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Why retail media has become
a powerful growth platform for brands

Growth of Expanding touchpoints Shift towards Precision targeting

e-commerce & omni- across the measurable outcomes powered by
channel shopping | path to purchase & performance first-party insights

coles
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2.5X more
+27.0%

Omni-channel Shopper
Supermarkets YoY Growth

spend is 2.5x more than
In-Store only#

in eCommerce Sales!'

The Coles shopper
is an
shopper

With strong growth in digital engagement and shopping
behaviours increasingly moving online, we are continuing

to invest in Coles Online, enhancing the customer
experience and expanding our capabilities to capture
this growing opportunity.

7.4m f b
On average visits to Coles 53%

Online across Coles web &

Source: 1 Supermarkets eCommerce sales and penetration include liquor sold through coles.com.au; 2 Adobe
Analytics; Coles Online (Web and App); 3 Coles Transaction Data | 30-06-2025 to 29-03-2026; 3 Coles Analytics
Coles Online (Web and App) | 30-06-2025 to 29-03-2026 4 Coles Analytics Omni-channel Report, P9 (March 2026)
FY26 Last 13 Weeks

Of Coles Online visitors

app per week? Research Online and

Buy In-store (ROBI)
within 3 days?

. J

coles 360
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' WIN A TRIP TO F1° RACE
IN MONZA, ITALY

We're not jusf
a retail medlqﬁﬂ
network

coles
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We connect with
millions of customers,

across food, drink,
and everyday
essentials

Source: 1 Nielsen Commspoint | Adults 18+, August 2025; 2 Coles Transaction Data | 30-06-2025 to 29-03-
2026;| 3. Coles Amperity CDP instance, May 2026 — Consented customers only.

coles 360

850+

Supermarkets
nationally

T1ém+

Average in-store
transactions per week?

b AN J

consented Coles
Shoppers?

.

88%

of Australian adults have

shopped at a Coles in the
last 12 Months!

J
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We target based on our deep understanding of
who shoppers are, what they buy and how they shop

Derﬁgg’raphic Lifestyle <& ?urchase based Custom
Age Young Families Shopping style Product level purchases
Gender SINKs / DINKs (eg cooking on a budget) (eg organic product
Location Older Families buyers)

Affluence Category level purchases

(eg lapsed, new)

coles

In
Testing

3

Engagement based
Searched & cart
abandonment
Repeat consideration
Lapsed intent
Category / Brand demand



2026 Media Kit

We activate
audiences

to support your
objectives

- e
Acquire Grow existing
new buyers buyers
- Reach new buyers - Increase frequency » eng
- Expand and basket size buyers
penetration - Build share of - Recapture lost sales
customer
\ % \_

coles
.
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Leverage our
vast, connecfed

food and drlnk
ecosystem

We connect brands with shoppers wherever and however
they choose to shop - from in-store and online to on-
demand delivery — there for every shopping mission.

coles

coles

LIQUORLAND

850+ Storefronts

7.4M Weekly visits across
Coles Web & App!

960+ Storefronts

1.1m users to
Liguorland Web?

10M+ active quarterly
Uber users?

Incremental Gen Z &
Millennial audience

+800k average Coles
Storefront visits a week?3

sl
Source: 1 Adobe Analytics; Coles Online (ng' and App) 2 Google Analytics: Liquorland Web 3 Uber Q4 2025 Earnings Report, Global
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18% T
higher ROI WhW
Retail Media was

partofthemix — = =~
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- from awareness
to conversion in a single social ad

Traditional social media stops at awareness. Coles 360 Socials go further
- using real shopping behaviour and closed-loop measurement to
connect campaigns to measurable sales outcomes.

Standard Reporting Coles 360 Reporting

Ad impression & views

Clicks & click-through rate

Video plays & completion rates

Pre-vs During Campaign sales
comparison

Attributable sales

ROAS

Don't just buy socials. Buy socials with impact.

coles 360



We measure what

to shoppers

Not just clicks.
Not just impressions.

