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Cartology gives you access to some of Australia’s most Our marketing solutions are built on rich and detailed
valuable and unique media assets. We position your brand customer data, giving you unprecedented insights into
where it needs to be on the customer’s path to purchase, bespoke solutions and campaign effectiveness to meet
including the critical final step of the shopping journey. your brand objectives.



We get customers
Powered by the scale of the Woolworths Group

woolworths :«;; @
Lo Gl 5B,

1 176 13.5m

Food & Grocery BIG W Stores Members
website in Australia

B ~ &

13.2m 22.1Im 1in2

Monthly customers Monthly visits Australians have an
in-store + online BIGW.com.au Everyday Rewards card

Source: Woolworths Group Q3 Results 2022, Woolworths Quantium, average monthly customers 07/04/2021-05/04/2022 (last 52 weeks) vs. 08/04/2020-06/04/2021
(YoY); BigW data 29/03/2021-29/03/2022.




Cartology helps brands
grow by driving real

customer impact in the
woments that matter most.

Unless it ends in a customer
does any of it matter?




Targeting 100% FMCG customers
Powered by the s« of Woolworths

2 & 7 @ 8 &

| 1 Food &

) Monthly Grocery E 4
Woolworths transactions website in eCom sales
Stores in-store Australia growth YoY
1
Monthly of Woolworths sales Monthly visits on Average time
customers in-store happen in-store Woolworths.com.au spent on
(web + app) Woolworths
app (per visit)

Source: Woolworths Group Q3 Results 2022; Woolworths Quantium, average monthly in-store customers, 07/04/2021-05/04/2022 (last 52 weeks) vs. 08/04/2020-06/04/2021 (YoY); Woolworths Quantium, average monthly in-
store transactions (visits), 07/04/2021-05/04/2022 (last 52 weeks) vs. 08/04/2020-06/04/2021 (YoY); Woolworths Quantium, sales penetration 07/04/2021-05/04/2022 (last 52 weeks) vs. 08/04/2020-06/04/2021 (YoY); Adobe
Analytics, average monthly online visits (web & app) April 2020-March 2021 vs April 2021-March2022; Woolworths Quantium, ecom sales growth 07/04/2021-05/04/2022 (last 52 weeks) vs 08/04/2020-06/04/2021 (YoY); Adobe
Andlytics, average monthly time spent on app April 2020-March 2021 vs. April 2021-March 2022.




Connect and impact Woolworths’
customers, at the moments that
matter most

The customer journey is no longer just online or in-store.
Our multi-channel media solutions enable brands to target
customers at every step, wherever they are and whatever
their mindset.

Cartology can help your brands
impact customers along
the omnichannel shopplng
Journey, dnvmg
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Out of store

Woolworths customers’ shopping journey begins out of store as they
research and discover new products, look for ideas, inspiration and
value on their weekly shop.

From Fresh Ideas magazine, recipes online and 1:1 eDM, there is a range of
influential marketing solutions to connect your brand with customers at the
first step of their shopping journey.

N > 2

Monthly Fresh Ideas Aussies watch YouTube on Opted into rewards email
magazine readership their screens channels nationwide

Drive biand awareness and reach
customers at jeale with content-rich
so lutio n s t hat d e live r im pact. Source: Roy Morgan, Magazine readership (AIR) 12 months to March 2022. Everyday Rewards, average weekly @DMs sent last 52 weeks based on annual figure as at 04/07/2021.
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YouTube

Connect with Australia’s largest grocery audience, targeting active category
and brand buyers outside the Woolworths network.

Captivate, educate and inspire FMCG customers through a richer
video-led experience.

The most efficient video media
ca rt + You TUhe buy in-market for FMCG advertisers

Guaranteed ability to target qualified audiences who have a high propensity to
purchase your brand’s product

Activate exclusive grocery shopper data across YouTube

Continue the conversation with your audiences beyond the supermarket and into video

YouTube has the highest
share of eyes on screen
compared to BVOD at 54%

& FTA 49%

Source: YouTube internal data ending April 5, 2020 compared to the previous 28 days. Calculated for a given month (28 days) using the 7 day average of the specified
pre and post period. YouTube internal data, March 2020.




