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PepsiCo Australia and Creative Instore
Solutions roll-out ‘Golden Triangle’ units

epsiCo Australia
and Creative Instore
Solutions have rolled

out innavative new 'Golden
Triangle’ display units
targeting the petrol station
and convenience route
frant-of-store location.

In the petrol station and
convenience route, the
‘Golden Triangle' represents
the area from the entrance
of a store to each end of
the counter. Designed as
small footprint displays that
take up as much space as
a piece of A4 paper, the
Gaolden Triangle units have
been developed to help
retailers increase sales of
salty snacks and packs from
the PepsiCo Snackfood
range that include Red
Rock Deli and Smith's
potato chips.

The units were developed
after extensive research
indicated that 46 per cent
of snacks are bought on
impulse and that 30 per
cent of snacks were bought
away from the main home

location," PepsiCo Australia
Trade Marketing Manager
Debbie Schubert said.

“We wanted a unit that
would help retailers with
minimal distraction, would
be easy to navigate and
manage, not ta mention
last through seasonal and
promotional changes.

“Most importantly, the
stocked display needed
to engage with shoppers
walking in to the store and
that is exactly what we got
with the Golden Triangle
units. They help the retailer
by putting highly impulsive
snacks in the golden
triangle where the shopper
is most likely ta purchase
on impulse, thus increasing
basket size for the retailer.”

“For Creative Instore
Solutions, this was all about
warking with the client to
understand their business
chjectives and develop
systems that would create
new revenue pathways,”
Creative Instore Solutions
Managing Director Steve

Howell said.

“The premise for the
design of the Golden
Triangle units is that retailers
are often short on space
and looking to maximise
profits from products they
stock and sell. By designing
a unit that requires just an
A4 paper-sized space that
is strong on brand and
‘call outs’ to the shopper,
we've given retailers the tool
required to increase their
sales throughout the year.”

The Golden Triangle units
are currently being deployed
at independent grocery
and impulse stores across
Australia. I

ol
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'"Top of the Pop': Kellogg's roll out in UK
July 11

m Creative Instore Solutions (Europe)
—

Display title: Single serve porfion and loose cereal tubs disploys
 sector: | Food
Educalion cenlres, hotels, quick service restaurants and universifies throughout UK
m Crealive Instore Solulions {CIS) and Kellogg's rolled out a tange of premium point-of-purchase disploys

selling single serve portion and loose cereal fubs across multiple fargel routes. CiS was briefed o capltalise
on the deive for quick access fo nulritious and healthy snacks on-the-go theough premium and modular POP
digplay units. The modular units would house some of Kellogg's most lconic brands. Including Crunchy Nul.

T " T re, Cornflakes. Special K and Coco Pops.

15" team focused on developing premium unils that calered for both counter lop and shelf
pporunities in the singutar tray and fub design. Designed 1o reflect the premium positioning of the
rand, the display also took into consideration easy access 1o a wide variely of boxed cereals and
e communication of freshness messages for the loose cereals displayed,

he primary objective of the units was to help retallers increase sales for self consumption single
#ve and loose breakfast cereal of different consumer purchase points,

According to Kellogg's. the small footprint combined with the
progressive feel 1o the design gave Kellegg's a real point of
difference In Ihe frade. These faclors and the flexibility of the system
resulled in ext iy positive plien by their customers.

www.creativeinstore.com
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Retail World Grocery Christmas shopping starts early
Guide 2012 — lt's back! for online bargain hunters

The CGhristmas shopping ssason is aready undersay accoding to Ozaals,
Australia’s leading memibers-onty online shopping dub, which has more than
doubled the number of purchases mads in August companed to the same period
last year

“Owr eales in August wane what we had forecasted for November — Christmes has
cartainly come earfy,” said Jamie Jackeaon, Founder and Chairman of Czsale.

Although visitors to bricks and mortar stores meay be down, online retailers are
enjoying record numbears,

During August, czaale.com.au attractsd 4.3 million shoppers — on average that's
mane than 128,000 shoppers sach day.

“Australians consumers are atil apending — they ame just doing it differsnthy, "
said Jacksaon, "Thers's 80 much doom and gloom about retail sales. Aussies ars
apending - they ane just chooeing to go anling to get the beet deals on intermnational
and Australian brands.”