Ovutcomes.

coles 360

-

Campaign Effectiveness
In Store & Online

$/Cust. Lift Total Campaign

$26,752.47
$17.194.85 $9,557.64
Conirol Salles Lift Bxposed
$/Cust. $0.16 $0.09 $0.24

K Significance - 100%

\_

-

Buyer Classification

In Store & Online

)
~
)

Ad Exposed Buyers

13.55% (a subset of Ad Exposed Buyers)
476%

/

95.24%

Ad Exposed New Buyers

86.45% = Brand Swifchers

m New fo

Category

4 N

Featured Products - Value Sales

$40 000
$35 000 1 —Total Featured Products Contrel § Sales
$30 000 ——Total Featured Products Test § Sales
$25000 4
$20000 4
$15000 -
$10 000
$5000
j0

K =New Buyers = Repeat Buyers

/

-
\_

Campaign Summary

In Store & Online

% Lift by Key Consumer Mefrics
1242%

enn

347%
1.25%
I
$/Household Penehation Cecasion § Per Occasion




2026 Media Kit

Fully integrated to
unlock better planning
& drive growth

Unlike traditional media partners, Coles 360 works-hand-in-
glove with Category, Trade and Brand tfeams to align every
investment against a shared growth objective.

Connected plans create
stronger customer outcomes.

coles

Trade Category Growth Brand
Plans Strategy Plans

¢ ¢ ¢
coles

Connects data, insights, media
and activation

V

Customer-Led Growth Plan
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Ad Products

01. 02.
Awareness Interest
03. 04.

Desire Purchase
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Awareness

We can help grow brand awareness
with our high impact media network
and extensive shopper reach

= B

Video Social Media Flybuys

coles
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Choose the right
level of targeting
for your campaign

coles 360

Broadcast
1: Many

Broad-reach placements designed
to maximise visibility across high-
fraffic shopper fouchpoints. These
channels can be seen by anyone
who encounters them along the
shopper journey.

Example channels:

0 (g

®s99Yo peppaiyg

Category

1: Few

Placements that allow brands to
appearin relevant category
environments through fixed
category placements,
contextual moments or
category-led initiatives.

5
=

Available on:

=3

In-Aisle. It}

Targeting available:

£ 0 E

Demographic  Geographic ansactional

Behaviour & Journey
1:1

Audience-led activation using
first-party and selected partner
data to reach shoppers based
on behaviours, journey stage,
demographics, interests or
fransactional signals.

Available on:

E 3 = =
Flybuys Video

Social Media

Targeting available:

2 SONIVEE - S

Demographic Gt Interests ~ Tr

Transactional fargeting on Meta is only available through Meta Preferred Ads*
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Turn Meta engagement
into shopper action

Targeting Options

& 0 O

Demographic Geographic Interests

B §

Transactional Journey

Image displayed for illustrative purposes only.

= facebook

M Coles
red - @

No coffee is complete without a treat! Try Lotus Biscoff
Biscuits now 20% OFF at Coles! Hurry, offer ends

8:14 - W
= facebook Q ®©

B Coles we X
ed @

No coffee is complete without a treat! Try Lotus Biscoff
Biscuits now 20% OFF at Coles! Hurry, offer ends
Tuesday. ®

Turning coffee time

into treat time
Lotus Biscoff Biscuits
150g-250g

coles

© Learn more [~]

B & @ @ @

Reels Friends  Marketplace Notifications  Profile

Lotus Biscoff Biscuits

s 0 @ @

Friends  Marketplace Notifications  Profile

Reach targeted and broad audiences across Australia’s biggest
social platforms

Engage shoppers across Meta environments with campaigns designed to build
relevance, drive action and connect media exposure to measurable outcomes.

Access key audiences

Combine Meta interest targeting with Coles data segments to reach shoppers
based on behaviours, interests and purchase signals.

Multiple formats

Tap into a range of Meta ad formats, including Meta Moments, to showcase
your product, inspire discovery and encourage shoppers to take action and
measure campaign impact with attributed sales reporting.