Fresh Ideas magazine

Through inspiring recipes, expert tips and tricks and the latest Woolworths news,
Fresh Ideas magazine is the ideal platform to inspire and educate shoppers.

Reach highly engaged, active shoppers seeking inspiration for delicious, fresh
food, and help them get the most out of every shop.

52 i

Monthly readership Read Fresh Ideas magazine to
discover new products

Advertising solutions

oo Display Advertising ~ | Sponsored Product

OO & Classifieds ’ Integration
Premium Editorial . Themed Content
Sponsorship : Alignment

Source: Roy Morgan, Magazine readership (AIR) 12 months to March 2022.
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Exclusive 1:1 connections
with Everyday Rewards
Reach 13.5m Everyday Rewards members

Build exclusive connections with Woolworths” engaged Everyday Rewards Target engaged FMCG shoppers with a 1:l message and minimise wastage

members, Australia’s la rgest customer personchsotlon engine. Drive brand awareness, product trial and habitual purchasing behaviours

R~ ///.cover e DV

Competitions

o . Driving habitual purchasing
H&;ﬁff : Themed eDMs with behaviour with exclusive
o " multiple offers competitions
MEXiCAN
Bt make meals

Free Old El Paso Tortilla Pockets™
223g*

=g

Collect 100 points

FITNESS
MEETS

 igle Shopard hvocador 1 ore
et

GOURMET

; "Too% I
£ ampling TR Alwn ys on
Efficient, sophisticated e 3

targeting Drive promotional strategy

with ongoing product

s
FITNESS i and brand awareness

MEETS
GOURMET

Q‘@u Qo /

Collect 200 points

B Pasa Swce 40 varuty 1 re
Tuasder 300 arch

Monitor repeat purchases
for true ROI

Source: Woolworths Group Q3 Results 2022
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Front of store

As shoppers cross the threshold from awareness to consideration,
it's paramount for your brands to be salient and visible.

PACKED FULL OF = . ’
OMEGA-3, PROTEIN Front of store gives you the chance to make your brand top of mind and on

AND VITAMINS ' the purchase list. Maximise awareness and consideration of your brand at the
VAILARIE most influential point on the path to purchase.

FROM THE CHILLED
PACKAGED
SEAFOOD SECTION

tassal ——

SUPER SALMON

Woolworths stores Monthly visits on of customers are

Woolworths.com.au omnichannel
(web+app)

Shoppers are open 12 beénﬁ mfluenced,
with 80% of shoppers planning less than
half of their in-store spend

Source: Woolworths Quantium, average weekly visits 01/07/2020-29/06/2021 (includes in-store and online). Adobe Andlytics, average weekly visits 06/07/20-04/07/21
(web and app).
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POS front of store

With over 129 million customers through Woolworths” doors every month,
point of sale offers brands an opportunity to influence shoppers’ purchase

decision at the very first step of their in-store shopping journey. — ms‘.o;”m'
{oute
Our front of store POS solutions allow brands to drive awareness and reach e !

—_— DOUBLE THE
] NREDLES"
customers as they are looking for inspiration and discovery. i > %

I
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Deliver large audience impact via the high traffic at these sought after locations
Drive brand awareness and prime customers as they enter Woolworths

Contextually integrate your brand within the retail environment

725

million monthly
customers in-store

Source: Woolworths Quantium, average monthly in-store customers, 07/04/2021-05/04/2022 (last 52 weeks) vs. 08/04/2020-06/04/2021 (YoY)
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Front of store digital screens

Drive unrivalled proximity and context in the supermarket with Australia’s
leading retail media solution, Woolworths Screen network.