"W are sxpecting Septamber and October to be burnpsr monthe as Australans
iget their Christmas shopping out of the way,” said Jackson. "Thees ame extremealy
organisad and budgst savy shoppers, They will heve finished all their Chiistmas
shopping by the and of Detober and have it delivened by Movamber —while saving
thameahwes lota of money and strees along the way™

“It's time fior retailers to catch up with the consurmern,™ wamed Jackson, "Australian
click the button below: consumars are streaks ahead of traditional retailers, By the time shopfronts ane
ready for Christmas — many Aussies will have already done thar shopping.” B

To secure your copy of the Retail Word Grocery For queries contact:

CLICK HERE ::ﬂ:hmmnﬂmwﬂﬂ :i:rﬁljﬂifm:dm'ﬁmmmm“

Créarive

STORE SOLUTIONS

Creative Instore Solutions: www.creativeinstore.com.au




Convenience World
7 Oct 11

GONVENIENGE

Creative Instore Solutions continues global expansion

In the competitve world of
POP solutions one Australian-
owned business is continuing
to expand as well as take out
key industry awards. Creative
Instore Solutions takes on
projects in the US and Europe
as well managing its China
expansion.

Cragtive Instone Solutions (CIS)
has strengthenad s giobal
faotprint with the enncuncement of
new project wins and executions
in the US end Ewope and plans

b expand inba China and India.
Global execudions include design
menulecture and distribulion of
display units 1or Rad Bull i the US,
Noboy's (PepsiCa) in Mexico, BIC
in Franca and Keliogg's in the UK
Cl3s global presence akeaty
includes affices in the UK and US
end an office and manwiaciuring
fecilities in China. Hewing dasignad
end developed dispiay units that
hare been placed in mone than 54
countries, CIS is now assassing
China end india &s polential new
markets follcwing strong inferest for

Cl5's innowative design cepability
and in-store exacution in these
repidly oeveloping merkets
Since operations began in
Australia in 1995, CI5" innovative
and awand-winning paint-of-
puschase display wiits have
bean placed in shopping mels
Suparmarkets, PLC stores,
pharmacies and other rets
locations in Mew Yook, Perth
London, Vienna, Pearis and
Budapesd, i name a few placas
CI5' cose phigsophy through
the years hes been fo produce

e-newslerier Ddober 7, 2011

susigineble solutions thet
nelp chenis macimise on their
nvesimenis. Their POP units are
remowned Tor innovalive comeersion
of previously wiused ratail spaces
tor clients

Ci5' chent base ncludes Fad Bull
GmbH. PepsiCo, Smith's Snack
Food Co, Cadbury, Schweppes,
‘Woodwomihs, Micrasaf, Lion
Mathen, Pamnod Aicard, Panasanic,
Wrighey's, Twinings Tea, LEnCwD.
Garmin, Dyson and Keart. To
data, CIS has won 48 giobal and
Australian POPAI Awands.

Food and grocery manufacturing jobs under pressure

Safeguarding more than
712,000 jobs in Ausiralia's
largest manufacturing sector
- food and grocery - muast
be a key focus of the Federal
Governmeant's Future Jobs
Farum, according to the
Australian Food and Grocery
Council (AFGC).

As the peak industry body
supporting the $108 billion Tood
and grocery manufacturing
sector, which curmently employs
mofe than 312,000 people
scross Australia, inchuding hait
im rural and regional areas,
is vitally concemed with the
outcomes from the Forum.

The latest figures show
indusiry employment declined
&5 & share of the Australian
workforce from 3.2 per cent in
2005 to 2.8 per cent in 2010

CLICK HERE

— & 10 per cent decline over
this poriod. in 2000, industry
represanted 30,104 businesses
and paid $14.7 billion in wages.

AFGC Chief Execulive Kate
cameil said the Future Jobs
Forum must explons nes
wiy s to sateguard industry
jobs to ensure the long-term
sustainabilty and future
growth of the food and grocery
manutacturing and sgrifoods
secion.

“Australians want a local,
valus-adding food and grocary
manutacturing sector” Ms
Camell aaid.

“They aiso want io ba able
o by brands they ‘know and
trust'. These issues must be
discussed.

“Consumers nead to ba
confident about the quality
and safety of food and

grocery products, underpinnad
by Australia’s workd-class
reguiatory system, rather than
e increasingly reliant on
cheaper imports and privabe
Iabai produets for our food
Supply.”

