
Flipp Confidential

1

Digital Merchandising & Local Deals for

Pre -Shop Success

Explore the art of balancing print advertising with digital merchandising content 

strategies to highlight your best local savings and deals. J o in  Ma t the w Che ung , 

Ma na g ing  Dire cto r o f So lu t ions, a nd  Ad a m  Ha lim , SVP o f Prod uct  & Ma rke t ing  

with  Flip p , a s they exp lore  the  m e thods used  by Ca na da ’s top  re ta ile rs. Lea rn how 

these  tra ilb la ze rs ha ve  a da p ted  the ir p rint  stra teg ie s, introduced  d ig ita l-first  

expe riences, a nd  a chieved  rem a rka b le  re sults.

Ma t the w Che ung
Ma na g ing  Dire cto r o f So lu t ions

Ad a m  Ha lim
SVP of Prod uct  & Ma rke t ing
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Presenter Notes
Presentation Notes
So Flipp is building a platform for retailers to move from Ads to Experiences
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Presenter Notes
Presentation Notes
Can we get a little philosophical?

Philosophical about content.

And Philosophical about advertising?

Like all great philosophy let's start with a question.



Flipp Confidential

I s  th is  a n  a d ?

Presenter Notes
Presentation Notes
Is this an Ad?

It's a flyer. In the US they call a circular or the weekly ad.

But is it actually an advertisement?

That's the core question we'll explore today



Do  Sho p p e r  Tre a t  the  Flye r  a s  a n  Ad ?

86% claim to read the flyer during an ‘average week’
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2015 2016 2017 2018 2019 2020 2021 2022

87%
91%

88%

77%
81% 81%

78%

87%

2023

86%

Presenter Notes
Presentation Notes
Let's start by looking at it from the shoppers perspective.

We run an annual readership study and over 80% of Canadian head of household shoppers tell us they read the flyer in either digital or print in an typical week. 

And many of the survey participants tell us they actively seek out the weekly ad.

I don't know about you but I'm certainly not seeking out an ad. 

And I don’t think im alone in avoiding ads since

about 40% of North American internet users enable some kind of ad blocker.

In fact, people hate internet ads so much that YouTube created a premium monthly subscription and allows you to pay to avoid ads.

Hats off to YouTube though - that's pretty amazing that they can create a product, make it worse, and then tell you to pay to make it better again.

I guess monopoly’s not just a board game afterall

Ok enough making fun of Google. 

So why is the flyer so sought after by shoppers?


Source:  CA Annual Flyer Readership Study�https://docs.google.com/presentation/d/1Um0_4wSXDsRHBxJel6GzuUlNxzq31Hj9pjzXz6Ufs24/edit#slide=id.g1276578e434_0_144

For external citation
Survey conducted by Flipp. A total of 5700 surveys were conducted among a nationally representative sample of Canadian adults ages 18+, who are either the primary household shopper or share responsibility. The survey was conducted from April 27- May 4 2022 using an online panel provided by Maru/BLUE. 
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The  co nte nt  p ro vid e s

Local Utility 

Flip p Confid e nt ia l

01 02 03 04 05

Presenter Notes
Presentation Notes
One big reason is because it provides utility.

Unlike most advertising, the flyer actually helps you

For example, its hyper local nature helps you plan your neighborhood shopping trip.

And, of course, in Canada, some of the best offers in market are found in the flyer.
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Sho p p e rs  wa n t  to o ls  to  he lp  m a ke  sm a rt  d e cis io ns

Source: Flipp & Maru/BLUE Annual Flyer Readership Survey in US, May 2023 n=4000 Household Shoppers
Q: Have you changed how you shop for groceries because of rising prices?
Q: Do you check prices before grocery shopping? Among price checkers: Q: Have you started checking prices this year in respon se to rising grocery 7

84%
Shopper check prices

before shopping

52%
For 52% of price checkers, 
this is a new behaviour

Presenter Notes
Presentation Notes
And those offers are important to Canadians.

Things have been tough over the last few years and rising interest rates

Coupled with rising food prices 

mean the two biggest budget items for a typical family are increasing at the same time

It's figuratively squeezing Canadians and creating significant pressure on most households.