Both format and location impact 12.9 million monthly in-store customers
switching into shopping mode — the moment that matters most.

The screen network is perfectly placed to drive awareness at scale, helping
brands educate, inspire and storytell, while priming customers with relevant

qugfu!,(my = B | | ; = (= _ advertising when they are in a purchasing mindset.

s cipati oduct:
participating pr
in a $30 shop

Lo e

O OB >
shoulders,

900 screens in Woolworths nationally
Top of mind awareness as customer starts their shop

100% on target FMCG shoppers, delivering media efficiency and value

Ausralin’s most &m/pacfful retail media
solution for building brands and

L J L]
d r Ivl n g q wa re n ess [ Source: Woolworths Quantium, average weekly visits 01/07/2020-29/06/2021 (includes in-store and online). Adobe Analytics, average weekly visits 06/07/20-04/07/21 (web and app).
S, 15




In-store radio

Engage and inspire active in-store customers through the power of sound,
encouraging navigation to your brand.

Woolworths in-store radio has been designed to provide an enhanced in-store
ambience and elevated shopping experience for customers.

National coverage across all Woolworths supermarkets
Increased frequency, engaging customers who are actively in the shopper mindset

Immersive audio content to tell your brand story to 100% on target FMCG customers

Maoximise owapact Hvkouylu sound
to deliver a rich brand impression
within the in-store journey.

Source: Woolworths Quantium, average weekly customers 4/08/2020 - 27/07/2021 (in-store).
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Digital catalogue

Showcase your brand with high impact full
page placements using the second most
visited destination on the Woolworths.com.au
digital catalogue.

Maximise sales conversion through seamless
eCommerce integration, allowing add-to-cart
with a few clicks.

Position your brand and products in a contextually relevant
environment

Capture attention and drive consideration when customers
are actively looking for inspiration

Source: Adobe Analytics average weekly page views (web & app) 05/04/2021 - 03/04/2022 vs. 06/04/2020 - 04/04/2021 (YoY)

A

Maximise shopper
response with a
high impact ad

Woolorths ) e [ e e

Frut&\Veg  Meat,Seafood&Deli  Bokery  Doiry,Eggs&Fridge  Pontry  Freezer Drinks  Liquor  FrontofStore Pet  Baby  Health&Beouty  Household  LunchBax

weekly digital
catalogue page views

m M BI85 Poges: Produstiier Cotegoriosi: (fBemriicanine

@ woolworths.com.au

Be%h%:lier
e = L o
PROUDLY AUSSIE MADE
Ah McCain... you've done it again!




Homepage carousel

Drive awareness and consideration for your
brand with a high-impact placement at the top
of the Woolworths.com.au homepage, engaging

customers at the very start of their shopping journey.

Offering maximum exposure, delivering cut-through
and lifting brand salience, the homepage carousel
helps influence purchase behaviour in our highest
traffic destination across web and app.

High impact placement on Australia’s #1 food & grocery
website

Cut through and lift brand salience, influencing purchase
behaviour of engaged customers

57% are more likely to purchase a product advertised in a
homepage carousel

Source: Cartology eCom Shopper Study 2020. Woolworths.com.au Customers n= 780. Would seeing
these displays on the website make you more or less likely to consider buying the product? Google Ads
Display Averages & Benchmarks 2020 Jul - Oct.

)

Digital drives in-store traffic
and engagement

Shopping

= Woolworths (')j) Lists Cotologue Recipes Discover (AN NN
of customers shop

in-store within 4 days of
visiting Woolworths.com.au

[YS"P Frut&Veg  Meot,Secfood&Deli  Bokery  Doiry,Eggs&Fridge  Pantry  Freezer  Drinks  Liquor  FrontofStore  Pet  Baby  Health&Beauty  Household

B8 Delivery to: Set your Delivery address Choose > {0) Whensuits? Avaiable flems may. change

# woohworths.com.au
°

e
Login $0

Welcome to Woolworths
( [ tew ]
. o p Eroe ‘ 29 DrEw | ] et
ﬁﬂ‘b- talogue | 7772166!“ ) lewords

Welcome to Woolworths |

@ Browse ~ COVID-19
g & Catalogue @ osotes
({7 5 S Explore this week’s specials

Today’s Fresh Food People.
MacBook Pro
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78% of customers likely to discover
new products when jlwppo’nﬁ.
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In aisle

Drive consideration for your brand, connecting with actively engaged
customers as they go up and down the aisle.