Ms Carmell said Some Tossd
and grocery manuiacturing
operations are already moving
oftshore becausse of the
challenges faced by industry
across the supply chain,
eapecially labour costs and
pressuns on industry from
the highly-concentrated retad
sactor.

Im recent months, hundreds of
job cuts hawe been announced
due o the intense pressures
on the sechor. These cuthacks
hiawe inclisded 150 jobs at SPC
Ardmona by the middie of mext
year and 146 jobs at Heinz

following closure of its Gingame
factory in morth-east Victoria.

“indusiry's competitiveness
is being heavily impacted by a
surge of cheaper imports dus o
the high Australisn dollar,” ks
Camell said.

“The weak retail sector is
causing more discounting,
affecting companny mangins. This
spedls danger for manufacturing,
jobs and regional communities.

=Options the Federmi
Govemment must consider
include fast-tracking the
Mational Food Plan, reducing
reguiation and red tape,
prowiding & better environment
for capital expenditure and
innovation and creating a
supermarket ombsdsman to
ensure 8 level playing Meld
in the retail and supermarket

industry.”

To secure your copy of the Retal Workd Grocery For queries contact:

Guide 2012 with our pre-publication special offer.

Undsey Dittort on T: [02) 9683 0120
=
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Getting into the Christmas spirit
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Browse thousands
of products online now! OMEnN

. Gearing up for Christmas, Treasury Wines has appointed
Creative Instore Solutions to produce its Christmas
Sa msu ng s New display to capitalise on the demand for premium wine gift

CDmmEPCial D|5 plags boxes during the pre-Christmas sale period. retail2012

To engage shoppers while keeping with Christmas R e
- traditions, the displays will be tactically placed off location
throughout their independent retailers to drive full-price d exhibition & contf

"Out of the Box" impulse sales. . where retailers go to shop

I]igital Signage “Sales of bottled red wine increase by 25 per cent and }
7 sparkling wine by 120 per cent during the Christmas =
SD|I.ItlDI'IS trading period and in each of these segments shoppers = R 24'26
buy more premium wine with average $/boftle increasing L
by 5 to 15 per cent,” Steve Howell, managing director, [ Sept 201 2
SAMSUNG Creative Instore Sclutions, said.
Sydney
“Our goal is to create high impact display units for i
Treasury Wines which connect with consumers and leverage this seasonal sales Exhibition and

opportunity.” Convention

"Hot Products The brief was to drive impulse purchasing for Christmas gifts by creating a display stand Centre
that i easy-to-assemble, attention grabbing to shoppers and premium in look and feel to
. support Treasury wines products. Additionally, atiractive display units receive preferential
Convenient and positioning and visibility towards front of store against a walligondala end by retailers. O

secure: StandLok

Counter Displays Creative Instore Solutions responded with a highly visual design, that was cost effective
and quick to assemble. Creating instant theatre in bright bold Christmas colours and
shaped as a ‘Christmas tree’, the stand houses various gift pack options and effectively
uses floor space to maximize return on investment.

Witag launches a new and

- innovative  anti-theft counter

= display stand for blister-

packaged hang goods. The costeffective

StandLok delivers a patented magnetic locking
system providing high-level key security, while Tags:

offering easily accessible and attractiv christmas-displays creative-instore-solutions treasury-wines

Featured .Jobs

jobla§}

SENIOR STORE MANAGER | QUALITY
PRODUCT | GREAT BRANDS | NEW
FLAGSHIP STORE

Retail & Fashion More info
Mew 7ealand

Visit Other Intermedia Sites B The Intermedia Group x.intermedia.com.au | Click Here to Advertise | Privacy & Copyright
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Everything under Australia’s
media & marketing umbrella

OPINION

The Monkeys: Mumbrella
Creative Agency Review -
No longer “drunk’, the
attractive indie had a good
year

The newily
published
Mumbreils
Creative
Agency
Review
examines Australias fop 30 ad
agencies. Today Robin Hicks
examines how The Monkeys
has fared over the last 12
months.

Triple-digit revenue and profit
growth on the back of new
business including Tkea,
Google, Diageo and Sydney
Opera House. One of the best
pieces of branded content of
the year in The Ship Song
Project. It is probably fair that
The Monkeys — formerly The
Three Drunk Monkeys — tops
our survey in the most exdting
category: momentum.

