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We reach relevant shoppers across

Our Capab| I |t|eS multiple platforms where and when

they are most engaged.

Engaging Shoppers, Delivering Results

PROMOPOINT

FIND YOUR
SCOOP OF
HAPPINESS

Landing Pages Point of Sale Custom Publications In-Store & Curbside Sampling Analytics & Measurement
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PROMOPOINT | Engaging Shoppers, Delivering Results

We Know Publix

We’ve managed and executed successful marketing campaigns
at Publix for more than 20 years. We are constantly evolving to

meet the needs of the Publix shopper and our brands.

2023 Statistics

EXTRA SAVINGS

27 45%  28%

Activations Unit Dollar
offering savings average lift average lift

BRAND & SHOPPER MARKETING

162+ 24+ 66+

Million Million Million
display and social influencer emails with an average
impressions impressions open rate of 20%

200+
Million

impressions

252+
Million

impressions
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Publix
Opportunities

EXTRA SAVINGS

Promotes brands through sale prices and coupons,
with options to magnify brand messaging.

Learn more @

SHOPPER MARKETING

Multi-manufacturer, themed campaigns that engage

shoppers through coupon savings and branded content.

Learn more @

BRAND SOLUTIONS

Targets shoppers with custom solutions that are based
on brand objectives and budget.

Learn more @

Contents @

PRODUCTS AND

RECIPE IDEAS FOR THE

BIG GAM

QP Sove e

P I )
Extra Savings @

257
R
Emerald

100 Calorie packs

7-ct
your choice

Little Italy in the Bror L7y
Sauce
15-24-01

A-Game

Hydration Drink

DIGITAL coupoN

Care
H%‘Nash

WITHMFR
oy 1A28

A Smarter Snack - 3
for Growing Minds. ™"

&

on Brainiac®.

with 11

Only The G




Publix Extra Savings

BRAND PARTICIPATION AND ENHANCEMENTS

Ymopoint
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Extra Savings Flyer

I
|
1
i

Provides savings, coupons and
inspiration to Publix shoppers.

BENEFITS

* Reminds shoppers of value at point of purchase and
drives incremental unit lift

* Provides space for brand communication and inspiration

* Drives incremental revenue

OVERVIEW

Flyer highlights price points, digital and traditional
coupons for both Food and Non-Food items

2.4AMM

Distributed in stores
and newspapers

SHELF SIGNS

at point of purchase

2 WEEK
execution,
Saturday-Friday

PUBLIX.COM
Available to all shoppers
on Publix.com

Contents @

8.4MM

Display and social ad impressions
run across web and social channels

THEMES

Themed campaigns are highlighted
within the Flyer throughout the year,
and inspire shoppers through savings,
seasonal content and trends

Eligible participants must NOT be
in any of the Publix Weekly Ads
during the Extra Savings dates.

e Ao

e

2

L

EXTRA SAVINGS
DRIVES

10%

OF ANNUAL
PUBLIX GROCERY
VOLUME

3:10 C . T -

= REALSIMPLE

FOOD SHOPPING & STORING

What Fruits Are In
Season Right Now?

You'll want to save this season-by-season
guide.

By Ariel Klein

every day.

Now through
Friday, July 14

SAVE NOW

Available
V at Publix

What's Old Is New
Again 2>

& realsimple.com — Private

Display Ads
Link to Publix.com

SUBSCRIBE

Extra Savings @
2:$7

A-Game
Hydration Drink
1602

your choice

2 Pugy,
””"”‘VEAUG;;T 19 EXTRas
TO 5
u
E)( Fra e

PUBLIX.COM/EXTRASAVINGS
EFFECTIVE AUGUST 12 TO AUGUST 25, 2023

Emerald

100 Calorie Packs
7-ct.

your choice

$399
;ittle Italy in the Bronx

15-24-0z
your choice

?‘.@ publix.com/
ﬁ digital-coupons

WITH MFR DIGITAL COUPON
Any 1 Axe Hair Care
2.64-16-0z, Body Wash
16-0z, Body Spray 4-oz
or Deodorant 2.6-3-0z

$379

Q-tips Extra Savings ®

400 or 500-ct.
your choice

Shelf Sign »

EXT

NERALD ‘lulhl‘.u

Scan to clip or
sign up at
clubpublix.com/
jointosave

COUPON VALID
JANUARY 28 TO FEBRUARY 10, 2023

WITH MFR DIGITAL COUPON

Any 1 Bounty
Double Plus Rolls
6-pk.

MUST BE A CLUS PUBLIX MEMBER. TERMS, CONDITIONS &

RESTRICTIONS APPLY. QUANTITY LIMITS PER HOUSEHOLD APPLY.

¥
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EXTRA SAVINGS

Brand Participation
Options

41
O

I)l':'(u)us‘»h
[AnD =

“|Colgate  Whit £
=

Jeror

2 N i

2 0,

o PRICE POINT $8,200 25$6 254) OFF

o R

£ PERCENTAGE OFF $8.200 Promised Land Dairy (shelf price reflects discount) (shelf price reflects discount)

S Natural Milk lcy Hot or Aspercreme Colgate Optic White

3 DOLLAR OFEF $8.200 28.62 2-4-0z or 3-5-ct. Renewal or Advanced

e : your choice your choice Toothpaste

a 3-9-0z

g DIGITAL COUPON $8,200 your choice

Q.

o

ﬁ NET-DOWN DIGITAL COUPON $8,200 Price Point Percentage Off Dollar Off

(@]

g’ TRADITIONAL COUPON $10,000

g ™" couron vauio January 28 1o FesruaRY 10,2023 |

= Scan to @%=@)| Scanto ‘ ‘

LICJ clip coupon 1= e | clip coupon =3 :
PERCENTAGE AND DOLLAR OFF

s | o Y% $3 OFF

T

* Buyer pre-approval required

= . . ( CREATiVe Ly ( crearive ™ \ '1 oo Any 1 Nexxus Hair Care
Z ° NOt ava'llab Ie fOI‘ a'" Categones I mmsdmv ‘Rl]mi ‘ ?t;:c-l?n::ess-giyﬁng&llialllravelsile)
@) r(ﬁ) [ § ﬂ i Limitane copanpertem. cqummubkhmww»':mn “
% ? | o EB ' -— puschases only. Offer good 1/28/2023 z/mnm:mm‘g:«r-z:& :
= DIGITAL COUPONS \ ] t ) Redeem at Pubix wHory !
@) . s . . — | Tttt TTTTTTTTTTTToTooosooooooosoommmmmd
g QR Code links to your brand’s digital coupon on Publix.com Creative Roots Traditional Coupon
* Once offer is approved by Publix, you will be contacted by Inmar to TSP DIBTAL SO Coconut Water
compl igi 4-pk., your choice *  Must be LU coded
plete digital coupon setup Awiv 1 Haaltkv Cloiga e
. o 4 y SalePrice ..o 2/%5 24 coupon limit per flyer
* Clips must be set up as unlimited Wrap Digital Coupon $1 Off 2
o . _ 6os  DigtalCoupon........ccooon
* All digital coupons must start two days prior to the Extra Savings T, P i 2T $4
f|yer start date PUBLIX.COM/DIGITAL-COUPONS
* Digital coupon redemption ends 2 weeks after the program end date n .
Digital Coupon Net-Down Digital Coupon

* Digital coupon set-up fee is waived for Extra Savings digital coupons.
Brands will be charged $.08 fee per clip, unless other negotiated
Corporate rates apply.
e NoBOGO LU or BOGO digital coupons allowed. Contents @ Manufacturers are responsible for redemption costs.
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EXTRA SAVINGS

Additional Brand
Participation Options

Engage shoppers with brand communication and
inspiration through full, half or quarter page promotions.

your

ee beauty
J needs

REFRESH AND REHYDRATE WITH
ESS RITUALS FOR THE NEW YEAR

Engaging Shoppers, Delivering Results

Ful, half and quarter pages must contain brand messaging.

$2 OFF

(shelf price reflects discount)

QUARTER PAGE $25,000 = &
$499
HALF PAGE $45, 000 Dove Do $699 Degree Advanced
gt Dove Body Wash ar UlaGiaay
— - Y Antiperspirant or
il == Bt
FULL PAGE $85,000 0N == eane

$899

Dove or Dove Men+Care

Lo COLOMBE o 4 $ Azebisic Care 2.04-10 0z, Ultimate Antiperspirant or
COFFEE g ey 3 29 1 0 g::yy g:,:’; 1_6;22‘;, Deodorant

—_ ; ] = N ] Grillo’s % 2 2.6-02

> WE vE MovEn' = | Pickle Chips x,o:l:o'::t A your choice

2 25-02
E FIND US NEXT TO ENERGY DRINKS!
—~ ’ 3 -
(@) E King’s Hawaiian Dove or Dove Men+Care of | o
Slider Buns 0%, Natural or Even Doe | 3 ’ Dove Body Love
= e
o) 30‘:‘ TR Tone Antiperspirant or ght;‘;ﬂcl’l Butter or
fene Deodorant age ody Cleanser
x (L0 SCOLOMBE ; cop oM 26002 p— AT 5o
FES Sopvax COFFEE : " = <= :
o - your choice 3 nicie - your choice
Diowe

'8
TeipLE

LATTE

TOCTY SWRAT & CHe PO & Curane

2:°8

King's Hawaiian Rolls

12¢ct.12-02
N — ‘\_‘ - your choice $2 OFF $3 OFF
E FIND US AT YOUR LOCAL PUBLIX g.'f“ P"‘)“ "";;“ di‘é"""‘?
o] 5 D.v:;. oDve S er:+ S8 OF b :v"s’a;«”mu' Hair Care
2 R o) 28$4 PR = ok ooy ik
Q e ki i
La Colombe Coffee Latte Cra your choice - I T e

9-0z Lot © P retgeramd 14-0z —

your choice e e — e yourchoice @ [EEEE @444 M eeeessecee-cmsssseemmecsceese-eece—-aa4

Quarter Page

Contents @

I g M ey et B | © X

Half Page




O CommonThread

Don't forget your favorites with easy breakfast
choices to enjoy at home or t0-go. Easy to
make. Easy to take.

cA

v

EXTRA SAVINGS (WAREWF)

Brand Enhancements

{WAxe vp)
T0 DELICIOUS

S gm = e

PUBLIX.COM —
Add digital support to price points and L P Lk |
coupons to increase shopper engagement 00 % 17 i fﬁ;”m;m:ngm?
and drive more brand awareness. @ tke () Comment > share Joic N ipla

2:%7

Oscar Mayer

Fully Cooked Bacon
2.52-0z

your choice

5 CHICKEN COUPON VALID FEBRUARY 26 TO MARCH 11, 2022

Instagram. © e ' ”:R'I*;ETEES? : $3 OFF

4

\'LW“ Tasty ©
oy O

This is 0 post for those who might have an attraction

to chicken lingers.

dj

@ commonthreadam 5 Chicken Fried Steak Recipes ~\ When You Spend $12 or more
Soonsore . on Participating Items:
i e aswred :.:\gud:mmm-yr-.a.mmw e

10.5-11.5-0z, Oscar Fully Cooked Bacon 2.52-02,
Keaft American Singles u‘l’l"J-“u

s .

