Ymopoint

- Opportunities

ENGAGING SHOPPERS, DELIVERING RESULTS



c

Engaging Shoppers, Delivering Results

'_
=z
o
o
©)
=
o
o
o

WELCOME

Contents

Capabilities & Contacts

Solutions that Deliver Results
Contacts

03
31

Extra Savings

Extra Savings Program

Brand Participation Options
Seasonal Themes

Digital Coupons

Calendar

Digital Media Enhancements

Media Packages

Price Point

Percentage & Dollar Off

Digital & Net-Down Digital Coupons
Full & Half Page

Traditional Coupon

Portal Access

Guidelines

Digital Coupon Submission Process

04

05
06
07
08
09
10
11
12
13
14
15
16
17
18
19

Brand Solutions

Custom Campaigns
Curbside Sampling
Traditional Sampling
Reporting

Marketing Components
Email Campaigns

Display & Social Ads
Rewarded Display

Shoppable Recipes
Influencers

Landing Pages

21-22
23
24
25

26
27
28
29
30
31
32



c

Engaging Shoppers, Delivering Results

|_
z
O
a
©)
=
O
@
o

JANUARY 1,

Solutions That Extra Savings@
. 82 5%off 25% Y €
Deliver Results

g St off

Any 1 Bounty
Double Plus Rolls

PUBLIX PREFERRED PARTNER FOR
EXTRA SAVINGS & CURBSIDE SAMPLING

Promopoint manages and executes successful
marketing campaigns at Publix.

Discover our range of services to elevate your
brand and achieve exceptional results:

B Extra Savings Program
Diqgital & Social Ads
Email Marketing
Curbside Sampling

Traditional Sampling

Influencer Partnerships

Creative Design

Landing Pages
Analytics & Measurement



Extra Savings Program

BRAND PARTICIPATION AND DIGITAL MEDIA

Ymopoint
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PUBLIX COM/EX Vi
ECT
v JANUARY‘H TOJANUARY24 2025

Extra Savings Program

The Extra Savings flyer is the supplemental ad fulfilled
. gs Ty .pp .. ] Extra qn\llhﬂa
by Promopoint on behalf of Publix. Participating brands i@ Digital Coupon
receive at-shelf signage in addition to placement in the a% Scan. Clip. Redeem. ‘ i NSRRI AR AR 48 225
prmt f|yer (CF Scan to clip or sign up at clubpublix.com/jointosave

Brands and suppliers have the opportunity to promote
price points, coupons, or brand messaging (inside
pages only) through this supplemental ad.

50off Extra Sav'"gs_"

Any 1 Bounty % 500 Off 2500

Double Plus Rolls WITH MFR DIGITAL COUPON =)
6-pk. $5 off When You Spend $25 on il

Engaging Shoppers, Delivering Results

Doy, Gt Heron Essencen. oo & Sntdor,Lov. . 27."
Valid 10/10 - 10/20/24 2‘,,;0"",‘“51, e TR e et &

FLYERS PUBLIX WEEKLY EMAIL st

2MM Distributed in stores Publix also promotes the flyer via weekly 2N

and newspapers savings emails. i

Shelf Sign J
SHELF SIGNS SEASONAL & ,;""_l‘“.p_"_ln ».... ) s KRR, ,
at point of purchase Seasonal themes are highlighted within the M| meme— T =& ]
Flyer throughout the year and inspire shoppers s 2 for 5% 4% 2 for 4%
_ 2 WEEK through savings. Digital Media packages are Sinmygi Drssing P —— {ran s E
- execution, available to amplify pricing activity. I‘ T e Yoo e
z Saturday-Friday 4wy | @ 100
o LIFT AVERAGES* TI T B, % st L
5 PUBLIX.COM — W S e ==l A
CED Available on Publix.com o . S S - =
0% Y% 0 0 99 00 00 Q49 00

- 40%-80"  35%-80% 2y aforiOn 2for iR O gn.;s:{mﬁw - ‘

Eligible participants must Unit Unit CR mros T

NOT be in any of the Publix % % 0 0 .

Weekly Ads during the 20 0'45 0 25/0'80A) SO

Extra Savings dates. Dollar Dollar

Contents @ Calendar @ Services @ *Source: Nielsen NIQ, Publix Total TA, 3 WE 08/24/24
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HELLMANNS
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EXTRA SAVINGS 529 B oo mavo
11 . . ; : 2 Be Delicious
Brand Participation Options '
your choice
Drive sales with strong savings offers. Provide added i
value to Publix shoppers through targeted promotions. brice Point

Buffalo Chicken Wings
with Creamy
Blue Cheese Dip

PRICE POINT $7,000

PERCENTAGE-OFF & DOLLAR OFF  $7,000

25% off

(shelf price reflects discount)

Icy Hot or Aspercreme
2-4- 3-5-ct.
TRADITIONAL COUPON $7,000 your choice

HALF-PAGE s45,000 SN

keeps her in the game =
Body dissatisfaction is the #1reason 4% of girls  ~ =

Percentage Off

Engaging Shoppers, Delivering Results

‘quit sports by age 14.
FULL-PAGE $85,000 (@EA
=)
00 25e 2 for 7% s 6
ff { Dove Shampoo or Dove or Dove Men + Care
_ 2 o 2\ Conditioner O 0% Deodorant
- e i o ks