So It's not surprising that shoppers have adjusted their behavior to compensate.

83% check prices before going to store and nearly 40% of those people who are doing this say it’s a totally new behavior.

They’re rookies to pre-shopping and they are open to any tools or content that helps them do it better

Like the flyer.

Lets go a little further

We ran a comprehensive Canada and US market study earlier this year in order to refresh Flipp’s persona’s

These are the segments we use to guide our product development and marketing efforts.

there are two core problems shoppers told us they need help with.



Reference:  GTM Document bookmark:





What’s the point?Affordability Complexity
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Affordability and Complexity
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paycheck to paycheck

60 %
Problem:

Affordability

Thing s ke e p  g e t t ing  m ore  a nd  m ore  e xp e nsive . 
With thre e  kid s a nd  no t  ha ving  two  fu ll-t im e  
incom e s, we  ne e d  sa ve  whe re  we  ca n.

The  e m otion the y fe e l 
whe n a  p rob le m  is so lve d .

“Re lie f”😌😌
“Accom p lishm e nt”😎😎

Presenter Notes
Presentation Notes
Again Affordability is a huge problem. 

The Wall Street Journal recently said that 60% of North Americans are living paycheck to paycheck - meaning they have no ability to cover an unexpected $400 expense. 

In our own research we wanted to dig into feelings. 

As most marketers know, feelings drive a lot of decision making.

Shoppers told us they feel anxious because they need to save money to manage inflation 

But when we help solve this problem

Shoppers tell us they feel “relief” and “Accomplishment”.

Perhaps seeing a good price on potatoes or flour in the flyer offers relief in a world of pressure.

To me, that means the work we do to create promotional content matters. 

It might sound cheesy but there’s purpose behind our work in this environment
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Complexity
Problem:

Looking for 
savings across 
multiple store 
apps

Balancing the 
time it takes to 
plan vs. finding 
the deal

Shopping is busy 
and time 
consuming

more retail businesses 
registered in North America 

between 2006 and 2019

18% 50 %

of shop p e rs  consid e r 
m ult ip le  s to re s  e a ch  we e k 

to  d e cid e  which  to  vis it

😃😃
“Prid e ”😙😙

The  e m otion the y fe e l 
whe n a  p rob le m  is so lve d .

“Excite m e nt”😃😃
“Prid e ”😙😙

Presenter Notes
Presentation Notes
Complexity is the second problem.

Between 2006 and 2019 the number of retail business registered in the North America has grown by 18%. 

There are now over 3 million in store and online retail businesses in Canada and the US. 

Thats a lot of buying options.

But it gets more complicated.

Most major retailers used to offer one option for buying 

Does anyone remember what that was? Going to the store.

Now nearly all of them give you multiple options: You can go to the store, get eComm delivery, order click and collect, use instacart, use uber eats and the list goes on.

Our own shopper research shows that 50% of shoppers consider multiple stores each week to decide which to visit.

shoppers tell us they face challenges balancing the time it takes to plan vs. their need to make a good decision.

They say that shopping makes them busy and is time consuming.

Even without the affordability pressure, shopping is complicated and time consuming!

Again, the curated nature of the flyer and its seasonal suggestions offer a form of simplicity in a complicated world.

Consulting the flyer helps people feel pride in making a good choice

So I think we can confidently say that flyer offers utility in a way advertising does not.

But there is another big reason shoppers use the flyer.
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The  co nte nt  p ro vid e s a  sho p p ing

Experience

Flip p  Confid e nt ia l

01 02 03 04 05

Presenter Notes
Presentation Notes
The content offers a really nice shopping experience.

We know this because we constantly experiment with the layout of the flyer.
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Stimuli
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Org a n ic Grid

Presenter Notes
Presentation Notes
We ran a test on Krogers content which asked 400 digital shoppers to compared the print based layout vs. grid like layout.

Print looks analog. Its kinda crowded. The images are not entirely uniform. There is very little white space.

The grid version is created for mobile scrolling. Its digitally native. It mimics what you see on a website or a typical shoppable digital ad.

We wanted to control for recency bias so designed the experiment using the sequential monadic approach. 

—--------------

We asked users to scroll through the content and tell us their preference.

Which do you think did better?