The Campaign Palace
Sydney: Mumbrella
Creative Agency Review -
Cycle needs to change for
flailing “industry icon”

The newily
published
Mumbreils
Creative
Agency
Review
examines Australias fop 30 ad
agencies. Todav Robin Hicks

The must attend

Check out

event of 2011

Treasury Wines call on Creative Instore

Solutions

Wine company Treasury Wines has appointed Creative Instore Solutions to
promote their wine gift boxes in the approach to Christmas to drive
impulse purchasing.

The announcement:

Treasury Wines appoint Creative Instore Solutions to inspire
shoppers and drive Christmas sales

Sydney, 27 October 2011 — Treasury Wines have appointed Creative
Instore Solutions to produce an occasion based display to capitalise
on the demand for premium wine gift boxes during the pre-
Christmas sale period. Engaging shoppers by evoking an iconic
Christmas tradition, the Christmas tree, the displays will be tactically
placed off location throughout their independent retailers to drive full
price impulse sales.

"Sales of bottled red wine increase by 25% and sparkling wine by
120% during the Christmas trading period and in each of these
segments shoppers buy more premium wine with average $/bottle
increasing by 5-15%. Our goal is to create high impact display units
for Treasury Wines which connect with consumers and leverage this
seasonal sales opportunity.” said Steve Howell, Managing Director,
Creative Instore Solutions.

The brief was to drive impulse purchasing for Christmas gifts by
creating a display stand that is easy-to-assemble, attention grabbing
to shoppers and premium in look and feel to support Treasury wines
praducts. Additionally, attractive display units receive preferential
positioning and visibility towards front of store against a
wall/gondola end by retailers.

Creative Instore Solutions responded with a highly visual design,
that was cost effective and extremely quick to assemble. Creating
instant theatre in bright bold Christmas colours and shaped as a
'Christmas tree’, the stand houses various gift pack options and
effectively uses floor space to maximise return on investment.

Treasury Wines roll out this new display by Creative Instore
Solutions late October.

Source: Tsuki press release

Magazine § Week .
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CIS to produce occasion-based display for premium

wine gift

Trassury Wines has appointed Creative
Instore Solutions to P'I'Cld UCe an accaEslon
basad display to capliallse on the demand
for pramium wine gitt baxes during the
pre-Christmas sale parod.

Engaging shoppers by evoking an lconic
Christmas tradition, the Christmas tree,
the displays will be tactically placed off
Incation throughout thelr Independent
retaliers to drive full price Impulse sales.

*Sales of bottied red wine Increase by
25 per cent and sparkding wine by 120 per
cant during the Christmas trading period
and In each of these sagments shoppars
buy mione premium wine with average &/
bottle Increasing by five-15 per cent. Our
goal k= to create high Impact display units
for Treasury Wines which connect with
CONsuMmers and leverage this seasonal
sales opportunity.” sakd Steve Howell,

boxes pre-Christmas

Managing Director, Creative Instore
Solutions.

The brief was to drive Impulse punchasing
for Christmas gifts by creating a display
stand that Is easy-to-assemble, attertion
grabbing to shoppers and premium In
look and feel to support Treasury wines
procucts. Additionally, atiractive dispilay
units recaive preferantial positioning and
visibility towards front of store against a
wall‘gondola end oy retallers.

Creative Instore Solutions responded
with a highly visual design that was cost
effective and extramely quick to asseminla.
Craating Instant theatre in bright bold
Christmas colours and shaped 85 &
‘Christmas free’, the stand houses varlous
gift pack options and effectively uses floor
space to marimise retum on Investment.

Treasury Wines roll out this new display
by Creative Instore Solutions late October. ll

into Asia

enard’s expands

Maljor deal struck with lconic Aslan
suparmarket chain

Ausiralian specialty chicken retalier,
Lenard’s, Is anNouncing major sxpanskon plans
Info Asla.

Lenard's has taken a major equity interest In
The Butcher, a respected Singaporean ratall,
wholesale and online meat provider that sees
the tamous Lenard's brand =o0id In Singapors
through Asta’s lconic supamarkst operaior,
Coid Storage.

Known In Singapone as the Fresh Food
People, Gold Storage Is the premier player in
food retalling in Singapore and Is its oldest
supermarkat operator. Cold Storage and
Lenard’s share the same brand philosophy
of guaraniesad freshness and commiimant to
qualtty.

Lienard™s Founder, Lenand Poulier, and GEO,
Bruce Myers, have been appoinied to the
Baoard of The Butcher.