(shelf price reflects discount) -

MEDIA PACKAGES

E - Temptations Dry Cat Food
= . . . . .. . ! & 3.151b
o Amplify pricing activity with digital media. your choice
a : 00 s 50
e efortt) o
ove Man+Caro Hair s Masa

CED VIEW MEDIA PACKAGES f:;&é::;mo iser
g Dollar Off

:' __________ COUPON VALID JANUARY 11 TO JANUARY 28,2025 | . Do 190 o ff

! usoa) | = ?ﬁo Lr::m Body Wash

I 100 W : £%) your choice

: Any 1 Jovial Organic | [ Y [OF0]

| Brown Rice Pasta ! 79° i

| 9-12-02 | oo Dove or

| c Cu " able I Dove Men+Care };;“.}'.

: Offer good 1/11/2025 - 1/24/2025 : 2 = '35’43,.""’ f‘:‘“'J

! @ red w#mn | w

Traditional Coupon Full Page

Contents @ Calendar @
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EXTRA SAVINGS Program Submission Time Frame* Approval
Dates (includess artwork) Notification Seasonal Themes
Seasonal Themes

2/22 - 3/7 1122/24 - 12/5/24 1/1/25 Baby

Seasonal themes are highlighted within the Extra Savings Flyer during

2 key timeframes. 3/8 - 3/21 12/6/24 - 12/19/24 1/15/25 Tournament Time
=]
> . . . - . . .
g Part|C|pa_nts will be limited and subject to Publix selection based on the most 3122 - 4/4 12/20/24 - 1/2/25 1/29/25 Frozen Food Stock-Up
o relevant items.
%  There is no additional fee for participating, but brands have the option to add 4/5 - 4118 1/3/25 - 1/16/25 2/12/25 Easter Gatherings
= brand-specific Q|.g|tal njgdla packages to enhance shopper engagement and 5/3-5/16 1/31/25 - 2/13/25 3/12/25 Cinco de Mayo
a} awareness of pricing activity.
g * All brands that add digital packages will receive a post promotional analysis. 5/17 - 5/30 2/14/25 - 2/27/25 3/26/25 Pet
S * Submit for these themes throughout the year in the Extra Savings Portal.
o 5/31 - 6/13 2/28/25 - 3/13/25 4/9/25 Storm Prep
n
E’ PARTICIPATION OPTIONS 7126 - 8/8 4/25/25 - 5/8/25 6/4/25 Storm Prep
(o))
©
2 PRICE POINT $7,000 8/23 - 9/5 5123/25 - 6/5/25 712125 Halloween Candy
- PERCENTAGE-OFF & DOLLAR OFF  $7,000 9/6 - 9/19 6/6/25 - 6/19/25 7/16/25 Baby
z
o TRADITIONAL COUPON $7,000 9/20 - 10/3 6/20/25 - 7/3/25 7/30/25 Hispanic Heritage
S
s 10/18 - 10/31 7118/25 — 7/31/25 8/27/25 Halloween
S HALF-PAGE $45.000
o 11/15- 11/28 8/15/25 - 8/28/25 9/24/25 Holiday Gatherings

FULL-PAGE $85,000

11/29 - 12/12 8/29/25 - 9/11/25 10/8/25 Holiday Baking
* Publix-led front-page themed programs for secondary themes and new 1213 - 12126 9/12/25 - 9/25/25 10/22/25 Holiday Gatherings
item corporate programs. Reach out to your Buyer/CM or visit
Publix.com/shoppermarketing (access required) for more information. MEDIA PACKAGES
* Publix-led back-page themed programs for HBC corporate program with Amplify pricing activity with digital media.

in-store merchandising. Reach out to Kevin Routh or Pam Bryant or visit
www.Publix.com/shoppermarketing (access required) for more information.



https://extrasavingsportal.com/login
https://publix.widencollective.com/loginportals?return=%2Fportals%2F0o65clbq%2FGeneralGuidelines%3Futm_source%3Dvanity%26utm_medium%3Ddirect%26utm_term%3Dshoppermarketing%26utm_campaign%3DPCN22988
https://publix.widencollective.com/loginportals?return=%2Fportals%2F0o65clbq%2FGeneralGuidelines%3Futm_source%3Dvanity%26utm_medium%3Ddirect%26utm_term%3Dshoppermarketing%26utm_campaign%3DPCN22988
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EXTRA SAVINGS