Signpost your range to generate consideration, reaching customers who
are open to be influenced, actively looking for inspiration and discovery.

of customers go up and
down most or all agisles
during their shop

—

of customers are actively
looking for inspiration for
what to cook and buy when
shopping in-store.”

PN

of visitors to an online aisle
will make a purchase

Source: Woolworths Guantium, Percentage of sales by In-store vs Online, 30/04/2019 - 12/10/2021 (132 weeks); T Garage, Cartology Shopper Insights, November 2019;
Woolworths Quantium Data Last 52 Weeks (w/c 06/09/2020 - 14/092021).
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POS in aisle

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

Cutthrough in dgisle with 90% of Woolworths’ sales still
being made in store, in-store continues to play a key role in
connecting brands to new customers.

Drive consideration for your brand, utilising impactful
POS solutions

Signpost your brand and products, providing optimised
customer engagement, and bringing brand messages to
life through our communications pillars (new, try this, special)

Communicate product features, benefits and price promotions

Source: Cartology In-Store Shopper Study 2020, Woolworths In-Store Shoppers n= 780 Cartology eCom Shopper Study 2020,
Woolworths.com.au Customers n= 780

o 21




Branded shop

Build bespoke destinations within Woolworths
premium online ecosystem. Seamlessly
integrated into Woolworths.com.au, this
environment allows brands to curate content,
deliver brand value proposition and promote
offers - all within the shoppable platform.

Bring your brand to life with detailed
information, including videos on how to use
and consume your products.

Enhance the customer shopping experience in a contextually
relevant environment

Drive awareness and educate customers on your brands
and products

Leverage Woolworths' digital ecosystem to tell your
brand story

Source: Cartology eCom Shopper Study 2020. Woolworths.com.au Customers n= 780. In what ways
do these signs and displays help you? Would seeing these displays on the website make you more or
less likely to consider buying the product?
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are more likely to
Fruit&Veg  Meot,Seafood&Deli  Bakery  Doiry,Eggs&Fridge  Pontry  Freezer Drinks Liquor Baby Pet Heolth&Beauty Household  FrontofStore  Christmas

purchase advertised
products here

Home
Grown For Australia
Discovery Garden

Meal Planning

Now chillin’

I"hat's Why | Pick Woolie
n the freezer. g o

— Australia’s favourite chocolate now in family-sized
. ice cream tubs perfect for sharing

Australia’s favourite
chocolate now in family-
sized ice cream tubs perfect
for sharing

Introducing a new range of 1.2 Litre CADBURY Ice Cream tubs, available in 4 delicious flavours including: Vanilla with
CADBURY DAIRY MILK, CRUNCHIE & OREO. The teams at PETERS and CADBURY worked closely to bring the real taste
CADBURY to the freezer with a range that taste like the iconic flavours Aussies know and love, in a size that's perfect for
sharing with family and friends. Find them now in the ice cream freezer.

Introducing a new range of 1,2 Litrs GADBURY loe Cream tubs,
available in 4 deicious flavours including: Vanila with CADBURY
DAIRY MILK, CRUNCHIE & OREO, The teams at PETERS and

GOy vk iy g s o CADBR o New Cadbury Range instore

freezer with a range that taste ke the iconic: Aussios know

o, W ek ik e i and online now

Find them now In the ice cream freeze

New Cadbury Range instore
and online now

i




Digital display

Reach active customers with high-impact digital
placements on Australia’s #1 food & grocery website.