Announcing the strategic partnership, Lenard
Poulter said Lenard’s products will iniiiaiy
be =o0id over the counter in 18 Cold Storage
suparmarkets In prime locations In Singapore,
with a further 25-30 supamarkets eanmaned
for seif-sarvice, pre-packed Lenarnd's producis.
The most popular Lenand's products will be
avaliabie, including an exiensive range of
value-added chicken as well as a salection of
redd maat products.

*Thizs I= an exciting new stage in the history
of Lenand’s,” Mr Poulter aid. "We have
sourcad the best qualtty fresh chiclan maat in
Singapone and we ane corMadent thak our very
high siandanis will be mainizined. We are slso
using export grade beed, lamb and pork from
Parsiralla.

=We ane confident that once the Lenarnd™s
brand, product range and phillzsophy I8
estabiishad broadly In Singapare, we will be In
a position fo expand info other Asian markets
such as Hong Kong, Malaysia and Thalland.

=W plan to confinue Infroducing mone
dalicious and comenient chicken and red
meat products and will adapt to the Asian
market accordingly,” Mr Poulter added. "Thers
I= & strong syneny betwesan Lenand's and Coid
Siorage. We both have a vision for sailing only
premium, freshness-guaranieed products and
providing a level of service that enswes. our
customers retum.”

With almeost 200 Lenard’s franchises in
Ausiraiia, this landmark deal will be & lunch
pad for Lenard’s Into the rest of Asia. I

“Australian specialty
chicken retailer,
Lenard’s, is announcing
major expansion plans
into Asia.”

Creative Instore Solutions: www.creativeinstore.com.au
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e-newsletter November 4, 2011

Foodbank recognises four special companies

Fooapank 0oes great work and is wedl
Supportea Dy fiod COMpanies ana retaiers.
Fourl COMPaNies Picked up special mentions
nis montn &t e AFGC Leaoers' Forum.

ne nafion’s iagest foon meef ogenisaion

FOOODANK AUSTEES, NES [Eecognisad e

excepliona contripudion of four compenies
n facuing tne pressing prooem of nunger in
AusimEia

Tne suststian Daily INOusty, SPC AFImans,
Patiias Fooos ana Lothanwes! ecean e 20m
FOOODank Awans & ine susiraian Foog eno
Goaty Counci's (AFGC) Annual naustly Leagers
Galia Dinner nean at e Metionan Gasesy of Austaia
n Canpema.

“Evefy yEEIwa 100k [0 Scknowiege End ceeDrEe
fne compenies nal emoony tne elrioules we neag
I, ingeines, we'e going (o acniewe ine Buoacious
goel of eiminating nunger in Ausiraia” Fooopens:
Ausireia Cnaiman ENED AISME 58il.

"' BBy s 8 oilficult pecision o single out
wiliners, Dut tis year i was even iougnar wien a
aof our indusiry parnes nave fisen o ine cnanange
ol E5CAEIN] DSMENT M walsss agences in
fne face of ECONOMIC wies ana a seres of nature
gizasiers.

“HOweveEr, [T pieased 10 53y inat ine ecipients
ol ine: Z011 AwENS 878 futy wiriny of accow=oes for
fneir Eespacive condriulions”

AFGC Cnigf Execulice kale Camed s3io ine
COVESST EwANE werE wilal in coenmEting e
pulstERaing Bcnievements of tne foon ano grocesy
manulaciurers Lowcing 000 wasie ano negng
inosE in oespemie nean.

“simost 25 per cent of noussnon food is westeo
By WEEL" ME Came 550

"A5 & mEut, tne 1000 manulaciuling secior is
COMIMiZEn i0 minimising food wasie ana neiping
ine nungey inmugn oonating Bagevmumes of fooo
N ocesies 0 FIDODEns: Ausieia "

Ausitaia's |agest manuiaciuling inousiy - foog
AN IcEsy ~ is 3 ME supporter of Fooonank
AuSEIE ENO 0onales BN proowces food tnat is
pessen an to ine nation's iea0ing cnerlas

Thiss year Foo0Dans's LESIETEN AwE was
prezenTien i tne Austaian Dainy INoustry 1r & New
ritiafive tnat will provioe one milkon litres of mik
annuaity io FooaDens: This is tne first fime an enfire
nousily nes come fogetner bo suppart Fooooank,
ana ne angoing conation wil De greatly veluea
35 ik i5 Nigniy S0ugnt Sfer Dy waller: agences
3Crss e couning