Digital Coupons

Digital Coupon Themed Sections

@'::: ® Program Submission Time Frame* Approval - )
SINGLE OFFERS EEs "‘g Dates (includes artwork) Notification Digital Coupon Sections
@ * 12 Flyers will feature Digital Coupon section @ s F
E during specified timeframes (see calendar) e 1/11 - 1/24 10/11/24 - 10/24/24 11/20/24 Digital Coupons 1
o}
x * Brand participation options include:
g’ i o . 1/25 - 2/7 10/25/24 - 11/7/24 12/4/24 Digital Coupons 2
3 * Single offer featured within the designated
E section of the Flyer with shelf signs 2/22 - 3|7 11/22/24 - 12/5/24 1/1/25 Digital Coupons 3
(0] TR
a) * Single offer with shelf signs only, without
) being in the Flyer 300 off 4/19 - 5/2 1/17/25 — 1/30/25 2/26/25 Digital Coupons 4
I}
o * During timeframes that are not designated as WITH MFR DIGITAL COUPON 5/3 - 5/16 13175 - 2/13/75 3/12/25 Digital Coupons 5
Ug) Digital Coupon sections, brands can ény; Njutzogena g
L . . un Produc
o participate as a Digital Coupon Shelf Sign only PUBLIX.COM/DIGITAL-COUPONS 6/14 - 6/27 3/14/25 - 3/27/25 4/23/25 Digital Coupons 6
‘g option without being in the Flyer.
2 * Digital coupon/Shelf Sign submissions are - 7112 - 7125 411125 - 4124125 5/21/25 Digital Coupons 7
w . . . Digital Coupon
limited to 25 per Extra Savings timeframe.
— 8/9 - 8/22 5/9/25 - 5/22/25 6/18/25 Digital Coupons 8
'_
s FULL AND HALF PAGES 8/23 - 9/5 5/23/25 - 6/5/25 712125 igi
e * Digital coupons within half and full pages can Digital Coupons 9
Ie) . .
runin every Extra Savings (26 Flyers).
CED ry gs ( yers) 10/4 - 10/17 714125 - 7/17/25 8/13/25 Digital Coupons 10
4
o
PARTICIPATION OPTIONS 11/1 - 11/14 8/1/25 - 8/14/25 9/10/25 Digital Coupons 11
DIGITAL COUPON & NET-DOWN $7,000* Celsius On The Go 12/13 - 12/26 9/12/25 - 9/25/25 10/22/25 Digital Coupons 12
DIGITAL COUPON IN FLYER S Powders
your choice L. . . . . .
) *Digital coupon set-up fee is waived for Extra Savings digital coupons. Brands will be Contact InMar to set u
SHELF SIGN ONLY* S"f'e_P'"e“"'""“"“"“""é,‘,g'é‘#T charged $.08 fee per clip, unless other negotiated Corporate rates apply. All digital Digital Coupons: P
(NOT IN FLYER) $2,950 ?:i'ff:i‘:{'if,‘;";;/'l'r'lj‘ """""" 99 coupons and offers are delivered to our customers through our Club Publix loyalty g ) P )
MFR DIGITAL COUPON 8 program via Inmar. Customers must be a Club Publix member to clip and redeem Olivia Bella
PUBLIX.COM/DIGITAL:COURONS digital coupons and offers. We ask that brands and suppliers work directly with Inmar olivia.bella@inmar.com
* digital coupon via the new “SHELF SIGN ONLY” to generate digital coupons. 201-841-6734

option are available for all ESF Dates in 2025. Net-Down Digital Coupon



mailto:olivia.bella@inmar.com

b EXTRA SAVINGS

2025 Calendar

Submission Time Approval Seasonal
Notification Themes

Digital Coupons
Show in Flyer

Program Submission Time Approval Seasonal

Digital Coupons Program

Dates Frame* Notification Themes Show in Flyer Dates Frame*
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1/11 - 1/24

1/25 - 217

2/8 - 2/21

2/22 - 3/7

3/8 - 3/21

3/22 - 4/4

4/5 - 4/18

4/19 - 5/2

5/3 - 5/16

5/17 - 5/30

5/31 - 6/13

6/14 - 6/27

6/28 - 7/11

10/11/24 - 10/24/24

10/25/24 - 117/24

11/8/24 - 11/21/24

1122/24 - 12/5/24

12/6/24 - 12/19/24

12/20/24 - 1/2/25

1/3/25 - 1/16/25

1/17/25 — 1/30/25

1/31/25 - 2/13/25

2/14/25 - 2/27/25

2/28/25 - 3/13/25

3/14/25 - 3/27/25

3/28/25 - 4/10/25

11/20/24

12/4/24

12/18/24

1/1/25

1/15/25

1/29/25

2/12/25

2/26/25

3/12/25

3/26/25

4/9/25

4/23/25

5/7/25

Valentine’s

Baby

Tournament
Time

Frozen Food
Stock-Up

Easter
Gatherings

Cinco de Mayo

Pet

Storm Prep

2025 calendar is not final and is subject to change. * Last day of submission time frame reflects artwork due date. Product images & Half/Full page ad creative drafts due by submission deadline.

