$9  ea

WP260917N4E

On sale until Tuesday 4th October, 2016 unless otherwise stated. Savings based on our Sydney metropolitan sell price. Specials are subject to store availability at NSW Woolworths Supermarkets and Metro stores only. Products 
may not be available at Woolworths Metro, Woolworths online or Caltex Woolworths co-branded fuel outlets.

Arnott’s Shapes 
160-190g

SAVE $1

$2  ea

Red Rock Deli 
Chips 165-185g

SAVE $1.49

$3  ea

All stores are OPEN on the Labour Day, Monday 3rd October 2016 except Leichhardt Marketplace and Sydney 
Metcentre which will be closed. See woolworths.com.au/stores for your store’s revised trading hours.

Mars Medium 
Bitesize 140 - 180g

SAVE $2.13

$2 12 
ea

Price
38¢

Per Can

ANY 3 
FOR $18 
SAVE FROM $5.55

Coca-Cola, Sprite 
& Fanta Varieties 
10x375mL, Mother 
Varieties 4x500mL 
or Mount Franklin 
20x500mL

On show 18/01/2017- 24/01/2017    Approval Code: WOW002807

for the perfect BBQ

SMITHS Summer BBQ_FloorMedia_889x647_V1.indd   38 16/11/16   11:18 AM

Source: Quantium customer report 2014

Source: Quantium campaign report

Our Summer campaign had heavy 
integrated support across all marketing 
channels including out of home, radio, 
digital, themed catalogue pages, social 
media and large scale in store POS 
enlivenment.
Brands had the opportunity to integrate 
and leverage the overarching Woolworths 
Summer Campaign with messaging 
relevant for each category.
The overall 
campaign 
resonated well 
with shoppers 
- in particular 
the creative and 
inspirational 
messaging - which 
translated into 
strong sales for 
featured products.

SCORE EVERYTHING  
YOU NEED TO KICK ON

On show 07/09/16 – 04/10/16     
Approval Code: WOW002314

5927_MARS_FootyFinals_2016_Vogan_BusStop_v2.indd   1 15/08/2016   3:33 PM

5927_MARS_FootyFinals_2016_Vogan_BusStop_v2_HR.pdf   1   26/05/2017   13:36

Summer picks logo.pdf   1   26/05/2017   13:42

position the drink to ‘beat 
the heat’ and provide 
superior hydration and 
achieved a 69% sales 
uplift Vs prior weeks at 
comparable price, without 
any POS support.
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Category events are important 
growth drivers to help draw new 
and lapsed shoppers in and also 
trial new products.

CATEGORY 
EVENTS

Pet owners love Woolworths pet events where 
up to 200,000 additional customers visit the 
aisle during the 4 week period to stock up on 
all their animal needs.

Participating brands are integrated into the 
campaign both in aisle and out of store and 
can capitalise on the increased footfall of 
engaged shoppers.

Pet Event

–  Themed solus EDM with 
brand features

–  Online specials section, 
home page and category 
banners 

–  8 page feature in 
catalogue 

–  Various in aisle POS - 
themed and branded

Health, Beauty  
& Baby Sale

Recent Event Results: 

–  Over 6.5 million customers 
shopped during event

–  53% of Woolworths customers 
shopping during the period bought 
into the event

–  Increased units per basket and visits 
per customer resulting in strong 
sales growth for the category

CASE STUDY

Key Media: 

–   Online dedicated 
page, category 
banners

–   POS - Campaign 
themed and brand 
POS

–   Themed catalogue

These events continue to grow 
and gives customers a chance to 
stock up on all their health, beauty 
and baby essentials in one shop 
at industry leading prices.

Participating brands integrate 
with targeted media to help drive 
shoppers into store and reinforce 
brand messaging along with price 
at point of purchase.

22 Sources: Quantium Campaign Reports

2.4M  
shoppers  

during event

Key Media:

6.5M  
shoppers  

during event
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POST  
CAMPAIGN 
ANALYSIS OVERVIEW 

OF MEDIA
Woolworths Media Hub have 
partnered with Quantium 
to offer post-campaign 
evaluation reports on all 
Media Hub activity.
Through this partnership, Media 
Hub can offer Quantium reports 
at a substantially discounted rate 
to their market value and offer 
a range of reports with different 
metrics to help understand the 
success of your campaign.

 Two week  
turnaround time  

from briefing

Utilises sales and 
customer data to 
give a complete, 

holistic view

Simple briefing and 
booking process via 

Media Specialist

 Key sales drivers and 
customer metrics 

included

Minor and Major 
report options to suit 

requirements

EXAMPLE OF OUTPUTS

Sales overview

0.1%

Unit sales

15%

Customer life stage

New / young 
families

New brand shoppers

20%

4,500

Units over benchmark

Unit uplift over campaign period for Target SKU(s)

Reporting: overview and output
REPORT DETAILS

Available at any level of  
Media Hub spend

Two types of report:  
NPD and General

METHODOLOGY HOW CAN IT HELP YOUR BUSINESS?

Understand which customers to 
target in future campaigns 

Analysis and insights to inform your  
wider marketing strategy

Justify media spend

Campaign measured against pre 
and / or post period*

Results drawn from total sales and  
Rewards customer data

Analysis for chosen Hero and 
Brand** SKUs

KEY QUESTIONS EXAMPLE INSIGHTS

Did the media drive incremental 
sales?

Has the campaign driven any  
additional customers?

Which customers were most 
responsive to my campaign?

Media helped drive XX additional 
unit sales

The campaign drove XX% 
additional customers

Proportion of customers who 
switched from my competitors

*  Basic reporting offers 
pre-campaign analysis in 
general reports and post 
campaign in NPD reports. 
Standard reporting offers 
pre and post campaign 
analysis for both general 
and NPD reports 
** Standard report only

25www.woolworthsmediahub.com.au

Below is a snapshot of our core  
media channels.
Speak to us also about more bespoke 
media solutions and new opportunities  
we have.  

POS & In-store
– Fins & fin take

– A6 pad

– Bus stop

– Landscape ticket

– Floor media

– Decals

– Gondola header

– Checkout dividers

– Till screens

– Baskets & trolleys

– In store radio

– Fresh magazine

Online
–  Home page 

banner

– Category banner

– Keyword card

– eDM banner

– Recipe

– Sampling

– Online catalogue

ATL 
– TV

– Radio

– Press

–  Digital 
screens

Social
– Facebook

Fresh Magazine
–  Full page ad or 

advertorial

–  Half page ad  
or advertorial

–  iPad video 
advertorials



CONTACT 
MEDIA HUB TEAM
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PRODUCTION 
For Major Marketing Campaigns & 
Category Events, the Media Hub 
team will manage the full creative 
process including design, internal 
approval, printing and production.

Please visit  
www.woolworthsmediahub.com.au  
for more information.

IMPLEMENTATION 
The Woolworths Field Support team 
will manage all implementation 
requirements in store ensuring  
execution excellence.

The Media Hub team will manage 
all communications and briefings  
for every campaign. 

BOOKING 
Please contact your Media Hub 
Category Specialist to ask questions, 
discover more information and make 
your bookings.

Please visit  
www.woolworthsmediahub.com.au 
to access all contact details.

EASTER EGG 
CUPCAKES

bakingEaster

SWEET 
TREATS

6

FRE0417p001   1 24/02/2017   1:55 PM
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Effective, customer focused  
media where it counts
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