Leverage the Coles brand

Tap intfo one of Australia’s most recognised brands, using a frusted look and feel
to drive atftention, relevance and memorability.

Understand Conversion Performance

META campaigns now include attributable sales measurement, helping brands
better understand conversion performance and the contribution of media
investment to sales outcomes.

>< Category Behaviour
Segments & Journey
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Inspire and Engage

with TikTok )

Entertain and inspire shoppers on one

of Australia’s most engaging social 75B
A platforms Total Tik Tok video views
I |
. 9P Connect with audiences through trend-led, every month
Bright Reveal range is now short-form video designed to spark discovery,
TI:SQ— @ O available in Coles. engagement and action. 90+
Entertainment-Driven Content Average minutes spent
Demographic Geographic Interests in_gpp by Ausfrgnon
i b ' Leverage TikTok's ability to captivate and

users each day

@ entertain audiences, sparking product and
E @Q . , brand discovery through authentic storytelling. \
Transactional Journey Tiranisy Latte = A8 1 MU“iple formats and add-ons

Use arange of ad formats and interactive
Image displayed for illustrative purposes only. : - T .r solutions to reach shoppers at every stage of
the funnel. Boost engagement with in-feed
video ads and add-ons such as pop-ups,
countdowns and voting.

Tap into trends

Connect your brand to the latest cultural
moments and make your products part of the
conversation.

>< Category Behaviour
Segments & Journey

Source: TikTok Internal Data, Australia, Jan 2025
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Drive discovery
on Pinterest

Targeting Options

& 0 O

Demographic Geographic Interests

B §

Transactional Journey

Image displayed for illustrative purposes only.

Tap into Pinterest to reach shoppers
actively seeking inspiration and ideas

Connect with audiences in a high-intent
discovery mindset, helping move them from
inspiration to meaningful action.

Visual discovery

Capture attention with inspiring visual content
that helps shoppers discover and consider your
brand’s products.

Open-minded audience

Reach shoppers while they are actively
exploring ideas, creating opportunities for your
products to be discovered in relevant
moments.

Tap into interests

Align with trending keywords and seasonal
interests to integrate your brand into the
discovery journey and drive stronger
engagement.

X

20

-
156m
searches and saves on
Food and Drink related
Pins by Australian users in
2025
8.2m
Australian monthly active
Pinterest users

NG

Category Behaviour
Segments & Journey

Source: Pinterest internal data, AU, Jan 2025 - Dec 2025, Category searches and Saves

Pinterest Media Kit, 2026
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Connect with audiences

oh Snapchat

Reach Australians where meaningful, 4
one-to-one interactions happen 81 %
Taraeting Obfions : .. Connect with highly engaged Snapchat Snapchat users use the
geling ©p - = audiences through immersive formats, unique chat function

o) North Sydney 5 . q
v targeting and measurable location-based

" NAB - 567F 6:38am
% @ O ‘ o insights. 40
o .. Average times per

Speak to hard-to-reach audiences

Demographic Geographic Interests ] - = ] ) ) dOy Australian
o o ] P cooresso Connect with unigue Snapchat audiences, Snapchatters open
@ ‘. including younger shoppers who are harder to the app
E @ ° A R reach across other social platforms.
o @ - q

35% of Snapchatters are not on Facebook,
and 45% are not using TikTok daily.

Transactional Journey

215) @ + Tag this place

Image displayed for illustrative purposes only. \ i $» Directions Led ned in a nd hig hly engdged

Snapchatters are highly engaged, with Australian users opening the app on
average 40 times per day.