-—Lu:n—qqﬁt‘--u:t-:r
ko b v s el O o 0603 - 3113802

o w797

< Miinbores v [WAKE UP] T0 DELICIOUS

o Narwn (Gae]
Singles ‘gt (2
1) Save Now! - ¢ =

To:

Engaging Shoppers, Delivering Results

Easy breakfast choices to
enjoy at home or on the go.

Extra Savings Ad | See Pricing @

T0 DELICIOUS

Easy 10 maki

PROMOPOINT

Loarn Mora Display Ads
oQv 2

1liko

commonthroadam Save on your favorite easy
breakfast cholces at Publx & enjoy at home or... more

@- firstwefeast ©

PN | R A
A Q B & o

Social Ads
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EXTRA SAVINGS

Packages & Pricing

DISPLAY

$15,500

2.35MM

Total Impressions

3.5K

Total Estimated
Engagements

INCLUDES

DISPLAY ADS
Programmatic

TARGETING

Location & Behavioral

SEE DETAILS

[ SIGN UP

TODAY

STANDARD PACKAGES

INFLUENCER

$21,000

766K

Total Impressions

5.6K

Total Estimated
Engagements

INCLUDES

3
IG INFLUENCERS

2 influencers: <40K followers
1 influencer: 40K-100K followers

12

POSTS
3 in-feed IG posts
+ 9 IG stories

TARGETING
Location & Behavioral

SEE DETAILS

SOCIAL

$25,000

2MM

Total Impressions

5.8K

Total Estimated
Engagements

INCLUDES

SOCIAL ADS

Facebook & Instagram

TARGETING

Location & Behavioral

SEE DETAILS

REACH

$27,500

2.65MM

Total Impressions

INCLUDES

1.4AMM+

EMAIL
15%+ Estimated Open Rate
1.5%+ Estimated Click-Through-Rate

1.25MM

SOCIAL ADS
3.6K+ Estimated Engage ments

AMPLIFIED PACKAGES

TARGET

$50,000

5.5MM

Total Impressions

INCLUDES

1IMM+

EMAIL
15%+ Estimated Open Rate
1.5%+ Estimated Click-Through-Rate

2.5MM

SOCIAL ADS
7.2K+ Estimated Engage ments

2MM

DISPLAY ADS
3K+ Estimated
Engagements

CONNECT

$52,500

4.5MM

Total Impressions

INCLUDES

IMM+
EMAIL

15%+ Estimated Open Rate
1.5%+ Estimated Click-Through-Rate

1.5MM

SOCIAL ADS
4.3K+ Estimated Engage ments

1.25MM
DISPLAY ADS
2.2K+ Estimated Engage ments

766K

INFLUENCERS
766K Estimated Impre ssions
5.6K Estimated Engagements

Add digital packages when submitting for an Extra Savings flyer, and our team will reach out regarding next steps.
Go to ExtraSavingsPortal.com to submit or contact us for access.



https://extrasavingsportal.com/login
mailto:lee.smith@promopoint.com?subject=Requesting%20access%20to%20the%20ExtraSavings%20Portal
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EXTRA SAVINGS

New ltems & Organic

NEW ITEMS

Iltem must have been introduced in the market as a New
I[tem within the previous 6 months (of the Extra Savings
start date), and accepted as a New Item by Publix (at least 3
weeks prior to the Extra Savings start date)

Exciting

NEW

* |tem must have at least 85% distribution

Engaging Shoppers, Delivering Results

1 New Item themed campaigns
planned in 2024. |temS
m * Additional New ltem campaign
. . USDA
support will be included for the 25$1 1 n
8/12-8/25 campaign R
»;«m{'s SOFQamC Our icons help you
el spot organics easily.
i
— ORGANIC your choice
= Iltem must be certified by the USDA and made
8 . 0 . di i i $ gluten
g with 95% or more organic ingredients - 25$6 29’3 7 \waunc)] “free
(23 1 Organic themed pages Sam’:';azon Acai Bowl Stonyfield Organic
T planned in 2024. = 6.1-02 f_m:"th'e
your choice RIS
your choice

Note: Your brand can highlight the New ltem or Organic logos % i $3

regardless if themed campaigns are planned. Be sure to check BIBIBOP “gpipcop YEIBIBOP Bibibop Asian Grill Sauce
the New Item or Organic box on the submission form. o o P = 16-0z

2:%

Apple & Eve Organics
Apple Juice
8-pk. 6.75-0z

\

“ A - AR your choice

Contents @ View the Calendar @ Campaigns are subject to change.
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EXTRA SAVINGS

Themed Campaigns

Offered throughout the year, themed campaigns
inspire shoppers through savings, seasonal
content and trends. . '

BENEFITS

MARKETING COMPONENTS
EMAIL

@’ DIGITAL ADS

J&1 INFLUENCERS

RECIPE PAGES

Items must be relevant to thematic. See calendar for details.

Contents @ View the Calendar @ See Campaigns @

Q Available at Publix

.
LIVE WELL

Provides additional marketing support at
an affordable fee, driven by efficiencies
across multiple brands

o
it

- iy

Select Your Coupons SELECT ALL COUPONS  ¥NTOTAL COUPONS SELECTED: TOTAL SAVINGS: i Pr

Provides an opportunity to further

magnify brand messaging
$1.50 OFF

Reaches alarge universe of Publix
shoppers in an engaging manner

Layers

@ exciusively ot Pubix

SEE OFFERS

CUSTOM LANDING PAGE
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EXTRA SAVINGS

2024 Calendar

Program
Dates

1/13 - 1/26

1/27 - 2/9

2/10 - 2/23

2/24 - 3/8

3/9 - 3/22

3/23 - 4/5

4/6 - 4/19

4/20 - 5/3

5/4 - 5/17

5/18 - 5/31

6/1-6/14

6/15 - 6/28

6/29 - 7/12

Themed Campaigns

Game Day Favorites

Live Well

2 Forthe Priceof 1

Tournament Time

Cool Foods

e Live Well
* Cinco de Mavo

* Gluten-Free

Pet Essentials

Storm Season Essentials

Mindful Choices

* Ice Cream Adventures
e Summer Grilling

Submission

Time Frame*
(includes artwork)

10/13/23 - 10/26/23

10/27/23 - 11/9/23

11/10/23 - 11/23/23

11/24/23 - 12/7/23

12/8/23 - 12/21/23

12/22/23 - 114124

1/5/24 - 1/18/24

1/19/24 - 2/1/24

212124 - 2/15/24

2/16/24 - 2/29/24

3/1/24 - 3/14/24

3/15/24 - 3/28/24

3/29/24 - 4/11/24

Click on atheme to see details

Approval
Notification

11/22/23

12/6/23

12/20/23

1/3/24

1/17/24

1/31/24

2114124

2128124

3/13/24

3/27124

4/10/24

4124124

5/8/24

Campaigns are subject to change. * Last day of submission time frame reflects artwork due date. Product images & Quarter/Half/Full page ad creative drafts due by submission deadline.

O a

<

o
o

Program
Dates

7/13 - 7/26

7127 - 8/9

8/10 - 8/23

8/24 - 9/6

9/7-9/20

9/21 - 10/4

10/5 - 10/18

10/19 - 11/1

11/2 - 11/15

11/16 - 11/29

11/30 - 12/13

12/14 - 12/27

12/28 - 1/10

Themed Campaigns

Back to School

* Back to School
* New Item

* Mindful Choices
* Make It Italian

» Hispanic Heritage
* Live Well

Game Day Favorites

Cool Foods

» Fall Flavors
» Pet Essentials

* Mindful Choices
* Holiday Favorites

* Holiday B eauty
» Pet Essentials

Live Well

Print-Friendly Calendar a] Contact Us

Click on a theme to see details

Submission

Time Frame*
(includes artwork)

4/12/24 - 4/25/24

4/26/24 - 5/9/24

5/10/24 - 5/23/24

5/24/24 - 6/6/24

6/7/24 - 6/20/124

6/21/24 - 714124

715124 - 7/18/24

7/119/24 - 8/1/24

8/2/24 - 8/15/24

8/16/24 - 8/29/24

8/30/24 - 9/12/24

9/13/24 - 9/26/24

9/27/24 - 10/10/24

Approval

Notification

5/22/24

6/5/24

6/19/24

713124

7117124

7131124

8/14/24

8/28/24

9/11/24

9/25/24

10/9/24

10/23/24

11/6/24

<

(<
O3 ISOSO

©



https://promopoint.egnyte.com/dl/KArnqydsLV
https://promopoint.egnyte.com/dl/f2NdpkFcOO
https://promopoint.com/opportunities/Publix_Opportunities_2024_Print.pdf
mailto:info@promopoint.com
mailto:info@promopoint.com
mailto:info@promopoint.com

Shopper Marketing

MULTI-MANUFACTURER CAMPAIGNS

Ymopoint
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2024 Opportunities

Seasonally-relevant, multi-manufacturer
campaigns deliver savings & inspiration to
Publix shoppers. Brand communication,
traditional and digital coupons are
highlighted through fully integrated
marketing elements.