7/12 - 7125

7/26 - 8/8

8/9 - 8/22

8/23 - 9/5

9/6 - 9/19

9/20 - 10/3

10/4 - 10/17

10/18 - 10/31

11/1 - 11/14

11/15 - 11/28

11/29 - 12/12

12/13 - 12/26

12/27 - 1/9

4/11/25 - 4/24/25

4/25/25 - 5/8/25

5/9/25 - 5/22/25

5/23/25 - 6/5/25

6/6/25 - 6/19/25

6/20/25 - 7/3/25

714125 - 7/17/25

7/18/25 — 7/31/25

8/1/25 - 8/14/25

8/15/25 - 8/28/25

8/29/25 - 9/11/25

9/12/25 - 9/25/25

9/26/25 - 10/9/25

5/21/25

6/4/25

6/18/25

712125

7/16/25

7130/25

8/13/25

8/27/25

9/10/25

9/24/25

10/8/25

10/22/25

11/5/25

Storm Prep

Halloween
Candy

Baby

Hispanic
Heritage

Halloween

Holiday
Gatherings

Holiday Baking

Holiday
Gatherings
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Digital Media <
Integrating digital media with in-store
promotions helps maximize visibility O o
and Sa.VingS fOI‘ PUb“X Shoppers. Shop for the Perfect Pair ——

. . : at Publix today! Shelf Sign
Using social ads, display ads, and

. , . Y c @%i® Digital Coupon
email alongside traditional offers < Digital Media In-Store> 208 Geon Clin. Redeem
@7z S‘can‘to‘ c‘li‘paor:i'gn ul;;;( c.IJb;ub]i);:;c;:n/join;osavo

allows brands to reach customers ' REAL
VARIETY
Pe+{, BREWED

online while driving in-store
purchases, boosting foot traffic, and
delivering added value.

1%0off

W 1 IViFe IGITAL COUF JIN
Any 1 Pure Leaf Tea

o 18.5-0z2.

3 getthes&ings > your choice

Display Ads REAL

10/1( 0/20/2¢
MUST 8E A CLUB PUBLIX MEMBER. TERMS, CONDITIONS &
RESTRICTIONS APPLY. QUANTITY LIMITS PER HOUSEHOLD APPLY.

Engaging Shoppers, Delivering Results

VARIETY Eiia AN e
Per) BREWED

TN

10 off

Any 1 Pure Leaf Tea
1850z

2099

Red Bull
REAL 12-pk. 8.4-0z
VARIETY

@es) BREWED

—
Z
o
o
©)
=
o
o
o

20 Comfortable Fall Boots
That'll Have You Stepping Out

in Style \ 51 4
il REAL i 00

T ——— VARIETY 2 for 6*° 3 for 5%
‘ [ M Y Deal Roar Organic Vitamin

4 J i ey BREWE Aquafina Enhanced Beverage

) \ v e g 8-pk. 12-02 18-02

Ll [— o L 1 3 your choice
30 Amazon Fall 16 Best Dressen to 15 Best Ballet Flats 25 Best Fall 7’
Clothing Stagles Wear With Combey  for Women Wedding Guest !

Social Ads

Your Closet Needs  Boots in 2024 Dresses o 2024

Try The 3rd Workout In 99
Our Glute Gains Challenge 3

« Zephyrhills or Deer Park
= 12-pk..5L

I (in select stores)

2 for 7°0

Dasani
6-pk. 16.9-02

B e
§
. &

Try This 7-Minute Glute-
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Extra Savings Digital Packages

Support for Extra Savings Ad offers.

1MM

Total Impressions

INCLUDES

EMAIL - IMM+
15%-+ Estimated Open Rate

1.5%+ Estimated
Click-Through-Rate

REPORTING
Sales Data Overview

o  This email is not associated

with Club Publix or Publix
emails and does not come from

Publix or Publix owned account.

2.35MM

Total Impressions

3.5K

Total Estimated
Engagements

INCLUDES

DISPLAY ADS
Programmatic

TARGETING
Location & Behavioral

REPORTING
Sales Data Overview

SOCIAL

$25,000

2MM

Total Impressions

5.8K

Total Estimated
Engagements

INCLUDES

SOCIAL ADS
Facebook & Instagram

TARGETING
Location & Behavioral

REPORTING
Sales Data Overview

REACH

$27,500

2.65MM

Total Impressions

INCLUDES

EMAIL - 1.4AMM+
15%+ Estimated Open Rate

1.5%+ Estimated
Click-Through-Rate

SOCIAL ADS - 1.25MM
3.6K+ Estimated
Engagements

REPORTING
Sales Data Overview

TARGET

$50,000

5.5MM

Total Impressions

INCLUDES

EMAIL - IMM+
15%+ Estimated Open Rate

1.5%+ Estimated
Click-Through-Rate

SOCIAL ADS - 25MM
7.2K+ Estimated
Engagements

DISPLAY ADS - 2MM
3K+ Estimated
Engagements

REPORTING
Sales Data Overview

& D

CUSTOM

PACKAGE

Let us tailor a marketing

package that aligns with your

brand's budget. Collaborate
with our team to create a

custom solution, incorporating

one or more of these
marketing components.

EMAIL
SOCIAL ADS
DISPLAY ADS



https://promopoint.com/packages/
https://promopoint.com/packages/
https://promopoint.com/packages/
https://promopoint.com/packages/
https://promopoint.com/packages/
https://promopoint.com/packages/
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EXTRA SAVINGS

Price Point

PRICE POINT

|E-_ VIEW GUIDELINES

$7,000

Aveeno.