Get 2 for $7 on your favourite dips this footy

finals. Shop now at your nearest Coles o e A 1 Standout above Coles stores Nationally

Includes Red Rock Deli 135g, Black Swan

:“0‘”' oo 2 oo boaos : -INo.o Yk Snapchat's Promoted Places features brands above Coles store locations
: f directly within Snap Map, providing the opportunity to combine location-based
‘I Coles Supermarkets & discovery with interactive branded content and measurable in-store impact
nationally

>< Category Behaviour
Segments & Journey

Sources: Snap Inc. internal data June 1 - July 23, 2023; Snap Inc.
2024 Alter Agents Study 'How We Snap' Commissioned by Snapchat. Parents on Snapchat (n=277).
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Make an impact with
video

Reach shoppers at scale across Australia’s biggest video platforms

Deliver high-impact video campaigns across YouTube and BVOD, tailored to
. . your audience, objectives and media environment.
Targeting Options

Customised to your objectives

@) @ o E @ Video solutions designed to support awareness, consideration or purchase
&8 2 %

objectives, tailored by audience, platform, format and buying approach.

Demographic Geographic Interests Transactional Journey

YouTube and BVOD available

Extend your reach across premium video environments, with YouTube and

BVOD options designed to help maximise audience engagement and
O oube X|a) & =l g campaign effectiveness.
; e Leverage the Coles brand
D—er:{ | D V N Tap intfo one of Australia’s most recognised brands, using a frusted look and
week 10) S, sound fo drive atftention, relevance and memorability.
3
4L0%
)
&
| REPAIR " '
SEN_SQPYNE [ ——u ’O ;I- 200% CLEANER
Colgate N -
Total
@ Coles & e e 3'*—";’; 2\7’1 ;1\ J:;) 5"':':* & Download 8¢ clip =+ Save

494 views 2 days ago

How 1o make crunchy crackling >< Category Behaviour
on a pork roast with Curtis. SegmenTs & JOUrney
= @

Image displayed for illustrative purposes only.
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Turn meal inspiration into

shopper action

Targeting Options

& 0 O

Demographic Geographic Interests

B §

Transactional Journey

Image displayed for illustrative purposes only.

Browse taste's easy recipes

Dirner

Butteccream icing

23

Showcase your brand to shoppers looking for meal inspiration
across Taste and News Corp

Connect with highly engaged food audiences through frusted content
environments that help turn inspiration info action.

#1 food website in AUS!

Reach 5.4 million Australians on average each month, with Taste connecting
with 1in 5 Australians monthly.

Lean on a 12 Year Coles x Taste Partnership

Built on strong shopper engagement and brand influence. Nearly half of Taste
users shop at Coles within 72 hours of seeing a Coles ad on Taste?, highlighting
the News Corp's ability fo connect with shoppers.

Metrics and proving performance

Validate campaign results using digital and engagement metrics to deliver
deeper performance insights.

Extend your reach across News Corp environments

2 NEewS M THE
+g® COM.AU AUSTRALIAN

>< Category Behaviour
Segments & Journey

Source: 1 News Corp Australia- Roy Morgan iris, 12 months ending March 2026, People 18+; 2 SEM Rush, January 20 26;
Google Search Console, January 2026, across all print and digital
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Transform content into
shopper action

Our creative team and

partners are setup to help

brands stand out in the

competitive media space by

delivering high-performing, ‘;‘:—

audience-focused creative "Eﬁght Reveal range is now
. available in Coles.

that drives results.

Image displayed for illustrative purposes only.

your hair while giving a smooth, shiny finish.

24

Content that meets customers in the moment

Inspire shoppers with engaging content and creative that connects brand
stories to real shopping occasions, helping build relevance, consideration and
D action across the Coles ecosystem.

<] Garnier

Influencer & UGC content

Experience rich, long-lasting colour that nourishes

Authentic creator-led content helping brands connect with shoppers through

W Sh, bl dﬂ i Q o
d— relatable stories, product demonstrations and real usage moments.

Shoppable interactive creative

Create interactive content experiences that allow shoppers to discover,
engage, browse with and shop products directly from the creative, whilst
providing infent data fto inform future campaigns.

Leverage the Coles brand

Tap into one of Australia’s most recognised brands, using a trusted look and
sound to drive attention, relevance and memorability.