Tne COIEDoETon Awan was pesaniea o SPC
AMIMana for peing 3 piotal periner in ine poacthe
prvizion of siape oo =0 esseniia o wedams
agencies fying io pIwine DRIANCEN MEsEs on 3
D8ty OEsis

SPC AMIMONA NES D2ViS2D 3 Numper of cestive
Suppey SIS 0 prvine FoooDenk witn a

IBNgE Of Canned poowcts, iNOwding D3wad Daans
spagnetti, 5oup, it ano vegetanies. iIn aodtion
b tnis, SPC Ammong nas snown culstEnding
commitmeant to ine 000 FEECuE PIBgEM BN &
BhwiyS 00K 1or ceatve ways [ uliiss requnoant
ingeediants o peckaging.

FOCODENK'S INNOvEE0n Awan went io Patlies
Fooas for provioing & iotal sowfon o ganerating
fooa oy Bmanging ine menutaciure of 138,000 of
ils icomic Fours Twenly maal pies aspeciaty ior
FooODens:

Peities Fooas negotiaten with &l its Suppiers
o provioie tneir matenas end sewices Bee of
CNEMpe Bnd mae tnan 70 sat eno management
wokumieerad tneir ime on & Sahunay io pooucs tne
pies 81 ine Beimsoae naksty. Tne SES womed in
SNits while tna management piwioed 3 DAecws
8N enferEinmeant witn pizes oonatea oy ine
BHiMS08IE COMMuNity.

Tne Partnes=nip Awam wes pesaniad io
Lobtesywast fof its cngoing suppart of Fooooank
westem Austmia Lotenwest secenby prnvioea
£4 775,000 fov ine Ena End ieass of Fooooank
WA NEw CENTA walEnDuse [ECiity. § NES §ISd
pivi0ed §700,000 towams tne infestnichee of 8
N waRNOUES {0 sE0vE e KEIgooTie- Boulger
TEgion.

Thiiz is ine firs! puipose-owit Fooooank faciily in
Austmia ana wil ofing 1ooa mie o some of ine
mos! remote communitizs in tne country [l

Another award for Creative Instore Solutions

Creative instore Soiwtions.
provines POS solution Bcross
many cnanneis. it nas now
scopped anoiner swaro this
fime form POPAI UK and

Crealive nsiore Sowtions was
ewamed Siker at ine recant POPA
UK & seiand Awands in ine calegoy
Grocesy & GENesE! MaTnangise
— Pemmanent Dispiy for tneir point-
of-purchasa dispiay for Keliogg's

nankeing & Saies Co (Uk) Lo
The Cispiey NOUSSD SNGIE-SENE
paorfions and ioose ceseal fubs for
a8 BomEs muilipie iaget mules
including eoucslion canises, nobs,
Quick Serice restaurants and

g on ine oiive for
Quick access i nulritious and
nearty snacks on-ine-go. ine
Moouiar units were oesigned ko
neip selEileds increase saes for
Beil comsumption, singie-sEaa and

IDDse breakfast cemaal Bf oifierent
CONELEMEr PUICAsE ponts.

The mocular unils housad some
Of KElDQY's MOs! iConic: Nands,
inciuding Cruncny Mut, Frut "n Foe,
Comfiakas, Special i Bnd Coon
Pops. The unils calenaa lor ootn
counier fop and sneil opporunities
witnin ine singuiar tmy end tub
OEsign

“The smal fooipsint, cominea
with the prograssie tael bo ine
design, gave us A el point of

oillerence in ine fede.” Keiogg's
Company Calagary Opemstions
Execulive Caitiin Alsop s@iol

“Tnese factors and e Redbility
of the system msuled in an
extremely posiive recaplion oy our
cuztomers

“Thnis awam win is testement o
tne excaent wonk of our team at
Cealiee mstoee and io our
CoilBnoElive warking reslionsnip
wilh KEIDQ's," Crealive natoe
Soiufions WD Steve Howsl ssid.
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W bop e =g Ti el [ aBE & Ty o l ¥ R & VT iy
Woolworths aiming to double own brand sales with more products and 1o

Woolvorths Supermarkets has outlined a
fiwe-year plan to double its customer take-up
of cwn brand products, reflecting a growing
demand for value and quality.