AVAILTOH

PROGRAM DATES ‘ A g ]
¢ )N COUPON
SPRING 0 C SAVINGS

March 16 - April 12

Engaging Shoppers, Delivering Results

FALL
August 17 - September 13

|_
z
o) HOLIDAY
o i
o November 16 - December 27 = ehow a
2 “Thae m. )oo’k‘.t bq\nq' a h‘.‘m,i draw ‘wm
o s s o s i GVt
D: ttorial
o

Contents @ materials can fit in & small tote of handdag,

0 yOu €30 WOKK 00 the Project just sbout

Campaigns are subject to cha g.‘"

Sarve Mcrs Bvs New Yoar on st ems svaiatie 0y
Py Fetouey 17, emchssovedy of WL Socxgonm
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SHOPPER MARKETING
Save More

MARKETING COMPONENTS

IN-STORE COUPON BOOK
819K circulation

& EMAIL
" Targeted to shoppers in Publix
footprint
* 1MM deployments + one follow up

@ DISPLAY ADS
G

* Location and behavioral targeted
* 1.6MM impressions

SOCIAL ADS
* 1.5MM impressions
* Location and behavioral targeted

LANDING PAGE
Highlights offers and recipes

N

RECIPES
Include your recipes on the
Save More landing page

Contents @ Campaigns are subject to change.

PROGRAM FEES

QUARTER PAGE + DIGITAL COUPON

Includes 1 coupon + ad space $6,900

QUARTER PAGE +
TRADITIONAL COUPON $9,250
Includes 1 coupon + ad space

HALF PAGE
Up to 2 coupons, plus ad space $17,575
FULL PAGE $31,450

Up to 4 coupons, plus ad space

Manufacturers are responsible for redemption costs.

ADD-ON COMPONENTS

IN-EMAIL AD
Feature your offer, recipe and/or brand $1,750
messaging in the program’s email

BRANDED EMAIL
Targeted to shoppers in Publix footprint; $8,000
1MM+ deployments

BRANDED DISPLAY ADS
Location and behavioral targeted to your $15,500
preferred audience; 1.6MM impressions

SOCIAL ANIMATED ADS
1MM Impressions; focused on $15,500
FB /1G platforms

DEMO OPPORTUNITIES
Inquire for more information

PROGRAM

SPRING

FALL

HOLIDAY

DATES

MAR. 16 - APR. 12, 2024

AUG. 17 - SEPT. 13, 2024

NOV. 16 - DEC. 27, 2024

@ MARCH 2024 RESULTS
L

Incremental
Sales

38.6%
Unit

24%

Dollars

Email

1.2MM

delivered

20.45%

open rate

2.51%

click-through
rate

SUBMISSION DEADLINE

DEC. 8, 2023

AUG. 9, 2024

Display
Ads

1.67MM
impressions
(1.6MM goal)

29K

engagements

MAY 3, 2024

Social
Ads

1.5MM
impressions
(1.5MM goal)

6.2K

engagements




Brand Solutions

CUSTOMIZED BRAND CAMPAIGNS

Ymopoint
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BRAND SOLUTIONS

Custom Campaigns

We create programs based on your brand's
needs and initiatives.

@ YOUR @ YOUR @ YOUR = §54 -
OBJECTIVE ~ BUDGET TIMING i &

Select from pre-determined packages or create

campaign based on your budget.

All digital capabilities link to a URL of your choice, i.e.,

Publix.com, and can include add-to-cart functionality. Promopoint secures

Publix Corporate approval.
Program planning, creative

MARKETING COM PONENTS/ Click for details development, and Publix
routing average eight weeks.

Engaging Shoppers, Delivering Results

- (@) DISPLAY ADS LANDING PAGES
Z
o -
g EMAIL (()) MOBILE
s ™ CAMPAIGNS = LOCATION ADS
2
- ENHANCED X SAMPLING
DISPLAYS (o
7% CURBSIDE SAMPLING
A AN
IN-STORE 8 N$
. (3§ SociaL ADs © OLD W
J2 INFLUENCERS SQ G
IN
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BRAND SOLUTIONS

Campaign

Thought Starters

Promopoint can develop and implement full campaigns across
multiple channels. Magnify national campaigns, pricing strategies,
e-commerce, digital coupons and more.

8:08 ol T -
— TRAVEL+
= LEISURE SUBSCRIBE

really blame visitors for wanting to soak in
the magic of one of the most beautiful
villages in France, if not the world?
Perched high on a cliff above the valley, it's
a must-see destination with cobbled lanes,
churches, and a monastery punctuated by
lavender fields that look like they've been
plucked from the pages of a storybook.

PLAY FOR A CHANCE TO TAXE

THE ULTIMATE
SUMMER VACATION

PLUS DAILY INSTANT PRIZES
*No porchase necessary. 61522 81822

US & OC residents 1he. See Official Rubes:
DOOST comvtarms.

« travelandleisure.com

National Campaign

Contents @ Brand Solutions @

212 ol T -

[MILK BAR
Buy1
Get1
FREE

o Available ot Publix

: ‘7 3“ ‘ Avaltabie at Publtx Powsred by Instacart
ey TRENDING NOW

3L Invite your friends to like this Page

Posts
& 100,000 people like this
Common Thread 99,000 people follow this
° 2L Sara Helwe likes This
Save $2 on any Goodnites® with a Publix digital coupon!
About
({/ 5 (*) Typically replies within a few hours
900 niies” Send Message

Wake up awesome! g

with the #1 Nighttime Underwear®, featuring Disney and Marvel
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BRAND SOLUTIONS

Publix Curbside Sampling

DETAILS QL Marche, 2025 October 30, 2024 January 7, 2025 Example

-
Sample your brand to Publix e-commerce shoppers via Publix 2 : OVER
(%] . . . . . i V) @
£ Curbside Pickup. Sample packs contain sample-sized items. . ‘ 91%
kg Trial Rate
g BENEFITS PROGRAM COSTS / OVER
5] * Inspire trial and drive sales by attracting M2 53 3 30%
> . ) ; (0]
= new shoppers to participating categories SAMPLE average purchase
a - . > . : :
i * Build shopper loyalty by surprising T . HEERENT conversion*
) shoppers with samples ) HARE
2 PP P :Sisst:?tl;ﬁtion Submissions & SENES
;% * Distribute samples in anew and Begins Deliverables Due Due _
n efficient manner Ho - ‘ Sample Pack
2 Thursday Monday Tuesday i ——
k<)
©
(@]
c
w

¢ Distributed to an estimated 300 Publix stores across Q2 ngrigagozs JF;]d:Zy 17 2025 \&V:iﬂefg azy025
— all Publix Divisions
. Thursday Monday Monday
E * Each sample pack contains up to three products Q3 August 14, 2025 April 16, 2025 June 16, 2025
O
Q o Each product not to exceed 2 0z o4 Thursday Wednesday Wednesday
8 weighing 2 oz or less
o . . Customized dates and packs
= Retail packages can be broken down by $ P

_ L will be considered. Inquire for
fulfillment center more information.
o Iltems must be in full distribution at Publix

* 25,000 samples minimum
* Excludes Frozen and Refrigerated items
¢ All participating brands are subject to Publix approval

Branded Card
Example

Contents @ Brand Solutions @ Campaigns are subject to change. *based on aggregate findings from Sample Pack programs
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BRAND SOLUTIONS

Traditional Sampling

Partner with us to execute your demos at Publix today! Safety
precautions in accordance with CDC/Publix Guidelines will be
followed during all demos.

BENEFITS

* Engage shoppers via professional demonstration staff that
have been trained with your key brand talking points

* Encourage more shoppers to try your brand
* Build brand awareness

* Drive sales

65% 2 of 3 86%

said they will engage with in-store stated they are more likely to purchase have purchase an
sampling when it returns a product after sampling in store item after sampling

*”How the return of in-store sampling is going over with customers”, Ad Age, June 9, 2021

PROMOPOINT MANAGEMENT INCLUDES:

* Facilitating brand partnerships to expand * Custom quotes that capture all
program reach and maximize budgets sampling supplies and product

¢ Sampling coordination, including costs included in one flat fee

working directly with Publix Buyers and * Coupon handouts and point of
DMs to gain approvals for all three sale (available upon request)
categories: Food, Non-Food, and * Post-event reporting

Alcohol Beverage * Initial report sent immediately

* Providing store lists based on targeting following the first demo weekend
requests (including ACV) * Final recap sent 8-10 weeks after
final demo execution

Contents @ Brand Solutions @

“MEYERS

Delj
GARDE

ght j
B .~sn.',:gg
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BRAND SOLUTIONS

In-Store

1 1 \ &, "
R\ E-’,m'\w;
[SEe] SCAN THE CODE T0 SCORE SPECIAL OFFERS
ON PEPSI-COLA® AND FRITO-LAY* PRODUCTS!

Cart Sign

Contents @ Brand Solutions @

Combine with any of our digital components to
impact shoppers along their path to purchase.

8-week minimum lead time required

4 NOVERENARD
e

SC
HAPPI

Freezer Cling Box Talker

100

202 (1) Jar of

Y2vont 1prea
052 e arger)

|

Instant Redeema
Coupon (IRC)

Neck Hanger
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BRAND SOLUTIONS
Reporting

Every digital campaign receives a
marketing recap approximately two
weeks after program completion.

RECAP INCLUDES:

Key metrics specific to your campaign
include number of impressions, open rate,
and click-through rate.

$40K+ CAMPAIGN BUDGET
RECAP INCLUDES:

Circana/ IRI sales data. Sales data is
available approximately nine weeks
after program completion.