Hothureing

599

Degree Dry Spray
Deodorant

3.8-0z

your choice

999

Dove or Dove Men+Care

Body Wash
30-30.6-0z
your choice

999
Aveeno Lotion

18-0z
your choice

499

Axe2in1

Shampoo & Conditioner
16-0z

your choice

859
Playtex Sport Tampons
36-ct

VanEuiaghc e oo

your choice

599
Irish Spring Soap
8-Bar

your choice

2 for 8°°

Colgate Max Clean 6-0z
or Max Fresh 6.3-0z
Toothpaste

your choice

2 for 18°°

Harry's Body Wash
30-0z
your choice

499
Tena Pads
14/20/30-ct.

S Ay




J  0Oll

N WITH MFR DIGITAL COUPON
Any 1 Pampers Swaddlers,
Cruisers, Pure Protection or
Baby-Dry Diapers 42-96-ct.,
EXTRA SAVINGS Easy Ups Training Pants 46-74-ct
ds) or Ninjamas 34-44-ct

Percentage Off
& Dollar Off I

Beauty & Planet, Nexxus,
Shea Moisture, Schmidt’s,
Simple, Tresemmé or
Vaseline Products

(excludes trial/travel size)
PUBLIX.COM/DIGITAL-COUPONS

c

3

Love
MEN &

i
S
[%]
i
o PERCENTAGE-OFF $7,000 ‘
£ 1 ,
E - - \
= DOLLAR-OFF $7,000 — :
3 : 00 1 00 ff

‘ 25% off M o
g o f in+Care Hair (shelf price reflects discount)
= 57@) VIEW GUIDELINES (shelf price reflects discount) ; oz or Body + Axe Hair Care 2.64-16-o0z,
% — Icy Hot or Aspercreme 1 sh 13.5-02 Body Wash 16-0z, Body
o 2-4-oz or 3-5-ct. 4 g Spray 4-oz or Deodorant
= your choice i \ 2.7-3-0z
S , ' your choice
0
- N

N /\

Percentage Off Dollar Off

'_
=z
o
o
©)
=
o
o
o

Contents @ Calendar @
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st HUGGIES WITH MFR DIGITAL COUPON

natural

care  Any 1 Huggies

EXTRA SAVINGS

Digital Coupon &

Digital Coupon > :

= . Baby Wipes
el-vown pigital Loupon
%) PUBLIX.COM/DIGITAL-COUPONS
=]
[%]
[0
o 12 -@
o DIGITAL COUPON $7,000 ﬁ'%;".:
5 ouE 400 off
% NET-DOWN DIGITAL COUPON $7,000 =S WITH MER DIGITAL COUPON
Q_ Any 1 Huggies Goodnites
% Youth Pants
2 28-44-ct.
o . y . . . PUBLIX.COM/DIGITAL-COUPONS
9 * QR code links to your brand’s digital coupon on Publix.com
‘g * Digital coupon set-up fee is waived for Extra Savings digital
%, coupons. Brands will be charged $.08 fee per clip, unless -t =
g other negotiated Corporate rates apply.
c
w
: i_[}:: VIEW SUBMISSION PROCE . 0RO
CZ) Sc@AEOC 2 Sparkling Ice +Caffeine
o p 16-0z
o g__ VIEW GUIDELINES o Net-Down > your choice
S Digital Coupon SalsPes it 4/5%
@ Digital Coupon ................ 1% Off 4
o Manufacturers are responsible for redemption costs. :/:r:rﬁbrgxlrcivégb{porq 4/400 2 for 60
PUBLIX.COM/DIGITAL-COUPONS
Unique Pretzels
10-11-0z
.@-&@ your choice

SCANTO CLP

Knorr Sides

4-5.7-0z

your choice GIN-GINS
SalePrice........... =0 ” &
Digital Coupon g

FINAL PRICE WITH 00
MFR DIGITAL COUPON

PUBLIX.COM/DIGITAL-COUPONS

Contents @ Calendar @
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Full-Page
& Half-Page

keeps her in the game o | ""‘_
Body dissatisfaction is the #1reason 4% of girls  ~ =
quit sports by age 14. 777‘ =
FULL-PAGE $85,000 S S
HALF-PAGE 45,000
$ 2 for 7°° el 64°
Dove Shampoo or Dove or Dove Men + Care
f:?;ditioner (}? Q?O?eodomnt

your choice - your choice

* Half-pages and full-pages must contain
brand messaging.

* Half-page placement features 4 or 6 offers.

350

Nexxus Masque
1502

2 for 10°°

Dove Men+Care Hair

* Full-page placement features 8 or 12 offers.