Show of hands, who thinks its the organic, who thinks its the grid?
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72% o f u se rs p re fe r  o rg a n ic  “p r in t” fe e l
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Presenter Notes
Presentation Notes
The print based look and feel crushed the grid view for grocery content.

It wasn’t even close. 

Now the philosopher comes back. 

Why?



Shoppers Want
Experiences
No t  Ad s
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Presenter Notes
Presentation Notes
We think its because of this.

Merchandising. 

Thoughtful and inspirational merchandising is as ancient as retail itself

You can read about it in old texts describing the markets of ancient egypt

Merchandising is the art of making a bag of onions look appealing. 

Forget the new Apple VR headset

look at those onions!

The store isn’t grid like with white space, its colorful and gives you a sense of abundance.

it's very experiential.

The traditional flyer layout offers this kind of experience.







Canadians Trust the Flyer
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Presenter Notes
Presentation Notes
So for the shopper - the flyer isn’t an ad in the traditional sense of the word.

Canadian’s trust the flyer in a way that no ad can replicate.




Wha t  a b o u t  the  re ta ile r  
p e rsp e ct ive ?
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Presenter Notes
Presentation Notes
But lets look at the flyer from the retailers’ perspective.

Is it an ad to retailers?
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We e kly Ad  /  Flye rs

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

Trips

Multi -Category Baskets

Vendor Support
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Presenter Notes
Presentation Notes
The flyer is critical to drive trips and baskets each week. 

So it does operate like a lower funnel ad in that respect.

But its also a key tool to generate vendor support

In canada the flyer is critical to attracting trade spend as CPGs fight hard for spots that will make or break their year.

And since trade spend will make up around half of a retailer’s operating profit

The flyer is much more than just an ad



18

Flip p Confid e nt ia l

Presenter Notes
Presentation Notes
And as we see retail media network rise, we’re reminded that the flyer was the original retail media network!

In fact, in the US the flyer is attracting increasingly more brand spend in addition to trade spend.
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Presenter Notes
Presentation Notes
Finally, due to the incremental volume the flyer can drive in a week, its a big driver of inventory positions and critical to maximizing capacity at the production plant

And, as anyone who works in retail or CPG knows, it’s also an operational process of its own with planning happening more than 6 months in advance.

Finally, i’ve talked to many store manager who use the flyer to decide what to put on flex end caps they have in store.

All of this isn’t what you would typically associate with an ad.
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Presenter Notes
Presentation Notes
So I think we can conclusively say that the flyer isn’t really an ad

Not for shoppers and not for retailers and CPGs.

Its much more than that.

In so many ways, the flyer and its content is incredibly valuable

But there is a problem

A huge problem
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Print Based Infrastructure Was 
Effective, but it has Disappeared
Print-b a se d , we e kly circu la r infra st ructure  d e live re d  
shop p e r p re fe rre d  cre a t ive  tha t  re a che d  ne a rly 
e ve ry house hold .

We need an effective alternative

2010

2012

2014

2016

2018

2020

2022

2024

2026

2028 21
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Presenter Notes
Presentation Notes
The infrastructure used to create and distribute the flyer is falling apart

The flyer remains incredibly effective, but the system that creates it is no longer sustainable.

So we have a lot of retailers in Canada asking us for help

The top question we get is 

Based on your US experience, when should we start moving this infrastructure to digital so we can smoothly land the print plane?

But the problem is that unless you acted four years ago, we’re probably going to have make an emergency landing
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Su d d e n  Ro u te  Ca nce lla t io ns

Flip p  Confid e nt ia l
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Presenter Notes
Presentation Notes
We saw this in the US last year where many publishers just cancelled routes and declared bankruptcy with no warning.

For many retailers, they were left hanging by a limb and had to frantically find alternatives to ensure they had sufficient reach each week

For this incredible content.
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Ca na d a : Whe n?
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Presenter Notes
Presentation Notes
And this abrupt change is now happening in Canada.

Metroland just announced their bankruptcy and cancellation of 71 weekly papers with no warning.