At an inwestor brisfing in Sydney, Managing
Director of Austrelian Supermarksts

Teard Jegen s=id Wookworths substantially
lzgged behind intemational retelers in terms of
the proportion of own brand sales — Tesco in the
UK for example has thres imes the penetration.
Hs also said thers is a clear opportunity to
cepitalise on customens' increasing leved of trust
in and appreciation for Woolworths” own brands
Sefect, Homebrand and Macro.

Mr Jegen said: “Customers have told us
loud and clear they love the value and gquality
offersd by own brands. They have givenus a

"Welgle

slettar no

firm mandate to defiver more of this and we will
achieve it by expanding our ranges, lowering

our pricas, further improving our quality and
strengthening our brand presence. We have thres
wery successiul and well tusted multi-categony
own brands and there is & fanizstic opportunity to
make them better.”

Woohworths maintains an Australian bias to
own brand sourcing, giving preferential terms to
domestic suppiers who can mest the company’s
benchmark quelty essurance standards. This
peoficy will continue as the ranges expand.

Also key to the own brand growth strategy is
Woohwvorths' customer evaluation program — an
in-depth sensory assessment to ensurs products
hit the quality mark with customers. Wookvorths'
sensony evaluation scheme was lsunched in May
20110. The scheme has been pieotal to the quality

ymber 4,
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assurance of approvamately 1500 own brand
product recipes.

Homebrand has been Australia’s leading vebue
brand since the early 1230s. It has approximatelhy
850 products and sales since 2000 have increased
by 180 per cent.

The mad range, mass maket Select brand was
ntroduced in 2004 and camies approwimately
1,000 products. In the last quartes, new product
lsunches such as

Frozen Crumbed Fish and Select Sauces helpad
drive a significant sales increasa.

Macro is Woolvorths' health and wellbsing
brand encompassing epproximatsly 400 omanic,
ghuten fres and ‘good for wou’ lines. Sales for
Macno have grown 43 per cent in the last year
alone with highly successiul new product launches
such as Mini Macro Meat and Macro Soups. [l

Woolworths Supermarkets announces major review of marketing

Woohvorths Supermarkets has announced a
significant review of its brand marketing and

Led by the new Deecior of Ausiralia
Supermarkets, Tieerd Jegen, the review will
cantre on reinvigoraing one of Australia’s most
recognizable and vehshle brands, and extending
an unswenving and proaciive focus on the
= The appointment of Eizabeth Ryley to the

role of General Manager Marketing. Bizabeth
was formerly head of markefing at subsidiary,
Progressive Enterprises in Mew Zealand and has
extensive enpenence acrmas retal and AMCG
brands.

= A creafive agency review process to ensure
Woolworths B receiving opfimum extemsal
support. Current incumbent is MEC Sastchi

= A review of Woolworths' main customer
ressarch provider: Current incumbent is The
Leading Edge.

Mr Jegen said: "My cbeenations ane that our
customer communications over the last couple
iof years have been somewhat inconsistent and
lacking in clarity. We have an incredibly strong
brand with a proud Ausiralian hertage and we
nead to make sure it is achieving its full polential.

“Hizabeth is a highly accomplished markeler
with a very sirategic and focused approach.
Uinder her stewandship, | am very confident our
brand will clearly stand for unbeatsble value and
the freshest foods."

Creative Instore Solutions takes Silver for Kellogg's at POPAI UK & Ireland 2011

Creative Instore Solutions was swarded
Silver at the recent POPAI UK & Ineland
MAwands in the category "Grocery & Ganeral
Merchandise — Permanent Display” for
its point of purchase display for Kellogg
Marketing & Sales Co (UK) Lid

The display housed Single Serve Porfion and
Looss cereal tubs for sale across multiple tanget
routes including education centres, hotels,
quick senvice restaurants and universities.

Capitalising on the drive for quick access fo

modular units wens designed fo help retailers
increase sales for self consumplion, single sere
and loose breakizst cersal &t different consumer
purchase points. The modular units housed
some of Kellogg's most iconic brands including:
Crunchy Nut, Frut 'n” Fibre, Comflakes, Special
K and Coco Popa. The units caterad for both
ainguilar tray and fub design.

“The small footprint combined with the

progressive fed fo the design gave us a real
paoint of difference in the trade. These factors
and the flenibiliity of the systam resulted in an
extremaly positive recepiion by our customens,”
“This award win is testament to the excallent
work of our team &t Creative Instore and to
our collaborative working relafionship with
Kellogg's,” added Steve Howell, MD, Creative
Instone Solutions. I
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