Engaging Shoppers, Delivering Results

* Digital coupons can be used on these pages. Half Page A btey yourehoce
your choice Pl
_ * National digital offers, sweepstakes or A2
— programs are subject to Publix approval. J
= O Publix does not participate in programs that are HELLMANNS : @;ﬁ -2
O ) . . 2% off - 00 S 00
o offered to a competitor within the Publix market. = ° B ey P o 19 off o [ 4% off
o) N A “1-;.' \'”(“‘ b ey Any 1 Dove Body Wash Dove | 2 WITH MFR DIGITAL COUPON
= O If you are unable to meet the min. requirements Product o MaYoO’ o oo hoca Wi Wb
& for half-page ads, reach out to Publix Shopper iy Game Day w— S e A

Marketing (shopper.marketing@publix.com) to

explore solutions prior to making a submission
to Promopoint.

10ff Be Delicious

JPON

Any Publix Sour Cream 16-0z
When You Buy Any 2 Lipton
Recipe Secrets

799

Dove or

40 off

18-2.6.0z
PUBLIX COM/DIGITAL COUPONS Dove Men+Care vita _ WITH MFR DIGITAL COUPON
= = Dry Spray ey Any 1 Dove Vitamin Care
8 @) VIEW GUIDELINES o) & 200 off Ty N
r‘.t_‘ls‘-_\“} w your choice PUBLIX.COM/DIGITAL COUPONS
@2@; 7 WITH MFR DIGITAL COUPON
A Any 1 Hellmann’s
Mayonnaise, Vegan Dressing or
a Garlic Aioli
' ' 1150z
cwmmm-unnmu.:n; o
= an for
= 400 o f_f Game Dy Reclpes
- o ; : Buffalo Chicken Wings
i . s Any 1 Hellmann's Mayonnaise ith
r, :ﬁ i e ) with Creamy
Contents @ Calendar @ ) | remtirl Blue Cheese Dip

(0] LU #10641



mailto:shopper.marketing@publix.com?subject=half-page%20requirements

cA
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PROMOPOINT

EXTRA SAVINGS

Traditional Coupon

TRADITIONAL COUPON $7,000

* Traditional coupon submissions are limited
to 20 per Extra Savings timeframe.

0@ VIEW GUIDELINES

Manufacturers are responsible for redemption costs.

; V I.ID JANUARY 11 TO JANUARY 24, 2025

290 off

Any 1 Band-Aid or Neosporin Item
(encludes trialtsaved size)

Sngetchoctin o S of the oupen s Sch pehibded. Vb b -shorn
gunchamnscely, O good UTLI005 - VOIS o poud smghbariocd Acbke

LU#10568

CPON LIO lANﬂV 11 TO JANUARY 24, 2025

500 off

Any 2: Aleve 80-270-ct., AleveX
3-0z, Bayer 200-300-ct. or
Rapid Relief 20-ct. OR Midol 40-ct.
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EXTRA SAVINGS

Portal Access

How do | submit offers?
EXTRA SAVINGS PORTAL Hello, Lee Smith! CREATEORDER  DASHBOARD

Powered by Promopoint

1. Visit extrasavingsportal.com

2. Check if you have an account After Logging In:

* If you've participated in Extra Savings before but haven’t used the new
portal, your account may already be registered.
1. View past orders

* Once you’ve successfully logged in, you may find historical orders that you
can reference to quickly replicate a previous order.

* Go to the login page and click ‘Forgot Password’.

3. Request a password reset

Engaging Shoppers, Delivering Results

* Enter your email address and click ‘Email Password Reset Link’. .
2. Submit a new order

¢ If an account exists with that email, you’ll receive a password reset link.
® To submit your first order, select Create Order and/or New Order (for users

S with no history)
o 4. Account verification ST o . . _
a ) ) ) ® The portal is intuitive and will guide you with relevant questions, making the
. , e .
2 If no account is found with your email, you'll be notified immediately that process quick and easy. It typically takes less than 5 minutes and as little as
S an account does not exist. 2 minutes for regular participants.
a e If this happens, contact Lee.Smith@promopoint.com or
Shammi.Hogue @promopoint.com to set up a new account. 3. Gethelp if needed

) i * If you have any questions, visit the FAQ section at the top of your dashboard.
5. Troubleshooting password reset issues
* Ifyou don’t receive a password reset email, ask your IT team to whitelist
the domain extrasavingsportal.com and the email address
info @extrasavingsportal.com.

* For further assistance, reach out to Lee or Shammi.

Contents @ Calendar @



https://extrasavingsportal.com/login
mailto:Lee.Smith@promopoint.com?subject=Extra%20Savings%20Portal%20Access
mailto:shammi.hoque@promopoint.com?subject=Extra%20Savings%20Portal%20Access
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EXTRA SAVINGS

Guidelines

All Offers:

» 1 product image preferred (best selling item)

* Upto 3 images can be shown but cannot be line
or flavor extensions (i.e., cannot show regular
and diet of the same drink or 3 different flavors of }
the same product) a1

* Only 1 Publix Health & Wellness icon may be
used on an offer (icons evaluated by Publix :
Dietician team) %

* Publix NEW icon is no longer permitted for use
in Extra Savings (outside of NEW item theme)

Contents @ Calendar @

Percentage Off & Dollar Off Price Points:
» Buyer pre-approval required

* Not available for all categories

Digital Coupons:

* Clips must be set up as unlimited

» All digital coupons must start two days prior to the
Extra Savings flyer start date

Digital coupon redemption ends 2 weeks after the
program end date

* Once offer is approved by Publix, you will be
contacted by Inmar to complete digital coupon setup

Traditional Coupon:
* Must be LU coded
» 20 coupon limit per flyer

* Manufacturer coupons not permitted
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EXTRA SAVINGS (INSIDE PAGES)

Digital Coupon Submission Process

STEP

Email the contact list above and your Inmar CSM to submit a digital
coupon for the Extra Savings flyer. Inmar will work with you to determine
optimal offer parameters and provide an estimate.