LocaTioNn
Tampa,
. Fla. w;
display, with cpe (0P Performing markey f,
or

Co e
through rate, VTS driving a 0,355 click

DEMOGRAPH) s

Al18-24

A25-34
A35-44 m

Contents @ Brand Solutions @




Marketing

Components

ELEMENT DETAILS

Ymopoint
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Engaging Shoppers, Delivering Results

PROMOPOINT

BRAND SOLUTIONS

Email Campaigns
18%-23% 1.98%

Our email campaigns can include one Open Rate i

email deployment or 2+ emails.

Shoppers double opt-in to receive our emails, and the
list is scrubbed every 90 days ensuring above-average
open rates and click-through rates (CTR).

AVAILABLE CAPABILITIES INCLUDE:
* Multiple linking (recommend no more than three total)

* Animation (static image is required as all email clients
do not support animation)

* A/B testing; subject line and unique creative

TARGETING BASED ON THE
FOLLOWING CRITERIA:

® Location Only (ZIP code, mile radius to store list)

* Behavioral (based on various behavioral
elements, including shopping behaviors)
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BRAND SOLUTIONS

Display and Social Ads

We use a combination of data sources and

targeting methods to reach your preferred audience.

DISPLAY ADS

Programmatic standard display runs across web and
in-app environments.

SOCIAL DISPLAY AND VIDEO

Social display and video units run across Facebook
and Instagram (Pinterest upon request).

ADDITIONAL CAPABILITIES:
* Rich Media, including custom-built games
* Native Video

TARGETING BASED ON THE
FOLLOWING CRITERIA:
* Location Only (ZIP code, mile radius to store list)

* Behavioral (based on various behavioral
elements, including shopping behaviors, social
following, etc.)

Contents @ Brand Solutions @

SAVEUR Q=

Casquitos de Guayaba

Green guavas—simmered in vanilla sugar—
transform into this silky, crimson treat.

BY PILAR EGUEZ GUEVARA

(e More from
A »  GetMO
- @CHEGSﬁ

SIVESL00 [P

DISPLAY

0.15%

CTR
BENCHMARK

SOCIAL

0.29%

CTR
BENCHMARK

Instagram ® O ®

commonthreadam
Sponsored Q063 6 Comments 5 Shares @~

O CommonThread

Join the fun for OREO Cookie's 110th birthday! Free
tasting event at Publix Aprons Cooking School. Check
online for location.

A
i == SAVE NOW! ¥
4 7?'.”"" f2 GET $5 OFF

) oyl | | el8g | | |l ANYE
Our Birthday,
Shop Now ~ YourWish ~

#NeverStopWishing

ICOOKINGSCHOOL PUBLIX.COM  _

commonthreadam Take leaks in stride with Poise®
2 big with OREO! LEARN MORE |

Ultra Thin, our thinnest protection designed to keep
you feeling dry & comfortable.

beccasmth_
Dalhousie University
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BRAND SOLUTIONS

Rewarded Display Ads

The Rewarded Display package runs across premium publishers
and applications. We utilize standard display, interstitial and
rewarded* units to drive action on any brand page.

c o) \

= REALSIMPLE

st Yt
THE TASTE
OF CREAMY
TRADITIONS

e

SHOP NOW

2023 Neste. “Souce: Essumont tarsatonsl Limited, Doy roducts snd Aberrutves 2004
e RSP, i retad Charels, 202 crta. Swoetsnest Conconsad Mk defioed ks Condensed MBK.

ADVERTISEMENT

ria®)

4%
CTR
BENCHMARK

UP TO

50%

ADD-TO-CART
BENCHMARK

DISPLAY
BANNERS
Programmatic standard

display runs across web
and in-app environments.

*Each person opts in from our full screen in-app placements,

where they engage to unlock digital rewards.

Contents @ Brand Solutions @

THE TASTE
OF CREAMY
TRADITIONS

Available at Publix + Instacart
Prices very from in-store. Fees, tips & taxes may apply. Sbject 10 terms & avatebsity.

200 Ntk Source Eurueni Feaatons Linted, Oury Procics ond Amraven 204 (4. 557,
i e, 707) Gt St Corcumend Wk Setes 13 Concenees W

SHOP NOW

REWARDED &
INTERSTITIAL FRAME A

Rewarded: Consumers opt-in to
earn a digital reward in-app. They
are prompted to click through to
the website from frame 1.

Interstitial: Your full screen
display ad is served. Consumers
can click to site at anytime or skip
to frame 2 after 5 seconds.

The Taste of
Creamy Traditions

La Lechera products available
at Publix

Shop Now

®

INTERSTITIAL
FRAME B

Interstitial: Consumers
who skip are brought to a
second frame where they
can click to the site or close
out of the experience.
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BRAND SOLUTIONS

Shoppable Recipes

Shoppable recipes run across premium publishers
and applications, utilizing standard display, interstitial
and rewarded* units to drive users to a microsite
or arecipe-specific add-to-cart link.

PPM_Del Monte Holiday R...

delmonteholidayrecipes.com

=
Available at Publoc
Quality

5 : “can?
- _ Make easy sides and desserts with our “can't be
@ G'lowm OF Go-od skipped” recipes this Holiday season. Put some love

into your side dishes with your favorite Del Monte®

For the Love Of Sides and College Inn® ingredients.
Del Monte products available @
Publi
atRubiix S Green Bean Casserole

-.

ol ” = Pineapple Coconut D I S PLA Y
Leee Sits O =Gl | B ANNERS

Programmatic standard
display runs across web
and in-app environments.

- Green Bean Casserole

GET RECIPES

Available at Publix J ©2023 Del Monte Foods, Inc. All Rights Reserv

Engaging Shoppers, Delivering Results

4%

S CTR
S SENCHMARK REWARDED & INTERSTITIAL MICROSITE OR
g INTERSTITIAL FRAME A FRAME B ADD-TO-CART LINK
8 UP O Rewarded: Consumers opt-in to Interstitial: Consumers who skip Consumers are directed to a E
o 50% earn a digital reward in-app. They are brought to a second frame microsite or a recipe-specific
are prompted to click through to where they can click to the site or add-to-cart link.
s the website from frame 1. close out of the experience.

BENCHMARK

Interstitial: Your full screen
display ad is served. Consumers
can click to site at anytime or skip
to frame 2 after 5 seconds.

*Each person opts in from our full screen in-app placements,
where they engage to unlock digital rewards.

3
Contents @ Brand Solutions @ t \\
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BRAND SOLUTIONS

Mobile Location Ads

These geo-targeted campaigns are delivered
to shoppers who have been inside selected
store(s) in the past 30 days and are within a
specific mile radius of the store(s).

* Ads link to a custom takeover mobile landing page
that features product messaging and the nearest
store location.

* Messaging could include a video or recipe and can

link to a landing page, digital coupon, in-home
delivery, or curbside pick-up service

Up to three different linking options are available.

| UEALERWL LG DN AN

Made from
Scratch Taste

SAVE 75¢ f's?‘ Works well for
BRANDS WITH
LIMITED
DISTRIBUTION

Contents @ Brand Solutions @
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BRAND SOLUTIONS

Influencers

The most authentic way to promote your brand!
By leveraging the voices of a hand-selected
blog and Instagram influencers curated to meet
your goals, we'll supercharge engagement and
sales for your specific brand and retailer.

Influencers create custom, ownable content in static or
video form to amplify across Facebook, Instagram,

Pinterest, and/or TikTok.

We offer both Standard and Exclusive programs:

* Influencers are located in the retailer footprint, and the
majority of their followers reside in the same market

Photo

beautifuleatsandthings - Follow : 0 CommonThread with Pledge. ... ¢
Sponsored - &

Birmingham, Alabama

e 2-week flight minimum duration

Pledge® pH-Balanced Multisurface Cleaner is
designed for convenience and ease. Find at a
Publix near you!

EXCLUSIVE PROGRAM:

Requires a minimum 3-month total exclusivity—one
month prior, one month during, and one month post.

1,310 likes

beautifuleatsandthings My favorite thing about
summer is the cookouts! #ad. ... more

View all 6 comments

delivery.publix.com
Perfect for everyday Shop now

Contents @ Brand Solutions @ cleaning
-

. A O Alciandrs Martin 1 Cammoant 4 Charae
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BRAND SOLUTIONS
Landing Pages

We can design and develop a custom landing
page to meet your digital campaign needs.

Unlike web pages, which typically have many
goals and encourage exploration, landing
pages are designed with a single focus—to
help sell your product.

Whether it’s to highlight your brand, promote an offer,
or provide the shopper with a recipe, a landing page is
the best option for increasing the conversion rates of any
marketing campaign.

All landing page campaigns include post-event analytics.

ey
.....