For perspective, we’re reaching out to Metroland to help them move more of their print ad revenue to digital.
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BC
18%

AB
13%

ON
13%

QC
14 %

ATL
16%

MB+S
K

14 %

Flip p Ye a r  Ove r  Ye a r  Mo nth ly  Use r  Gro wth

YT+NT
+NU

23%

Yo Y Mo nth ly Act ive  Use rs, Flip p Ap p  CYQ2 20 23
24
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Presenter Notes
Presentation Notes
The underlying driver of print decline is shifting consumer habits

For Flipp and reebee we’re already at 6M Monthly Active users in Canada and we’ve recently seen growth rates increase to double digital numbers.
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Pa p e r  is  # 1 Co n t r ib u to r  o f Ma te r ia l Wa ste

Ma te r ia ls :
Total MSW Generated by Material |  292.4 million tons
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Presenter Notes
Presentation Notes
Another driver of change is investor pressure on retailers to improve their ESG position. 

And its not a good image for retailers to be dropping print on doorsteps only to have people immediately toss it in the bin.

1 United States Environmental Protection Agency, “Materials, Waste and Recycling”, 2018
2 University of Southern Indiana, “Paper Recycling”, 2022



Paper contributes the highest volume of waste to US landfills, at 23% 1
Marketing mail, inc. weekly circulars amounted to an estimated 3.7 million tons in 2018 1
The average US household throws away 13,000 separate pieces of paper each year (note: not all junk mail) 2 
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Re m o ving  Pa p e r  Le a d s to  Sig n ifica n t  Ca rb o n  Re d u ct io n

Est. Carbon footprint of 100M print drops/week for a year:

120,000 Tons of CO 2 1

Like taking 26,000 gas cars off the road per year 3
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Presentation Notes
We also have the carbon footprint of print. Kroger found that removing print was the same as removing 26,000 gas cars from the road.

1 United States Environmental Protection Agency, “Materials, Waste and Recycling”, 2018
2 University of Southern Indiana, “Paper Recycling”, 2022



Paper contributes the highest volume of waste to US landfills, at 23% 1
Marketing mail, inc. weekly circulars amounted to an estimated 3.7 million tons in 2018 1
The average US household throws away 13,000 separate pieces of paper each year (note: not all junk mail) 2 




Am o n g  th o se  t h a t  re a d  a d s   
Q: During an average week, which statement best describes how you read weekly ads?

Digital is dominant form of circular 
consumption as print infrastructure declines 
and shopper preferences shift

Among weekly ad readers
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46%

26%

28%

Presenter Notes
Presentation Notes
This has brought us to a point where more Canadians read the digital ad than print
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Switch  to  Dig it a l?

Presenter Notes
Presentation Notes
So we should be able to move to digital flyer pretty easily

Shoppers are ready

Retailers & CPGs now need it

No brainer, right?
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No t  so  fa s t ...

Don’t  te ll the  full s to ry

Lim ite d  a d  size s

Don’t  e na b le  e ffe ct ive  t ra d e  
p rom ot ion

Shop p e rs t ra ine d  to  a vo id / ig nore

Presenter Notes
Presentation Notes
Not really.

The truth is that the digital ad infrastructure was, as the name suggests, designed to serve digital ads.

But the flyer isn’t really an ad and so we can’t just push the flyer online very easily.

It takes a little work.
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Rickety Bridge
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Presenter Notes
Presentation Notes
Its like we’re like crossing a chasm. We have to get to the other side to keep going

But there is this rickey old bridge connecting one side to another. 

And yeah, that bridge is scary

However, we’ll share some ideas that will help you solidify that bridge, making it a bit stronger so you can make the transition with more confidence.

With that, id like to introduce Matthew Cheung, one of Flipp co-founders and our managing director of technology solutions.
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Content  
& Curation

Flip p  Confid e nt ia l

01 02 03 04 05

Presenter Notes
Presentation Notes
What is your main needs? Not brand awareness (though some may), not end of funnel retargeting, but what’s on sale this week at a large scale
Build a basket and give them enough reason to make an incremental trip at your store 
Tell your weekly story without it being broken up so it gets absorbed
Hero vs basket marketing 
Provide examples of good experiences (hosted, full format distribution, avoid click-through) 
Reiltearte what are key points too make experience good 




Co n te n t  is  Qu e e n
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Presenter Notes
Presentation Notes
Content

Great content makes terrible technology look amazing - Reddit, Craigslist, Wikipedia and its editing tool
Terrible content make create technology look really bad - Google Plus and its Circles tech, VHS and BETA for all your old school folks. The tapes were smaller and the picture quality was better. But VHS won on price which then meant way more content was produced in VHS format.