Enter your digital coupon into the Extra Savings portal.

Promopoint will share all Extra Savings submissions (including digital
offers) with Publix Corporate Purchasing for review and approval. Status
updates and any required edits will be entered in the Extra Savings portal.
Inmar will also notify you of any Publix Buyer offer change(s) or rejection.

Submit offer assets to Inmar (olivia.bella@inmar.com), which include:
o Signed Insertion Order
o Asset Collection sheet:
= Publish start & end dates; expiration date; contract signer; billing
contact; PO # (if needed); offer description
NOTE: Publix requires offers to start the Thursday before the ad drop
= Qualifying UPC list (10 or 11 digits with no check-digit)
= 200,000 activations/clip budget
= Offer code & legal terms (provided by your clearing agent)
o Productimage: 450x450; JPG, PNG or GIF file (can include up to 3
product shots or 1 family shot)

Contents @ Calendar @

LEAD TIME
(weeks)

-11to 10

-7t0 95

-5.5

-5.5 —

Extra Savings Contacts: olivia.bella@inmar.com

2= INMAR N ‘
= intelligence. promopornt
LEAD TIME
STEP (weeks)

Inmar will set up your offer, pre-scrub the list of qualifying UPCs to
identify any that might be missing per Publix requirement and send a -5t0 3

proof for your review and approval.

Once you have approved your offer, it will be processed through
Publix's approval engine which (a) ensures their distribution
requirement is met and (b) officially checks for missing UPCs.
NOTE: -2.5
* Missing UPCs identified by Publix must be added to the offer in order
for it to be approved.
* Youdo NOT need to enter added UPCs in the Extra Savings portal.

Follow Publix’s digital coupon process which requires offers to be
submitted through Manufacturer Coupon Maintenance located on the
Business Portal.

. -2.5
Submit Manufacturer Coupons ~
»+ Manufacturer Coupen Maintenance
= Manufacturer Coupon Guide
Please note: Manufacturer Coupon application requires Microsoft Internet Explorer 11.0 and up or Google Chrome.
Promopoint will Invoice for Extra Savings flyer insertion cost. +1
Inmar will invoice for digital offer clip fees. varies

shammi.hoque@promopoint.com | lee.smith@promopoint.com
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mailto:lee.smith@promopoint.com ?subject=Extra%20Savings%20Digital%20Coupon%20Submissions

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

OBJECTIVE BUDGET TIMING

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.

MARKETING COMPONENTS/ Click for details
#&® CURBSIDE SAMPLING Q REWARDED DISPLAY
Q"Jih DISPLAY ADS W SAMPLING

=
= EmAIL cAMPAIGNS ﬁ'@ SHOPPABLE RECIPES

2l INFLUENCERS @ SOCIAL ADS

LANDING PAGES

Contents @ Brand Solutions @ Services @




nvite your friends to ke this Page
Posts
ifs 100,000 people like this

| Get The Savings 99,000 people follow this
= 6

Our real fruit flavor goes hard so you can take it easy. #Save $1 with
a digital coupon on Welch's Juice Cocktail thru Friday, August 23.

L Sara Helwe likes This

c

About

Campaign i ot
Thought Starters SAUVESTN ..

Typically replies within a few hours

Welc“s ,; Send h“ﬁ»‘.:\q.,‘- -

TRENDING NOW

These recipes are hot, hot, hot

%'— On sale now at
)

% ;;%S{v Starbucks v Liked ¥
é Promopoint can develop and implement full campaigns across

o multiple channels. Magnify national campaigns, pricing strategies, S zestypave v Liked v
s e-commerce, digital coupons and more.

_E e Adobe Stock  Liked v
8 Available at

7 212 ol T - 212 ol T - : ol 7

g 1:56 W T - q . o bonappétit  svescrise Coupon available thru 8/231 Getofter

a nstagram ® O ® Available at Publix

2 = +ao yr— | Dike  Ocommm  dawe -

g.’ () Get Th? Savings i

% Create cafe favorites quick and easy at home. ‘;

=2 Find Starbucks Cold Brew Concentrate online at

LICJ Publix Powered by Instacart!

— SMOOTH, RICH &

= ¥ CHILL S =
Z \ r CREATE CAFE FAVORITES

O \ QUICK & EASY AT HOME ’

[a

o - R

s <

o

o

o

COLD “OL
”v“‘!“:\\ COLD

All Dinner Dessert

e e s getthesavings Kraft together and enhance your
dishes.
DELIVERY.PUBLIX.COM Get Kraft Grated Parmesan Cheese 2 for $6 this
Shop Starbucks at Publix! Shop now week at Publix!