Contents @ Brand Solutions @

IT’S TIME FOR THE

o ZEME S0y 7

4

578 FIsE rogy 7rr



Themed Campaigns

PROGRAM DETAILS

Ymopoint

publix.com/ ' —
digital-coupons B @ F

S 7

-

4:%5 $499

WITH MFR DIGITAL coupon

-
-
Fage Yogurt Crofter's Organic
. 5.3-0z Premium Spread
Produe 20ies MadaGreat | E3ex
6pk your choice oy
(frozen) e
Werggg,
(0)-
« ARNOLD

FEED YOUR

2p°3
HEALTHY HABITS

o Gimme Organic
Roasted Seaweed Snacks
- ! 350z
e

your choice

publix.com/
digital-coupons

publix.com/
digital-coupons

$1 OFF

WITH MFR DIGITAL coupoN
Any 1 Arnold

Whole Grains Bread
1-1b 2-0z

B, WITH MFR DIGITAL coupon
AQA: Any 1 AQA Alkaline Water
152 or Sparkling Ice

g 12.pk,

Publix.com/
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EXTRA SAVINGS THEMED CAMPAIGN

2 for the Price of 1

* 2.4MM circulation

i;i EMAIL PROGRAM LIVE SUBMISSION PERIOD

) n
2:$3
R
Shamrock Farms
Rockin’ Protein Builder
hal

2i%4%7

Haig’s Delicacies
Dip or Mini Mezés

38-8-0z 12-0z

IN-EMAIL AD
(Must also run an offer in flyer) $1,750
BENEFITS
(%]
E ¢ Drives brand awareness PRICE POINT $9,300
& * Encourages trial through value and recipe ideas DIGITAL COUPON $9.300 2*4%
7 ezzetta Marinara Nixie Organic sm.um
E’ * Generates incremental sales 53225 ::*“:':W' ﬁﬂlf“u:f)
5] COUPON $11,200
2 =
2 2958 HE =» = =™
] MARKETING COMPONENTS QUARTER PAGE $28,000 Qoo Mostoetggots 3 5c 2:$169
g PRINT ADVERTISING §'.2’£.1{Z'i'!y"p.".2?,"’ i Ei- g; 5‘:9‘1’;5"‘“’"
§ ¢ Extra Savings flyer themed campaign HALF PAGE $50,000 Yroramy — .
7
(@)
c
k<)
©
(@]
c
w

"« Targeted to shoppers in Publix footprint FEB. 24 - MAR. 8. 2024 NOV. 24 - DEC. 7. 2023 . Yetigersed)
* 1.1MM+ deployments O COUPON VALID 1Y 18 T0 LY 28, 2023
— * 1.1MM sentin week 1, follow-up email MAY 4 - 17, 2024 FEB. 2- 15, 2024 .
— sent to openersin week 2 e
CZ) JULY 13 - 26, 2024 APR. 12 - 25, 2024 ——
o {@ sociaL aps .
g * Location and behavioral targeting © excusivey ot Pusic Instagram
8 * 1MM impressions g) FEBRUARY 2024 RESULTS
o
RECIPES Incremental Email oo - ol | FIND IN-STORE
* Include your recipes on the 2 for the Price 60.4% L2MM LOSMM - o e ‘ AND ON
i i . 0 . . 3 R e 5 ¥
of 1 recipe landing page Unit delivered impressions 5o - Ky ) NOW THROUGH MARCH 10
(1MM goal) - X
13.1% 19.97% .
Dollars open rate 6.19K E
engagements
2.36% y
click-through oot | ' 1] 23
rate : . Learn More

Qv R

Got 2 for the price of 11 Check out these savings now
vy Friday, March 10, exclusively at SPublad Booupons.
2ExtraSavings

Contents @ View the Calendar @ Campaigns are subject to change. 3
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EXTRA SAVINGS THEMED CAMPAIGN

Back to School

BENEFITS

* Drives brand awareness

¢ Encourages stock-up behavior through value

* Generates incremental sales

MARKETING COMPONENTS

PRINT ADVERTISING
¢ Extra Savings flyer themed campaign
* 2.4MM circulation

) EMAIL
"' e Targeted to shoppers in Publix footprint
e 2.1MM+ deployments
* 2.1MM sent in week 1, follow-up email
sent to openers in week 2

DISPLAY ADS
* Location and behavioral targeting
* 2MM impressions

SOCIAL ADS
* Location and behavioral targeting
* 2MM impressions

PROGRAM COSTS

IN-EMAIL AD
(Must also run an offer in flyer)

PRICE POINT
DIGITAL COUPON
COUPON
QUARTER PAGE

HALF PAGE

PROGRAM LIVE SUBMISSION PERIOD

JULY 27 - AUG. 9, 2024

AUG. 10 - 23, 2024

@ AUGUST 2023 RESULTS

Incremental Email
Sales
40.6% 2AMM
Unit delivered
26.1% 20.11%
Dollars open rate
2.11%

click-through
rate

Contents @ View the Calendar @ Campaigns are subject to change.

$1,750

$9,300
$9,300
$11,200
$28,000

$50,000

APR. 26 - MAY 9, 2024

MAY 10 - 23, 2024

Display
Ads

3MM
impressions
(3MM goal)

5.2K

engagements

Social
Ads

3.3MM
impressions
(3MM goal)

12.9K

engagements

Extra Savings @

A}
Justin’g
“wn s Peanut Butter w
your choice nes s

1m:03 s " T - Y 21 wen
< All Inboxes ANV = l arents. Q
S : BEL SAVE Nm
>aving | =
ISINg= S
session. > in session.
HO0LESSENTIALS : @ esiiyaitn
‘E : ? Stately S;mbol
a sﬁ‘ o

-
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EXTRA SAVINGS THEMED CAMPAIGN
Cinco De Mayo

BENEFITS

* Drives brand awareness
¢ Encourages stock-up behavior through value
* Generates incremental sales

MARKETING COMPONENTS

=|§ PRINT ADVERTISING
* Extra Savings flyer themed campaign
* 2.4MM circulation

i

) EMAIL

* Targeted to shoppers in Publix footprint

¢ 1.1MM+ deployments

* 1.1MM sent in week 1, follow-up email
sent to openers in week 2

@ SOCIAL ADS
* Location and behavioral targeting
* 1MM impressions

J& INFLUENCERS
* 766K impressions
* Includes Instagram influencers

RECIPES

* Include your recipes on the
Cinco de Mayo recipe landing page

PROGRAM COSTS

IN-EMAIL AD

PRICE POINT

DIGITAL COUPON

COUPON

QUARTER PAGE

HALF PAGE

PROGRAM LIVE

APR. 20 - MAY 3, 2024

Contents @ View the Calendar @ Campaigns are subject to change.

(Must also run an offer in flyer)

SUBMISSION PERIOD

Extra Savings@

NV

$1,750 d e Mayo

$9.300 e $20FF

X ',‘ Any 1 Kellogg's Rice Krispies
P

$9,300
$11,200
$28,000

$50,000

JAN. 19 - FEB. 1, 2024

e PON VALID ) 2024
COUPON VALID APRIL 20 - MAT2

$ OFF

".o‘%,‘ Narpeor Lotion

Any 1 Eucerin Lotion of Q1o
Face Cream

ny  BodyAmer Sports Lais

arees. |

_-__.-«— e, |

r Tortillas11
tw:gﬁ oneF! REE e

Keebler Export Sodas
Crackers
2801

11:03

< All Inboxes

Q Exclusively at Publix
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EXTRA SAVINGS THEMED CAMPAIGN

Cool Foods

IN-EMAIL AD

2 BENEFITS (Must also run an offer in flyer) $1,750
S * Drives brand awareness
o , . PRICE POINT $9,300
4 * Encourages trial through value and recipe ideas '
(@] .
% * Generates incremental sales DIGITAL COUPON $9.300 ﬂ
2 aﬁ__--'nsl.
© S
8 MARKETING COMPONENTS COUPON $11,200 w
2 == $799
] PRINT ADVERTISING _ QUARTER PAGE $28,000 7 2:%6 1Y 57.“\‘;;-
2 Extra Savings flyer themed campaign 2% ‘!PN N m:Zo%mwm, E:.;mmw ';',‘.z‘;';d

. . omised Land Dai 4pl67-708 S et
ﬁ o 24MM cl rCU|atI0n HA L F PA G E $50, OOO E‘;,'::m’wlk your choic {;::“")
g, = your choice n
= EMAIL 82 $6%
w * 1.1MM+ deployments | Dole Frozen Fruit O e

or Smoothies

e 1.1MM sent in week 1, follow-up email MAR. 23 - APR. 5, 2024 DEC. 22, 2023 - JAN. 4, 2024
sent to openersin week 2

|_
z OCT. 5- 18, 2024 JULY 5 - 18, 2024 Esey recip doas & cootsavings - svallabe st Publ!
@) e Save Now! <postmaster@Secure-Rosponse.net>
a @ DISPLAY ADS % Oy
g * Location and behavioral targeting @
e * 1MM impressions ) Qe rIER A NS @ Excusiely ot Pubie
o Incremental Email Influencers
[,g,] INFLUENCERS Sales .
® 766k impressions 40.8% 1.1MM 824.6K -
* Includes Instagram influencers Unit delivered impressions )
(766K goal) ﬁ
- 24.5% 16.33% | ;
R EC | P ES Dollars open rate 1 1 8K 1 ! VALID OCTOBER 7 - 20, 2023
* Include your recipes on the Cool Foods engagements . Easy recipe ideas and cool savings
ine landi 1.71% 3 on refrigerated and frozen foods!
recipe fanding page click-through e B

rate I \

Contents @ View the Calendar @ Campaigns are subject to change.
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EXTRA SAVINGS THEMED CAMPAIGN

Fall Flavors

BENEFITS

* Drives brand awareness

* Encourages trial through value and recipe ideas
* Generates incremental sales

MARKETING COMPONENTS

PRINT ADVERTISING
* Extra Savings flyer themed campaign
* 2.4MM circulation

1]

) EMAIL

* Targeted to shoppers in Publix footprint

¢ 1.1MM+ deployments

* 1.1MM sent in week 1, follow-up email
sent to openersin week 2

@ SOCIAL ADS
* Location and behavioral targeting
* 1MM impressions

@ INFLUENCERS
* 766K impressions
* Includes Instagram influencers

RECIPES
* Include your recipes on the Fall Flavors
recipe landing page

PROGRAM COSTS

l(uL-JSI,Et'\QI?ol Ir_ur'?\aDn offer in flyer) $1,750
PRICE POINT $9,300
DIGITAL COUPON $9,300
COUPON $11,200
QUARTER PAGE $28,000
HALF PAGE $50,000

OCT. 19-NOV. 1 JULY 19 - AUG. 1

@ OCTOBER 2023 RESULTS

L
Incremental Email Influencers
Sales
38.1% 1.17MM 1.18MM
Unit delivered impressions
(766K goal)
25.1% 15.79%
Dollars open rate 12.5K
engagements
1.66%
click-through

rate

Contents @ View the Calendar @ Campaigns are subject to change.