If there’s one thing: it’s good content as a determinant of ROI
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Re ta ile rs  ha ve  a  se cre t  we a p o n whe n it  co m e s to  co nte nt . 

Ba se  Pro d u ct  On ly
0.49% CTR, $1.4 CPC

With Sale Price
0.98% CTR (+99%), $0.76 CPC

Sale Price + Coupon Match
1.39% CTR (+181%), $0.54CPC

Sale Price + Coupon Match
2.26% CTR (+30%), $0.36 CPC

With Sale Price
2.0% CTR (+15%, $0.43 CPC)

Base Weekly Ad
1.73% CTR, $0.52 CPC

Test Method

● FB Disp la y Ad s
● Ob je ct ive  is  

click 
● Oct  2022
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Presenter Notes
Presentation Notes
Shoppers are looking for prices, so they can take action

The weekly ad itself, is already a powerful weapon, because it is not just deals but a collection of them
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Good Content
Answe rs the  q ue st ions a nd  info rm s: 

● Wha t’s On Sa le  This We e k?

● Te lls your sto ry

● Build s a  b a ske t  a nd  d rive s t rip s    

Leads to Winning
Experiences. 
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Answe r the  q ue st io n:
Wha t ’s  on  sa le s th is  we e k? 

Eng a g e m e nt  Ra te
21%

Eng a g e m e nt  Ra te
6.5%

Eng a g e m e nt  Ra te
19%
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Presenter Notes
Presentation Notes
Lead with product and prices (not branded promotion message) 
Most people already know what your store is about, there is a place for that, but not weekly news
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Ba ske t  Build ingHe ro

Ba la ncing  Qu a lity  & Qu a n t ity  (Hero & Basket Builder)

● Hig h Stop p ing  Powe r
● Be sp oke  hig h q ua lity
● Ke y Va lue  I te m

Prom ot ion
● La rg e  im a g e ry 

● Hig he r d e nsity 
p rod uct  o ffe r a nd  
p rice s, o rg a nize d  in 
a n e a sy to  
und e rsta nd  a nd  find  
fa shion
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Co nte n t  Le ng th  

Re a d  Ra te  vs  Co n te n t  De p th  - CA Gro ce r  16 p a g e

Re a d  Ra te  vs  Co n te n t  De p th  -  US Grover 11 page
Ma rke t  Le a rn ing s

Don’t be shy to include lots of content, read 
rate remains high well into the experience

Show off the best at the front, last page has no 
special value 

0%

20%

40%

60%

80%

100%

0%

20%

40%

60%

80%

100%

Retailer.com Flipp

Pg 16Pg 12Pg 8Pg 4Pg 1

Pg 11Pg 8Pg 4Pg 1
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Sta r t  with  yo u r  Me rcha nd is ing  Co n te n t Me rcha nd ising  Conte nt

Re ta ile r Da ta  So urce s

Ve nd o r So urce s

Dist rib u t io n  Da ta

Prin t  Offe rs & Cre a t ive

Lo ca l p ro d uct  d a ta

e COM p ro d uct  d a ta

Co up o ns & lo ya lty  o ffe rs

Re ta ile r  sho p p e r d a ta

Co nte xt

Pub lishe r use r d a ta  

Ve nd o r o ffe rs & cre a t ive

Dig ita l Sho p p e r Exp e rie nce

Flip p  Confid e nt ia l

Presenter Notes
Presentation Notes
We start with your content - all of it and we can work with whatever you have available now and build as we go.

This includes existing print offers, ecomm feeds, local BOPIS fees, coupons, and other relevant data.

We then feed that into our curation product called  AMP
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Traditional Content
Mixed Content

(Dynamic Content + Traditional) Full Digital Canvas

Flipp Confidential

Presenter Notes
Presentation Notes
Shoppers don't seem to treat it like an ad. 

Our annual survey continues to see strong circular readership 

and almost all survey participants 

tell us they seek out the circular and find value in it.