Cut-through and lift brand salience through
raximum exposure, influencing purchasing
behaviour in our highest traffic destinations including:

Content cards — a dedicated brand space, reaching
customers early in their consideration phase.

Banmeers - provide space for brand messaging
in the category, and are ideal for cross selling in a
complimentary category.

ﬁ&o&pej - engaging, inspiring and popular content
pieces that ensure long term brand awareness.

High impact visibility with minimal wastage

Contextually relevant messaging and content throughout

their shopping journey

Intercept customers searching related products and trigger

their propensity to act

Source: Adobe Analytics, average monthly online visits (web & app) April 2020-March 2021 vs. April 2021-March 2022
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monthly visits to
Woolworths.com.au

Woolworths
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Lists Catalogue Recipes Discover (EESIEULIS

Frit&Veg  Mect,Seafood&Deli  Bakery  Daiy,Eggs&Fridge  Pantry  Freezer

All Products (236)

Menu

Browse Groceries \/

ENJOY FROM
START TO FINISH.
NO SUGAR.

Cezily | K

Coca Cola

Ceatils.

24

g 25 Showfiters v

Sortby: Relevance v

LOW PRICE

% % % & 72(616)
-

Woolworths Passionfruit
Hottle1.25(
$100 $0.80/ 1L

Savetolist

2
N

ENJOY FROM g
STARTTO Fkisn. 0
Yy

Gt 99 ¢

Coca Cola

Drinks  Liquor

Showing results for “soft drink”

Gy | 8

Front of Store

)

(

Shop now

MacBook Pro

Pet Boby Heolth&Beauty Household LunchBa

ENJOY FROM
START TO FINISH.
NO SUGAR

ook ok oz
L]

Woolworths Raspbe:
1250

5995 $9.05/1L S‘OO 1

Save tolist 5

Savetolist *
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At shelf




At shelf

Prompt product selection, making your brand stand out at the final step of the
path to purchase. At shelf represents the greatest opportunity to connect with
engaged customers, aiding them to easily find and choose your products.

From launching a new product, highlighting a price promotion or
communicating product attributes, there are various solutions to make sure
your product is chosen at the ultimate decision point.

k=4 PS

of in-store brand purchase monthly searches on of all sales come from the first

decisions are made at Woolworths.com.au page of the search results for
the shelf (web + app) Cartology Promoted Products

Influence purchasing decisions at the
\ fonal step'of cugtomers’ Shopping Journey,
% ensuring your brand is chosen at
the ultimate decision point, i el 1 o iy 5 S o S

Source: T Garage, Cartology Shopper Insights, November 2019; Woolworths Quantium Data Last 52 Weeks (w/c 06/09/2020 - 14/092021); Adobe Analytics, average
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POS at shelf

Drive selection and purchase of your brand at the final step of
customers’ path to purchase.

Encourage purchase behaviours, highlighting specific
products at the shelf edge - aiding navigation and making it
easier for customers to find and choose your products.

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

Drive conversion at the final moment of purchase

Communicate new product information, price promotions or
product attributes

sgtiree 97.8%
ehoc choc chip
weseom

CRAFTED
BY A
PASTRY
CHEF

1R985%
gilacadamia




Cartology
Promoted Products

Increase your brand’s visibility across
Woolworths online, growing share of voice and
maximising sales.

Our advanced marketing platform places your
brand on the first page of search results for
keywords related to your products, increasing
your brand’s opportunity to be seen, engaged
with and, ultimately, purchased.