Mmmnmma.zm

\
SCAN FOR RECIPES!

getthesavings.com/

3
2:%3
Knorr
Sauce or Gravy Mix
5-1.6-02

your choice

2:$450

Monster
155-16-0z

ruan wiar rou HAVE

ZERO SALT

2 100% DELICIOUS R

11:03

< All Inboxes

‘< /@
o seiLaNs

G o

oo iy ﬁ Y
2:%6

Hollm.nn s Real, Light or

nnaise or Vegan
Dunmg & Spread 11.5-0z
or Sauce 9-0z
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EXTRA SAVINGS THEMED CAMPAIGN
Game Day Favorites

BENEFITS

* Drives brand awareness
* Encourages trial through value and recipe ideas
* Generates incremental sales

MARKETING COMPONENTS

PRINT ADVERTISING
* Extra Savings flyer themed campaign
* 2.4MM circulation

& EMAIL

" e Targeted to shoppers in Publix footprint

* 2.1MM+ deployments

* 2.1MM sent in week 1, follow-up email sent
to openers in week 2

@ DISPLAY ADS
* Location and behavioral targeting
* 1.6MM impressions

@ SOCIAL ADS
* Location and behavioral targeting
* 1.5MM impressions

J&i INFLUENCERS
* 1.5MM impressions
* Includes Instagram influencers

RECIPES

* Include your recipes on the Game Day
Favorites recipe landing page

PROGRAM COSTS

l(utlil\gléol tu:\a% offer in flyer) $1,750
PRICE POINT $9,300
DIGITAL COUPON $9,300
COUPON $11,200
QUARTER PAGE $28,000
HALF PAGE $50,000

JAN. 27 - FEB. 9, 2024 OCT. 27 - NOV. 9, 2023

SEPT. 21 - OCT. 4, 2024 JUNE 21 - JULY 4, 2024

@ JANUARY 2024 RESULTS

L
Incremental Email Social Influencers
Sales Ads
95.4% 2.2MM 1.5MM 2.6MM
Unit delivered impressions impressions
(1.5MM goal) (2.3MM goal)
60.5% 16.88%
Dollars open rate 6.8K 370K
engagements engagements
2.23%
click-through
rate

Contents @ View the Calendar @ Campaigns are subject to change.

;(jng's Hawaiian Rolls
-ct.

Dressing &
20-0z
your choice
(refrigerated)

your choice

Make Game Day

. Delicious
~ -

DAY

* FAVORITES *

Litehouse Family Size
o Sharwood’s

Simmer Sauce
14.1-0z
your choice

4 Scan
c.f,:c::z,,on
s
" o—— $20FF

=
WITH MFR DIGITAL COUPON

\ w, | Any 1 Hellmann’s Product

. %. i g7 55300z

. S| U cow

UDIGITAL COUPONS

" WITH MFR DIGITAL courPoN
[/ Any 1 Sir Kensington’s
| Classic, Avocado Oil or

Chipotle Mayonnaise

Get exclusive
Game Day deals
and morel
Now thu Fetsuay 9

Golden Sweet Classic Hot Spinach Prosciutto Wrapped Turkey & Bean
Combread hoke Dip Artichokes Vegetable Chill
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EXTRA SAVINGS THEMED CAMPAIGN

Gluten-Free*

= D
y- 1

A
IN-EMAIL AD $1.750 <
BENEFITS (Must also run an offer in flyer) ’ =
(%] o=
5 * Drives brand awareness arila Red Lenti Al $349
2 PRICE POINT $9,300 Ccpenpast ™ Juﬂsiss
o * Encourages trial through value and recipe ideas yourchoice ] T T SR
2 * Generates incremental sales DIGITAL COUPON $9,300 ‘
—_ luten
g 25$8 = TR .
E MARKETING COMPONENTS COUPON $11,200 K il Dary Fre Yogure =
! _ ;\f‘,‘o",l.ﬁv, Juicy. Mouthwotering.
o PRINT ADVERTISING QUARTER PAGE $28,000 Joueni
'é * Extra Savings flyer themed campaign
_Ug) e 2.4MM circulation HALF PAGE $50’000
o EMAIL Chicken Cuter”
=X * 1MM+ deployments
w

e 1MM sent in week 1, follow-up email sent MAY 4 - 17, 2024 FEB. 2 - 15, 2024
to openers in week 2

=
i

2:) RECIPES gluten
* Include your recipes on the Gluten-Free free
recipe landing page

'_
=z
o
o
©)
=
o
o
o

* To be considered for program participation, items must meet the wellne ss icon criteria.

Contents @ View the Calendar @ Campaigns are subject to change.
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EXTRA SAVINGS THEMED CAMPAIGN
Hispanic Heritage

BENEFITS

* Drives brand awareness
* Encourages trial through value and recipe ideas
¢ Generates incremental sales

¢ Dedicated media targeted to Hispanic shopper

MARKETING COMPONENTS

PRINT ADVERTISING
* Extra Savings flyer themed campaign
* 2.4MM circulation

) EmMAIL

" * Targeted to shoppers in Publix footprint

* 1.1MM+ deployments

* 1.1MM sent in week 1, follow-up email sent
to openers in week 2

& sociaL aps
* Location and behavioral targeting
* 1MM impressions

25 INFLUENCERS
* 766K impressions
* Includes Instagram influencers

RECIPES
* Include your recipes on the Hispanic
Heritage recipe landing page

PROGRAM COSTS

I(I\I\I/IL_JsEt'\gl'goI &ur'?e[lﬁ offer in flyer) $1,750
PRICE POINT $9,300
DIGITAL COUPON $9,300
COUPON $11,200
QUARTER PAGE $28,000
HALF PAGE $50,000

PROGRAM LIVE SUBMISSION PERIOD

SEPT. 7 - 20, 2024 JUNE 7 - 20, 2024

@ SEPTEMBER 2023 RESULTS -

Incremental Email Social
Sales Ads
34.4% 1.1MM 1.1MM

Unit delivered impressions
(1.1MM goal)
23.1% 16.80%
Dollars open rate 59K
engagements
1.78%

click-through
rate

Contents @ View the Calendar @ Campaigns are subject to change.

Extra Savings @

Hlspanlc Herltage

getthegavings.com/hispanic-heritage

COUPON VALID SEPTEMBER 10 1O SEPTEMBIR 23, 2022

$1 50 OFF

m‘ Broyers ice Cream

CELEBRATE MORE NOHENTS
TOGETHER WITH FAMILY FAVORITES

1:03

< All Inboxes

@ Exciusively at Publix
RATENAA — v A‘ AN\Y I

-------

News
Astronomer Decodes 'Strange
Lights' Spotted Over North

Carolina

A video taken from above Vallejo and
shared with KTVU shows the
phenomenon very evidently.

Evtra Savinas©®




c

Engaging Shoppers, Delivering Results

'_
=z
o
o
©)
=
o
o
o

EXTRA SAVINGS THEMED CAMPAIGN
Holiday Beauty

BENEFITS

* Drives brand awareness
* Encourages stock-up behavior through value
* Generates incremental sales

MARKETING COMPONENTS

PRINT ADVERTISING
* Extra Savings flyer themed campaign
* 2.4MM circulation

& EmAIL
" e Targeted to shoppers in Publix footprint
* 1.1MM+ deployments
* 1.1MM sent in week 1, follow-up email sent
to openers in week 2

SOCIAL ADS
* Location and behavioral targeting
* 1MM impressions

Exclusive For Non-food
Participants

PROGRAM COSTS

I(l\’\/lIL-JsEt'\gl'goI tu:\; offer in flyer) $1,750
PRICE POINT $9,300
DIGITAL COUPON $9,300
COUPON $11,200
QUARTER PAGE $28,000
HALF PAGE $50,000

DEC. 14 - 27, 2024 SEPT. 13 - 26, 2024

@ DECEMBER 2023 RESULTS

Incremental Email Social
Sales Ads
37.2% 1.1MM 1.2MM
Unit delivered impressions
(MM goal)
28.4% 11.73%
Dollars open rate 4.6K
engagements
151%
click-through
rate

Contents @ View the Calendar @ Campaigns are subject to change.

MBER 17 TO o:c:nusn 30,2022

COUPON VAUID DECE!

i S
i ? g 12"

& 4 \2
. =

ublix.com/ —=a 3 aaon
igital coupons FF — Any 1 Gold
530 — s
e e e gt
} - o : \WITH MFR DIGITAL COUPON 8 SR WSt
oo (S |58 AnyzHudQShouldon 0o
5.32.1-01 7
f"‘ 4’ it {excludes trial/travel sizes) publix.com/
A\ ) @27 @ al-coupons
%\ 052 d.gl\ P OFF
70) it N ons L l‘ [ 3 OUPON
@_Jw‘ digital-coupo $40FF o \WITH MFR DIGITAL ‘:wc-"
w S == | putl 3 Any3|;ununo
= s NITH MFR DIGITAL COUPOR }3 3.2-27.7-02 Blends,
L 9 Ay 2 bl Essnces VT e e
) -

6813502
- a T (exciudes wial/travel sizes)

os
zo,m!ré Ever Hair Care

6.8-8.5-01
your choice

2:%9

L'Oréal Paris Elvive

GARNICR

EALS MAYBELLINE

Shampoo or Conditionet
12602
’ yourchoﬂ
AR ~ )
| \\\‘ N\ 3 R
! : T Cachem
/ / 4 1:03 - T -
¥/ ,’ < All Inboxes AV Y . /
7
(o)

Trending Stories
Hou Flash
= —
Know About Menopause
.4 oy Mocasla MacKencie

Colobrity Nows
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EXTRA SAVINGS THEMED CAMPAIGN
Holiday Favorites

BENEFITS

¢ Drives brand awareness during a key holiday
timeframe

* Encourages trial through value and recipe ideas

¢ Generates incremental sales

MARKETING COMPONENTS

PRINT ADVERTISING
* Extra Savings flyer themed campaign
* 2.4MM circulation

1Al

) EMAIL

" e Targeted to shoppers in Publix footprint

* 1.1MM+ deployments

* 1.1MM sentin week 1, follow-up email
sent to openers in week 2

J&i INFLUENCERS
* 766K impressions
* Includes Instagram influencers

RECIPES

* Include your recipes on the Holiday
Favorites recipe landing page

PROGRAM COSTS

I(I\I\IIIL-JsEt'\gl'goI &ur?e[l)n offer in flyer) $1,750
PRICE POINT $9,300
DIGITAL COUPON $9,300
COUPON $11,200
QUARTER PAGE $28,000
HALF PAGE $50,000

NOV. 30 - DEC. 13, 2024 AUG. 30 - SEPT. 12, 2024

@ DECEMBER 2023 RESULTS

Incremental Email Influencers
Sales
69.7% 1.1MM 1.01IMM
Unit delivered impressions
(MM goal)
38.5% 13.88%
Dollars open rate 169K
engagements
1.46%
click-through
rate

Contents @ View the Calendar @ Campaigns are subject to change.