Fresh focused shopper Convenience shopper Price conscious shopper

Dynamically Personalized Shopping Experiences
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Contextual targeting based
on re cip e  info rm a t ion

Ge o-ta rg e te d : Da lla s, Te xa s

De live rs a  18% incre a se  in
sto re  t rip s vs. cont ro l

Flipp |  Kroger RFP 

Co nte xtua l Op t im iza t io ns
Dyna m ic conte xtua lly 

d e ve lop e d  shop p e r 

e xp e rie nce s tha t  a re

fu lly d ig ita l
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Presenter Notes
Presentation Notes
Dynamic Contextually developed shopper experiences that are fully digital



Flipp Confidential

Shop p a b ility & Dig ita l 
Prom ot ions

E-commerce & click & collect

CPG Coupon Integration

Loyalty & Rewards Points

Flipp |  Kroger RFP 42
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Dynamic Canvas allows retailers to 
create real time digital experiences to 
capture additional vendor dollars in 
connection with existing assets OR create 
fully digital standalone experiences. 

Dyna m ic Ve nd o r  Pro g ra m s

43
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Flip p  Dyna m ic Ca nva s
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Simple Data Ingestion 
& Onboarding

Dynamic Merchandising 
Templates and 

Merchandising Atoms

Next -Gen Dynamic 
Rendering

Native Shopper 
Experience Distribution

Images 
& Cleansing

Product Priority 
& Curation

Merchandising
Data Feed or 
API
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Presenter Notes
Presentation Notes
Shoppers don't seem to treat it like an ad. 

Our annual survey continues to see strong circular readership 

and almost all survey participants 

tell us they seek out the circular and find value in it.
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Dig it a l Cu ra t io n Cura t io n

Re cip e sProd uct  Ca te g orie sMe d ia  Group  Sp a cePe rsona lize dSKUs Use r Loca t ion

Flip p  Confid e nt ia l

Presenter Notes
Presentation Notes
Amp gives you the ability to create templates that mix print and digital to create great experiences

Templates are customizable

Amp gives you the ability to create templates that mix print and digital to create great experiences

Templates are customizable

Store of the Community - highlight location specific advantages - merchant offering - only store with fresh bread for example.
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Dig it a l Cu ra t io n Cura t io n

45150Oa tm e a l Pum p kin Cre a m  Pie sFruits , Ve g e ta b le sPhila d e lp hiaPe rsona lize d10001234 , 100…

Flip p  Confid e nt ia l

Presenter Notes
Presentation Notes
And Dynamically populated. 

Which allows you to better deal with inventory in near real time.

And allows us to create a custom circular per user, per store.

This can be created via a managed service or over time we can give you or our agency the keys to the car so they can drive.
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Dig it a l Cu ra t io n Cura t io n

23221Swe e t  ‘N Sa lty Choco la te  Ba rkFruits , Ve g e ta b le sPhila d e lp hiaPe rsona lize d10001234 , 100…

Flip p  Confid e nt ia l

Presenter Notes
Presentation Notes
[This slide shows a variation in the content in the event of an inventory change, or a different user going into the experience from a different location and set of shopping preferences]
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Who le  Fo o d s Dig it a l Exp e r ie nce
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“Hi-I m p a ct” Disp la y  Ad  
300 x 600 Expandable

Flipp Standard Digital Experience 
600 x 2400 NativeX Experience

12.6%
Prod uct  

I nt e ra ct ion Ra te

18%
Prod uct  

I nt e ra ct ion Ra te

$0.45
Cost  Pe r  

Eng a g e m e nt

16%
Prod uct  

I nt e ra ct ion Ra te

$0.58
Lowe r Cost  Pe r  

Eng a g e m e nt
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Flip p  Dyn a m ic Ca n va s
600 x 24 00  Na tiveX Exp e rience

$1.10
Cost  Pe r  

Eng a g e m e nt

Presenter Notes
Presentation Notes
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Shoppers Spending More Time Reading
& We re  Mo re  Like ly  to  Visit  A Sto re  & Ad d  I t e m s to  The ir  List

Cont ro l Flye r
(Prin t  PDF)

Te st  Flye r
(Dig ita l First  Ap p ro a ch)

VS

49

+20%
Vs. Control

25.82%
Sto re  Trip  Lift Sto re  Trip  Lift

31.04%

+6.95%
Vs. Control

1.45 min.
Tim e  Sp e nt  Pe r EV Tim e  Sp e nt  Pe r EV

1.55 min.