ShthNow

Shop without leaving this ad &

>< Category Behaviour
Segments & Journey
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Maximise reach
with Google PMax

Use Coles transactional data to power Google PMax campaigns,
helping deliver ads across the channels and formats most likely to

drive performance

Targeting Options
Leverage Coles data

Leverage Coles transactional data via the Google Merchant Center to help

[0]0)
@ @ O deliver ads to customers most likely to convert on Coles Online.

Across multiple channels

Demographic Geographic Interests

B §

Transactional Journey

Serve ad experiences across six Google channels, including YouTube, Search,
Discover, Display, Video, Gmail and Maps.

You (T

Granular reporting

Measure campaign impact with SKU-level post-campaign reporting that helps
show what your investment returned to your brand.

Image displayed for illustrative purposes only.

. Shop Coles Pantry ltems
.7 et i Sponsored

R

= :-:Lu s_-.x.-.l: i

Wisil Cobes Mear You - Shop goceies

wrlrie
e B P X Category Behaviour
e Segments & Journey

@ Tnmsnes o A58530 Dobstis Rosst
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Turn Flybuys data into
personalised shopper
action

Tap into one of Australia’s most loved loyalty programs to
reach shoppers with personalised offers, messages and
measurable outcomes

e

~

1:1 digital targeting

Engage shoppers at a 1:1 level with personalised
messages and offers based on shopping
behaviours, demographics or inferests.

Objective-led communications

Build bespoke audiences around your campaign
objectives, from new customer acquisition and
frade-up to win-back, lapsed shopper re-
engagement and Average Weight of Purchase
(AWOP).

Flexible functionality

Create different offers for different customers, with
test-and-learn opportunities across offer type,
campaign duration and location.

100% measurable

Track purchases through an opt-in model, creating
a behavioural feedback loop from campaign
exposure to post-campaign purchases.

26

-

¥

\ond overall satisfaction. J

10.4m+

active Flybuys members'

+81%

Coles Flybuys members
spend 81% more per week than
non-members?

+208%

Average increase in shopper
spend3

3.0

CANSTAR
WY Most satisfied customers
Australians have rated Flybuys as
the top rewards program in Canstar
Blue’'s ratings from 2023 to 2025,
earning five-star ratings across
value, rewards, accessibility,
partners, digital experience, sign-up

X

Category Behaviour
Segments & Journey

Source: 1. Flybuys Data: 10,371,091 members active (earned or redeemed a point) in the last 12 months, May 2026
2. Flybuys Data, Feb 26 3. Versus matched control group across FY26 Flybuys Data, FY26 to date (May 2026)
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Tailored formats and offers
to meet any objective

CRM Managers will make recommendations to suppliers and
package up the following formats based on each supplier or
campaign objective.

Solus eDM

Premium space to call out key product messaging and encourage trial with relevant
shoppers.

Includes email push and digital offers live in the Flybuys app and website for duration of
the campaign.

Collaborative eDM (CeDM)

Encourage shopper engagement in a shared real estate format utilising any of the
Flybuys offers from bonus points to free samples.

Includes an email push and digital offer live in the Flybuys app and website for the
duration of the campaign.

Banners

Amplify marketing messages and build awareness among relevant shoppers.

Align to wider in-market communications branding and messaging for cumulative
impact.

coles 36O  Images displayed for illustrative purposes only.

Flybuys

coles

YOURPOINTS
Meaion

o

Cuolect 450 bonus paints cn Nalues

Gradnass Adult Grain Free Dog Rol 2 15kg

Solus eDM
Brand led

Flybuys

coles

BASKET
BONUS

Don't forget to activate your offer and scan
younr Flybuys, in-store or online.

Collaborative eDM
Product led

</ Broadcast

Flybuys
coles

BASKET
BONUS

Don't Sorgel 10 Scivata your o and <can
yaur Fphings, 1n-5mam ar orlea

il
MOVEMBER"

v

Helo ohange the fape of mer's heath

S el oo e R ol e T b ek
poencond sare nagp

Stoznow

Banners
Advertising led

Category
Segments
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Effective Flybuys
Trigger Campaigns

Trigger Options

Product Loyalty Trigger:

Universally-available offer where
customers receive free product when
they purchase the required volume.