Increased digital on-shelf visibility with priority placements on
Woolworths.com.au

Intercept customers at all touch points across the online
shopping journey

Real time keyword bidding and dashboard reporting

Source: Citrus Oct-Dec 2020 performance.
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Lists Catalogue Reci Discover chocolate
of all sales come

from the first page of Frut&Veg  Meat,Seafood&Dell  Bokery Doiry,Eggs&Fridge  Pantry  Freezer Drinks  Liquor  FrontofStors Pet  Boby  Heolth&Beouty Household  LunchBo

search results

Showing results for “chocolate”

Menu > 25 Showfilters v

Browse Groceries V'

SAVE $1.50

SAVE $1.50

Cadbury Twir Sharepack 12
Pack 168g

$350 $2.08/100G

Was $5.00

Savetolist & Add to cart W

o Mars Mixed Variety Chocolate
Large Party Share Bag 20 Piece.
307g

Nestle Kitkot Large Share Spomoed Soomores
Pack 18 Pack Cadbury Dairy Milk Cadbury Twirl Sharepack 12
Caramello Koala Sharepack Pack168g

Was $6.00 21/10/2018 12 Pock
5500 $1.63/100G $350 $1.94/100G

Was $5.00

Save tolist 5 Savetolist Save to list &

Bag 20 Piece 307g

Chocolate Blocks $350 $2.08/1006

Was $5.00




Connect with customers by
partnering with Australin’s
wost Hrusted brand

woolworths G
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ENJOY A

FRESHLY | Partner with the
BREWED ¥ Woolworths brand

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

“‘Bonus
Pack

Just buy any ' g LS T T G s = - j ey - Partner with Australia’s most trusted brand and
I ;uscé%ahng ( m P ‘ | _ leverage key customer programs from major

' marketing activations to seasonal and category
events, driving real customer impact in the

e TS

e Gillette : sit 1 ~ moments that matter most.
%m- @ @ ' N B, . ».R e -‘ y Australia’s most trusted brand.
. = 7 -~

4 Woolworths (e
N

Major marketing Category and Always on customer
event activations seasonal events communication pillars S5 R MO S S (el R Mo, A 2071 MG 2072

Key

N e "VLCONES
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Major marketing
activations

Woolworths brand campaigns are a key part

of our customer calendar, providing brands an
opportunity to be a part of our distinctive owned
properties and partnerships.

These campaigns offer unique, insight-driven and
innovative programs, engaging customers and
delivering brand growth by driving real customer
impact in the moments that matter most.

National customer marketing campaigns which
offer partner brands deep integration and
sales uplift

Alignment with Woolworths’ established and
much loved collectibles programs

Exclusive media opportunities and campaign
support from Woolworths

GET1BONUS
FIX-EM

When you buy ONE
of these participating |
productsind $30 shop’

S e
EFFORTLESS
EXFOLIATION

s it ot
N it o et ey
e e o B S e

Bonus pack

Justbuy g TR




Category events

Category events are significant growth drivers for attracting new, light
and lapsed shoppers. Reach your category customers with deeply *  Drive awareness during key moments of promotional activity
integrated brand campaigns, inspiring, educating and triggering new
purchasing behaviours.

The éam«aﬁfj

*  Generate visibility of new products in your specific category

*  Provide inspiration and education, connecting with your category customers

WOOMOIths () s osome M»-H s

Click here to shop your brand

%
Aptamll AveenO Babylove ’b —r

boby -
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Seasonal events

Prime opportunities for your brand by leveraging on Woolworths' much
loved flagship seasonal customer events, ensuring your brand is top of
mind at the right time of year.

Drive awareness, inspiring seasonal purchasing behaviours to deliver real
customer impact at the moments that matter most.

WOOIWOIhS () s comtome o EESY

ready for :
~ Chl’lstmqu A

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

Contextually relevant brand integration within key seasonal events supported
by Woolworths

Increase brand presence during key seasonal retail periods

Cadbury Medium
Sharepacks
144-180g
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Woant to know wore/

Get in touch to discover how Cartology can help you better connect your
brands with our customers at the moments that matter most
cartology.com.au

cartology”

closest to customers

Figures quoted in this kit are aceurate as at the time of publication and are subject to change.

Please note that the results of case studies quoted in this kit may not be indicative of future results.
Results depend on a variety of factors unique to each client.