+0.46%
Vs. Control

0.60
Ad d -To -List s Pe r EV Ad d -To -List s Pe r EV

0.61

*National Gen Merch Retailer - January 2023 - August 2023 

In -Store

RETAILER RETAILER

Presenter Notes
Presentation Notes
-The end results are always positive.
-While this example is white labelled for external use, these are results from a content AB test we ran in Q2 this year with Walmart
-Where we recreated their weekly print ad, using our best practices.
-What we saw across the board are lifts in store visitation. More time spent and more items being added to shopping lists.
-Now WMCA is working with us so we can take on full digital production of their weekly ad in FY24.
-Walmart’s content is already very strong. The fact that we’re able to make it better is huge!
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Curated Shoppable Content increased purchase intent +29%  

TEST GROUP Q: Do you recall seeing any of these ads on the Flipp app?
Among those that recall seeing ad.  Q: Have you purchased any Heinz products in the last two weeks?
CONTROL GROUP Q: Have you purchased any Heinz products in the last two weeks?

Pre -Pe riod Flip p  Ca m p a ig n

VS

+29%
Vs. Control

69%
Purcha se  I n te n t Purcha se  I n te n t

89%

+113%
Avg . Da ily To ta l Se a rche s o n  Flip p  d uring  Ca m p a ig n  

A cohe sive  la nd ing  e xp e rie nce  d e sig ne d  for shop p e rs using  b ra nd  b uild ing  a sse ts a nd  
loca l m e rcha nd ising  offe rs d e live re d  in  the  rig ht  conte xt  b uilt  consid e ra t ion a nd  d rove  
d e m a nd  for Kra ft .

Bra nd
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Presenter Notes
Presentation Notes
69 to 89% = 29%


Brand : why is this winning content for brands? – place for shaping demand and consideration for brands. 
Wining context = increase in organic traffic when when we showed it in the right time, kraft saw 120% in organic traffic vs pre/post period time  
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Flip p  Confid e nt ia l

Tra nsla t ing  o u r  Me rch  St ra te g y to  Sho p p e rs

Flipp Confidential

Digital weekly ad experiences enables 6 key retailer and vendor merchandising strategies

Re ta ile r  
Le d  
Co nte n t

Ve nd o r 
Fund e d  
Co nte n t

He ro
Wins the Store Trip

Content Source:
● Tra d it iona l (In-

house / Agency)
● Flipp  Custom  

Product ion

Ba ske t  Bu ild e r
Mercha nd ising

Ta rg e te d
Dig ita l Seg m ented  & 
Ta rg e ted  Content

Conte nt  Source :
● Flipp  Dyna m ic Ca nva s
● Flipp  AMP Stud io

Tra d e
Ma rke ting  Increm enta l

Sho p p e r
Ma rke ting  Increm enta l

Bra nd
Ma rke ting  Increm enta l

Content  Source :
● Tra d it iona l 

(In-house / Agency)
● Flipp  Conte nt  Product ion
● Flipp  AMP Stud io

Content  Source :
● Vendor Provided
● Flipp  Dyna m ic Ca nva s
● Flipp  Content  Product ion
● Flipp  AMP

Content  Source :
● Vendor Provided
● Flipp  Dyna m ic Ca nva s
● Flipp  Conte nt  Product ion
● Flipp  AMP

Conte nt  Source :
● Ve ndor Provide d
● Flipp  Dyna m ic Ca nva s
● Flipp  Conte nt  Product ion
● Flipp  AMP

Presenter Notes
Presentation Notes
Shoppers don't seem to treat it like an ad. 

Our annual survey continues to see strong circular readership 

and almost all survey participants 

tell us they seek out the circular and find value in it.