Extra Savings @

-

d \
2 ;
=~ Holiday
)
3\ Favorites %=
"g?é-@. zr;ii%:i‘;z’;m $450 OFF zr;::i:.:t:r;on, $2$F:
| [oF3 (ol

: ,’ : WITH MFR DIGITAL COUPON ¢ €1 JmmyDean ! WITH MFR DIGITAL COUPON
oy, Any 2 Nabisco Oreo : | Any 1Jimmy Dean
‘ v Family Size Cookies e ¥ || Smoked Bacon

160z

= made
s599

Enjoy Life Baking
Chocolate

9-10-02
your choice

Only the best for ‘ ‘
your holidays —
Think beyond
the dip

v publix.com/
@'?@] digital-coupons choie

ez

Easy recipe ideas & cool savings - available at Publix!

@ Save Now! <postmaster@Secure-Response.net>
Toi () dasmine Connciey

OFFERS VALID DECEMBER 3 - %, 2022

P}
Save Now on
1 Holiday Essentials at Publix!
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EXTRA SAVINGS THEMED CAMPAIGN

lce Cream Adventures
BENEFITS

* Drives brand awareness IN-EMAIL AD $1.750
) o (Must also run an offer in flyer) ’
* Encourages trial through value and recipe ideas

* Targeted to shoppers in Publix footprint

. . + = = ;; \:‘.H.'M;HWGIMLCOUPQN
LIMM dep-loyments ) PROGRAM LIVE SUBMISSION PERIOD ; e :
* 1.1MM sent in week 1, follow-up email

2

S

7]

(0]

x

g * Generates incremental sales PRICE POINT $9,300
(0]

% DIGITAL COUPON $9,300
a MARKETING COMPONENTS

%)

] PRINT ADVERTISING COUPON $11,200
2 * Extra Savings flyer themed campaign

& * 2.4MM circulation QUARTER PAGE $28,000
()]

% P; EMAIL HALF PAGE $50,000
g o

c

L

= sent to openers in week 2 JUNE 29 - JULY 12, 2024 MAR. 29 - APR. 11, 2024 o — 0  em
6 INDOX
: JB) DISPLAY ADS g —
s * Location and behavioral targeting @ JULY 2023 RESULTS @ Exclusively at Publix
Q * 1MM impressions
o Incremental Email Influencers SEEIOEEERSIN)
@ SOCIAL ADS Sales FpRAr .
* Location and behavioral targeting 62.5% 1.2MM 1.44MM M
e 1MM impressions Unit delivered i(n;f/lr's\a/lssigar}? 5
38.6% 21.92% -
RECIPES Dollars open rate 11K g a
; engagements .
* Include your recipes on the Ice Cream 2 36%
Adventures recipe landing page cﬁck'_thmugh
rate

Contents @ View the Calendar @ Campaigns are subject to change.
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EXTRA SAVINGS THEMED CAMPAIGN
Live Well

BENEFITS

¢ Drives brand awareness

* Encourages trial through value and recipe ideas
¢ Generates incremental sales

MARKETING COMPONENTS

Sl PRINT ADVERTISING
* Extra Savings flyer themed campaign
* 2.4MM circulation

3 EMAIL
" e Targeted to shoppers in Publix footprint
¢ 1.1MM+ deployments
* 1.1MM sent in week 1, follow-up email
sent to openersin week 2

@ SOCIAL ADS
* Location and behavioral targeting
* 1MM impressions

L'%'l INFLUENCERS
* 766K impressions
* Includes Instagram influencers

RECIPES

* Include your recipes on the Live Well
recipe landing page

PROGRAM COSTS

IN-EMAIL AD
(Must also run an offer in flyer)

PRICE POINT
DIGITAL COUPON
COUPON
QUARTER PAGE

HALF PAGE

PROGRAM LIVE SUBMISSION PERIOD

FEB. 10 - 23, 2024

APR. 20 - MAY 3, 2024

SEPT. 7 - 20, 2024

DEC. 28 - JAN. 10, 2025

@ FEBRUARY 2024 RESULTS

Ld
Incremental Email
Sales
56.2% 1.22MM
Unit delivered
28.0% 20.52%
Dollars open rate

2.76%

click-through
rate

Contents @ View the Calendar @ Campaigns are subject to change.

$1,750

$9,300
$9,300
$11,200
$28,000

$50,000

NOV. 10 - 23, 2023
JAN. 19 - FEB. 1, 2024
JUNE 7 - 20, 2024

SEPT. 27 - OCT. 10, 2024

Influencers Social
Ads
830.8K 1.1MM
impressions impressions
(766K goal) (1MM goal)
6.6K 48K
engagements engagements

AL o8
07

RJ
NV

A

r/d
2

¢

(Ol

ﬂf‘iirl frop,

Pacific

®=0) Publix.com/
O e

7-0z or larger

| 1 eeedrona

g Comr b ot

Olive Garden Dressing
16-0z

your choice

$1 OFF ww $599

WITH MFR DIGITAL COUPON Hero Hero :‘:sr:g:;si;wmuws-ox
Any 1 Sabra Product Ty bbbt

(available in deli)

N7

&
he pqn“'\"

iy

Rucific

Veget,
Brogh ¢

Easy recipe ideas & cool savings ~ available st Publix!

o

Save Now! <postmaster@Secure-Response.net>

Jasimion Connoley

o Exclusively at Publix

SEE OFFERS

LIVE WELL

ety — |
T e e, |

i
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EXTRA SAVINGS THEMED CAMPAIGN

Make It Italian

IN-EMAIL AD
2 BENEFITS (Must also run an offer in flyer) $1,750 o
E * Drives brand awareness , - 2884 $799 HHDDEN
; Rao's Homemade Pasta a0’s Homemade Sa v
i * Encourages trial through value and recipe ideas PRICE POINT $9.300 7 kzm N GOQPNESS
o o . / ] i
% Generates incremental sales DIGITAL COUPON $9.300
2
8 MARKETING COMPONENTS COUPON $11,200 E—
&)_ - $629 $499 WA" s’ 22,2024
g PRINT ADVERTISING QUARTER PAGE $28,000 oo, | e | - S ez 2 |
= * Extra Savings flyer themed campaign — Marinary *"*4 < Wi 1
= . . (mtrge ud} Your cholcs
h * 2.4MM circulation HALE PAGE $50,000
(@)
% & EMAIL
L °
1.1MM+ deployments _ AUG. 24 - SEPT. 6, 2024 MAY 24 - JUNE 6, 2024
— * 1.1MM sent in week 1, follow-up email
sent to openersin week 2
[ INFLUENCERS [} § Atirboee

* 766K impressions
* Includes Instagram influencers

[
=
o
[a
o
(23 Q Exclusively at Publix
@

o

RECIPES
* Include your recipes on the Make It Italian
recipe landing page

Contents @ View the Calendar @ Campaigns are subject to change.
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EXTRA SAVINGS THEMED CAMPAIGN
Mindful Choices*

BENEFITS

¢ Drives brand awareness

* Encourages trial through value and recipe ideas
¢ Generates incremental sales

MARKETING COMPONENTS

PRINT ADVERTISING
* Extra Savings flyer themed campaign
* 2.4MM circulation

& EmAIL

" s Targeted to shoppers in Publix footprint

* 1MM+ deployments

* 1MM sentin week 1, follow-up email sent
to openers in week 2

@ SOCIAL ADS
* Location and behavioral targeting
* 1MM impressions

RECIPES

* Include your recipes on the Mindful
Choices recipe landing page

PROGRAM COSTS

IN-EMAIL AD
(Must also run an offer in flyer)

PRICE POINT
DIGITAL COUPON
COUPON
QUARTER PAGE

HALF PAGE

$1,750

$9,300
$9,300
$11,200
$28,000

$50,000

MAR. 15 - 28, 2024

JUNE 15 - 28, 2024
AUG. 24 - SEP. 6, 2024

NOV. 30 - DEC. 13, 2024

TN = 70" Il gluten
W organic free

* To be considered for program participation, items must meet the welness criteria for a minimum of 1 of the icons above.

Contents @ View the Calendar @ Campaigns are subject to change.

MAY 24 - JUNE 6, 2024

AUG. 30 - SEPT. 12, 2024

made

without
publix.com/
thelist

better

choi

oice

pPublix.com/
digital-coupons

co N
J WITH MFR DIGITAL coupon
Mary’s Gone ¢
Any 1 Breton Crackers o {acers Planet .
anic at Oatmilk C;
6.1-7.9-02 5. _r:gé 5o or Oatmilk TRAmSE

your choice 320r52-0z
your choice
(refrigerated)

o7 IRIMAL

Alpha Plant-B.