Order delivery or pickup.

A Q B O ©

& bonappetit.com

National Campaign Pricing E-Commerce

Contents @ Brand Solutions @
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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 Wednesday 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 Friday 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

Campaigns are subject to change. *based on aggregate findings from Sample Pack programs

Contents @ Brand Solutions @ Services @
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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

é Guidelines will be followed during all demos.

2

s BENEFITS

>

T * Engage shoppers via professional demonstration staff that 0 0

e have been trained with your key brand talking points 65 /0 86 /0

o said they will engage have purchase an
L * Encourage more shoppers to try your brand with in-store sampling item after sampling
§ * Build brand awareness when it retums

‘Q, * Drive sales

c

g PROMOPOINT MANAGEMENT INCLUDES: 2 Of 3

uccj ’ stated they are more likely to

purchase a product after

* Facilitating brand partnerships to expand program reach and sampling in store

maximize budgets

*"How the return of in-store sampling is going over

* Sampling coordination, including working directly with Publix with customers’. Ad Age, June 9, 2021

Buyers and DMs to gain approvals for all three categories: Food,
Non-Food, and Alcohol Beverage

* Providing store lists based on targeting requests (including ACV)

'_
=z
o
o
©)
=
o
o
o

* Custom quotes that capture all sampling supplies and product

costs included in one flat fee PROGRAM COSTS

* Coupon handouts and point of sale (available upon request) * Labor: $182 per store
* Post-event reporting * Additional costs: based on event needs A
. . . L in h N
¢ Initial report sentimmediately following the first demo weekend (equipment, printed material etc.) = ‘“*g\

*  Final recap sent 8-10 weeks after final demo execution * Minimum: 100 stores : v, =

{ Delighye 4, ,
: (9" : -1‘
‘ - =MEYER'S
5 :

CLEAN

oanpsn,mspmsb
LEAN DAY

Contents @ Brand Solutions @ Services @
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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 @ Services @




Marketing

Components

ELEMENT DETAILS

Ymopoint
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PROMOPOINT

PROMOPOINT AVERAGES

_ . 18-23%  2.43%
Email Campaigns
INDUSTRY AVERAGES
Our email campaigns can include 1 email e 8-10% 0.5-1%
deployment or 2+ emails. '

BRAND SOLUTIONS

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 3 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)

This email is not associated with Club Publix or
iX emails and does not come from Publix or
owned account.
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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 @ Services @

SOCIAL
0.29%
CTR
BENCHMARK
2112 T -
Instagram ® O © 212 o -
=) g{etth?saviv1gs 11:56 g
= + Q ©

Get The Savings

BUY any Duracell batteries at Publix, PLAY for a
Chance To WIN Racing Prizes. Grand prize
includes racing tickets, flights, & a hotel stay. ...

Casquitos de Guayaba

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

BY PILAR EGUEZ GUEVARA

. GetMore from

i

,, &%@W

getthesavings Shop delivery or pickup!
Find NEW Drano twin pack and Scrubbing Bubbles®
at Publix Powered by Instacart!

RACINGGAMEUS COoM

Learn more

DISPLAY

0.15%

CTR
BENCHMARK
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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 @ Services O

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 a
recipe-specific add-to-cart link.

lﬂm 5@2 @

Pineapple Coconut
Cheesecake
A aiable at Publia

DISPLAY
BANNERS
Programmatic standard

display runs across web
and in-app environments.

4%
CTR
BENCHMARK

UP TO

50%
ADD-TO-CART
BENCHMARK

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

where they engage to unlock digital rewards.

Contents @ Brand Solutions @ Services @

GET RECIPES

Available at Publix

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.

&\

X
pelMonte
Quality
@& Growens & Good
For the Love of Sides
Del Monte products available i
at Publix
-.
>
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.

X @ PPM-Del Monte Holiday R...

delmonteholidayrecipes.com

Make easy sides and desserts with our “can't be
skipped” recipes this Holiday season. Put some love
into your side dishes with your favorite Del Monte®
and College Inn® ingredients.

Green Bean Casserole

©2023 Del Monte Foods, Inc. All Rights Reserv

MICROSITE OR
ADD-TO-CART LINK

Consumers are directed to a
microsite or a recipe-specific
add-to-cart link.
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BRAND SOLUTIONS

Influencers

Promote your brand authentically by
collaborating with carefully selected blog and
Instagram influencers aligned with your goals.
This approach enhances engagement and
drives sales for your 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

R &) 1:00 o TE

facebook + Q O

)
Prepare an unbeatable game day spread. & What
are you bringing to the tailgate?
= 7‘ : X -~
R E e

GETTHESAVINGS
< Posts

e 2-week flight minimum duration
]a getthesavings

EXCLUSIVE PROGRAM:

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

4 likes
getthesavings #Repost @katerinasaba

Being from Brazil, one thing | love to do is... more

September 9

Q0199 68 comments 15 shares 42.6K views

Contents @ Brand Solutions @ Services @

o) Like () Comment /> Share
™  getthesavinas
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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 @ Services @
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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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