Source:  CA Annual Flyer Readership Study�https://docs.google.com/presentation/d/1Um0_4wSXDsRHBxJel6GzuUlNxzq31Hj9pjzXz6Ufs24/edit#slide=id.g1276578e434_0_144

For external citation
Survey conducted by Flipp. A total of 5700 surveys were conducted among a nationally representative sample of Canadian adults ages 18+, who are either the primary household shopper or share responsibility. The survey was conducted from April 27- May 4 2022 using an online panel provided by Maru/BLUE. 
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Distribution

Flip p  Confid e nt ia l

01 02 03 04 05

Presenter Notes
Presentation Notes
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Wha t  is  Lo b la ws?

53

Presenter Notes
Presentation Notes
This

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

Better image of LCL store 
Store front image of this store 
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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
This

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

Better image of LCL store 
Store front image of this store 
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To generate consideration every week, 
we need shoppers to engage with offers

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
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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
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Flip p  Confid e nt ia l

VS

Full Fid e lity  Exp e rie nce  (Flip p  Na t ive  X)

Fu ll Fid e lity

Typ ica l Disp la y Ad

● No Interactivity

● Small real estate

● Low engagement

Typical Display Ad

250px

300px

2400px

600px

Presenter Notes
Presentation Notes

Kroger O&O Properties
Kroger.com & Banner .com
Kroger & Banner Apps
~50% of Digital Circular Reads


Flipp App
Always On Promotion of All Banners
Masthead (Top of Stack) Package
40% Average Clickthrough Rate 
~34% of Digital Circular Reads


Flipp Off-App Network
Desktop Expandable (Hero)
Desktop/Mobile In-Line (NativeX)
~16% of Digital Circular Reads
+ Significant Inventory Available
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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

57

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

Prin t  Dist r ib u t io n
Dig ita l Dist r ib u t io n  a nd  

Me a sure m e nt Re ta ile r Sit e s & Em a il

Flip p  Ap p s

3rd  Pa rty  Dyna m ic 
I nt e g ra t ions 

Ma na g e d  b y Flip p

Flip p  Dis t r ib u t io n
Flip p  d rive s Mult i-ite m , Mult i-Ca te g ory shop p ing  e xp e rie nce s using  a p ort fo lio  m a na g e m e nt  a p p roa ch to  d rive  
Me rcha nd ising  Re sults

Flip p  Na t ive  Exp e rie nce s 
(Na t ive X)
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Presenter Notes
Presentation Notes
Kroger O&O Properties
Kroger.com & Banner .com
Kroger & Banner Apps
~50% of Digital Circular Reads


Flipp App
Always On Promotion of All Banners
Masthead (Top of Stack) Package
40% Average Clickthrough Rate 
~34% of Digital Circular Reads


Flipp Off-App Network
Desktop Expandable (Hero)
Desktop/Mobile In-Line (NativeX)
~16% of Digital Circular Reads
+ Significant Inventory Available
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Measurement
& Reporting

Flip p Confid e nt ia l

01 02 03 04 05
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Re p o r t ing  o n  Me t r ics tha t  Ma t te r  
to Me rcha nd ise rs

He a tm a p

To p -line
I nsig h ts

Com p e t it ive  
Pricing  

Da ta

Hig hlig ht  
o f Top  

Com p e t ito rs

Flip p Confid e nt ia l

Presenter Notes
Presentation Notes
Of course, given our focus on enabling retailers, we also offer a different kind of reporting. 

We have a reporting suite that is built for merchandisers.

Instead of generic impression data we give you details on what categories and items are being engaged with among other data.

Really - its about enabling retailers to merchandise and create experiences, not just ads.
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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 
measure, do not measure in attempt to get alignment 

Generate Comparable Results
Directly comparable results is more important than 
academic correctness

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

Key Principles 

61

Flipp Confidential

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

Dig ita l Me d ia  
Me t rics

Be ha viour Cha ng e

Sa le s Lift

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 

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

● Purcha se  intent lift
● Increm enta l store  trip s
● Ca rd  linked  sa le s lift
● ID linked  sa le s a t tribution

Did  m y stra teg y re sults 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
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Presenter Notes
Presentation Notes
Not a race to the top, only climb as high as necessary 
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I s  th is  a n  a d ?
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Presenter Notes
Presentation Notes
With that in mind,

Is this an Ad?

Do shoppers consider this to be an ad?
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