St SIMPLY
an h 725

2 :'rlflvr:ps;; Ezumto MD£L/C/0(/S ) 4

Vo i ':'lzlo‘modeMlnAvgudool'

2*9 EhE

So Delicious Dairy F;
Frozen Dessert i
pint, Cones, Sandwich or

115 BB

Pri.mal Kitchen
Olive or Avocado Oil

Bars 4-pk.
your choice 16.9-02
your choice
=
llll
2:5109E = m
ACAf o Sambazon Oraanis A-a: E<mmer 1 Fomuerey

11:03 : "W T -

< All Inboxes /N Nz

o Exclusively at Publix

SEE OFFERS

Mindfuls.
"‘Gh@lcg&

QIE
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EXTRA SAVINGS THEMED CAMPAIGN

New ltem

Extra Savingso

218

IN-EMAIL AD Splenda
@ BENEFITS (Must also run an offer in fiyer) $1,750 ool st
E ¢ Drives brand awareness your chokcs
& * Encourages trial through value and recipe ideas PRICE POINT $9,300 25$4
2 ° i = monade
% Generates incremental sales DIGITAL COUPON $9,300 n?:'n'-osmh d

your choice
> CHa
E Excitin
z MARKETING COMPONENTS COUPON $11,200 NEW |te?ns s
Q— EE El Monterey Signature
g PRINT ADVERTISING QUARTER PAGE $28,000 A Burtosor imahange
2 * Extra Savings flyer themed campaign @a—i-v@ (frozen)
5 * 2.4MM circulation HALF PAGE $50,000 @.‘}g o pubi o $1 OFF ﬂ
p’:i:i_‘ =¥ | digital-coupons

g’ b @ -"l.bJ"! h@% WITH MFR DIGITAL COUPON
g s N FOR - Srvedded Chesse

* 1.1MM+ deployments
* 1.1MM sent in week 1, follow-up email sent AUG. 10 - 23, 2024 MAY 10 - 23, 2024

= to openers in week 2 o o
Z - wl T -
g @ DISPLAY ADS @ AUGUST 2023 RESULTS - “"'”"‘““QE o Y
= ‘ Locat'_on and _behav'oral targeting Incremental Email Display Social .
8 * 1MM impressions Sales Ads Ads B ccoreees NS
a
40.6% 2.4MM 3MM 3.3MM 1
RECIPES Unit delivered impressions impressions EXC\t\n\%ems
. - (3MM goal) (3MM goal) NEVV Itetl=
Include your recipes on the New Item -
. . 26.1% 20.11% s
recipe landing page Dollars open rate 5.2K 29K | =

<\l
Z =i
AlEh

engagements engagements ADVERTISEME

2.11%

click-through
rate

20 Decadent
Chocolate and
Caramel Desserts

-

- 20+ Decadent Cake
@ Recipes From Scratch

W. 10+ Bake-and-Freeze
id s - ..
D-BAT Addison

Contents @ View the Calendar @ Campaigns are subject to change.
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EXTRA SAVINGS THEMED CAMPAIGN
Pet Essentials

BENEFITS

* Drives brand awareness
* Encourages stock-up behavior through value
* Generates incremental sales

MARKETING COMPONENTS

PRINT ADVERTISING
* Extra Savings flyer themed campaign
* 2.4MM circulation

(B EMAIL

* Targeted to shoppers in Publix footprint

¢ 1.1MM+ deployments

* 1.1MM sent in week 1, follow-up email
sent to openersin week 2

SOCIAL ADS
* Location and behavioral targeting
* 1MM impressions

PROGRAM COSTS

IN-EMAIL AD
(Must also run an offer in flyer)

PRICE POINT
DIGITAL COUPON
COUPON
QUARTER PAGE

HALF PAGE

PROGRAM LIVE

MAY 18 - 31, 2024

OCT. 19- NOV. 1, 2024

DEC. 14 - 27, 2024

$1,750

$9,300
$9,300
$11,200
$28,000

$50,000

SUBMISSION PERIOD

FEB. 16 - 29, 2024

JULY 19 - AUG. 1, 2024

SEPT. 13 - 26, 2024

@ OCTOBER 2023 RESULTS

Ld
Incremental Email
Sales
41.7% 1.1MM
Unit delivered
22.2% 15.93%
Dollars open rate
1.68%

click-through
rate

Contents @ View the Calendar @ Campaigns are subject to change.

Display
Ads

1IMM
impressions
(1MM goal)

14K

engagements

Social
Ads

1.1MM
impressions
(1MM goal)

4.6K

engagements

o X

Extra Savings @

&; Pet Essentials

,‘,LL uOon

12-16-02
your choice

Hgfy

ﬁ

11:03

Full Moon Dog Treats

@ $479

Nature Gnaws
Beef Dog Treats

youv s hoics

< AllInboxes A M

@ Exclusively at Publix

SEE OFFERS

SHOP NOW.

3299
‘ The Blue Buffalo Co.
Dog Food
12.5-0z can

your choice
{excludes Wilderness)

$1 25

The Blue Buffalo Co.
Cat Food

3-ozcan

your choi
(excludes Wilderness)

2:08

= pe PetCarerx

Your Certified Online Pet
Pharmacy
AND THE BEST SOURCE FOR PET SUPPLIES

NexGard .
=3 48

ya (3

—

HEARTGARD PLUS
CHEWABLES FOR
DOGS

NEXGARD
CHEWABLES

e En&uivﬁxuim

SAVE NOW!




c*

Engaging Shoppers, Delivering Results

'_
=z
o
o
©)
=
o
o
o

EXTRA SAVINGS THEMED CAMPAIGN

Storm Season Essentials

BENEFITS

* Drives brand awareness
¢ Encourages stock-up behavior through value
¢ Generates incremental sales

MARKETING COMPONENTS

PRINT ADVERTISING
* Extra Savings flyer themed campaign
* 2.4MM circulation

EMAIL
" e Targeted to shoppers in Publix footprint
* 1.1MM+ deployments
* 1.1MM sent in week 1, follow-up email sent
to openers in week 2

DISPLAY ADS

* Appear on weather.com

* Location and behavioral targeting
* 1.3MM impressions

i3] INFLUENCERS
* 766K impressions
* Includes Instagram influencers

COUPON

HALF PAGE

IN-EMAIL AD
(Must also run an offer in flyer)

PRICE POINT

DIGITAL COUPON

QUARTER PAGE

JUNE 1 - 14, 2024

@ JUNE 2023 RESULTS

d

Incremental
Sales

42.2%
Unit

23.4%

Dollars

Contents @ View the Calendar @ Campaigns are subject to change.

Email

1.2MM

delivered

17.78%

open rate

1.85%

click-through
rate

$1,750

$9,300
$9,300
$11,200
$28,000

$50,000

MAR. 1 - 14, 2024

Influencers

1.2MM
impressions
(IMM goal)

18K

engagements

Display
Ads

1.4MM
impressions
(1.3MM goal)

2K

engagements

=\ publix.com/
@’?‘ digital-coupons

on

14.5-15.5-02, your choice

F

o .

< All inboxes
@ Exclusively at Pubiix
STAY READY. STAY SAFE.
ST
Storm season
essentials

Vikd huse 4 - 17,2022

Save $1%°

WITH MFR DIGITAL COUPON

Extra Savings©

B ahae N

Storm season
essentials

Glory Foods Vegetables or Beans

By Ay 1St o
1

COUPON VALID JUNE 4 TO JUNE 17, 2022
Buy

STAY READY.
STAY SAFE.

Check these storm essentials off your list.
»Publix.com/storm

287
?;::’: Mayonnaise

2:$12%
Jov: Deop Skin & Collular
tion Water

bk 1L

INAL ‘
AFR ON : 4 ! ‘
INE 17, 2022 COUPON VALID JUNE 470 JUNE 17,2022 ]

UPOM VALID JUNE & TO JUNE 17,
col =
o

1 Pace Salsa or Picante
84 s2'% Avocado Saisa 15.7-02
and Get 1
e e S
TR T AR

gx’ $4 OFF

H wnee
COUPON VALID JUNE & YO JUNE 17, 2022 '

= $

Needville, TX We

STAY READY. STAY SAFE.

Storm season
essentials
[==save now"

Publix account required to access
digital coupon savings.

Q Exclusively at Publix

Needville, TX s of 10:25 am COT

7ac TNL

Day 81° « Night 69°
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EXTRA SAVINGS THEMED CAMPAIGN
Summer Grilling

BENEFITS

* Drives brand awareness
* Encourages trial through value and recipe ideas
* Generates incremental sales

MARKETING COMPONENTS

PRINT ADVERTISING
* Extra Savings flyer themed campaign
* 2.4MM circulation

2 EMAIL

e Targeted to shoppers in Publix footprint
* 1.1MM+ deployments
* 1.1MM sent in week 1, follow-up email sent
to openers in week 2

@ SOCIAL ADS
* Location and behavioral targeting
* 1.5MM impressions

@ DISPLAY ADS
* Location and behavioral targeting
* 1.5MM impressions

RECIPES
* Include your recipes on the Summer
Grilling recipe landing page

PROGRAM COSTS

IN-EMAIL AD
(Must also run an offer in flyer)

PRICE POINT
DIGITAL COUPON
COUPON
QUARTER PAGE

HALF PAGE

JUNE 29 - JULY 12, 2024

@ JULY 2023 RESULTS

Incremental Email
Sales
72.5% 1.11MM
Unit delivered
33.9% 18.64%
Dollars open rate
1.96%
click-through
rate

Contents @ View the Calendar @ Campaigns are subject to change.

$1 ,750 publix.com/
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SAVE ON COOKOUT ESSENTIALS & MORE!

Spring Entertaining
Recipes

Host a get-together with a meal of fresh
springtime flavors.

SAVE ON COOKOUT ESSENTIALS & MORE!
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EXTRA SAVINGS THEMED CAMPAIGN

Tournament Time
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Hippeas Chickpea Puffs
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Engaging Shoppers, Delivering Results

PROMOPOINT

HOW CAN WE HELP?

Promopoint Contacts

Lara Toothman Lee Smith Charlie Wallace Ann Cooper Nikki Johns
VICE PRESIDENT ACCOUNT DIRECTOR ACCOUNT DIRECTOR ACCOUNT DIRECTOR ACCOUNT DIRECTOR
M: 404-964-6035 O: 813-342-9475 M: 863-608-4938 M: 404-520-1774 M: 330-858-8858
lara.toothman@promopoint.com lee.smith@promopoint.com charlie.wallace@promopoint.com  ann.cooper@ promopoint.com nikki.johns@promopoint.com
Contents @
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Thank You

Ymopoint
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