+10-15% Flybuys sales growth
vs non-Flybuys members!

Due-to-buy Trigger:

Highly targeted offer that is served to
specific customers based on
behaviour.

+100% engagement levels
vs a standard campaign'!

Image displayed for illustrative purposes only.

You're on your way

cantins SNOP2ING o raceve f

ree MoCan fraraen potato or
weg product
Product
Loyalty
Trigger

Flybuys

coles

BOOST
YOUR POINTS

Collect 150 bonus points

15 Comgra Tosss 2ph

Due-to-buy
Trigger

28

Target relevant shoppers based on behaviour to increase
their value to your brand.
Provide Additional value to customers

Utilise product loyalty friggers to encourage shoppers fo buy more of your range
or increase units purchased with a free product offer.

Provide offers at the right time

Due-To-Buy triggers enable offers to be shown to category shoppers at a time
when they are most likely to purchase.

Exclusive Communications

With only one frigger permitted in market per product category, brands can
benefit from exclusive category visibility

>< Category Behaviour
Segments & Journey

Source: 1 Flybuys data FY26. Contact CRM Managers for more information and recommendations.
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EEN

Spark interest in your brand and
products by tapping into the role Coles
plays in Australians’ lives — reaching
beyond the physical and digital store.

ERENERE

Coles Mag Health and ShopFully Nelaale]ligle]
Beauty Mag

coles
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Influence shoppers with Coles
Magazine

One of Australia’s most-read 7 N
magazine, inspiring and influencing 4.48m
millions of shoppers every month. readers per month!

Trusted by 4.48 million Australians

each month! 6 6%

Coles Magazine is picked up for inspiration, of readers purchased a featured
education and product discovery, making it a or OdV?r“SQed product in the
powerful path-to-purchase companion in the Yaieioferine

home.

Award-winning content 80 ;o

Our trusted publication blends utility and of readers use it to plan their
inspiration, from easy midweek meals to new weekly shop?

product spoftlights, earning back-to-back \ /
Mumbrella Awards in 2022 and 2023.

Mumbrella Seamless integration for your products

AWARDS V.V

2022 and 2023 winner - build awareness and support in-aisle recall

Custom publication of the year - - when it matters most.
for the second year in a row : 0 Broadcast X

Images displayed for illustrative purposes only. Source: 1 Roy Morgan Dec 20252, 2 Harvest Insights, 2026 (n=1000 per year)

Place your products in and around relevant
recipes, content and seasonal themes to
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Every issue has a mix of aspirational and educational
features that reflect the needs of our readers

GUIDE TO USING THE MASTERCHEF GOOKWARE (P195) - GREAT WAYS WITH GARLIC (P203)

.

— L WINTE!

135) s _ I L.

- ox\:::\" R

o

Q Foolproor poaced czes
s

Inspire customers with recipes How to entertain in style This segment focuses on Simple recipe ideas that make

that highlight in-season picks with indulgent or grand practical cooking tips, giving it easy for customers to cook shoppers discover produce
and fresh local produce that is spreads that are sure to make customers solutions to or prep for the week ahead. 1 and products that are easy on
both great value and o a statement. everyday dilemmas. ? the wallet.

delicious.

\ e

° Broadcast >< ><

coles 360
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S'l'CI n d q rd Sponsored Editorial
Assets available:

A mixture of both branded ads and content, a sponsored editorial allows you to own 6
consecutive pages dedicated to your product — as written by the Coles Mag team of experts.

Spread 2

Spread 1

All our Hoki fish is responsibly sourced.,

Grown by Aussie farmers who shop

at the same supermarkets as you. 50 we can all come back for seconds.

Advertorial

Leverage the expertise of our talented editorial team to
create beaufifully crafted content that integrates your
brand seamlessly info our magazine's tone of voice.

ROWN BY AUSSIE FARMERS WHO SHOP AT THE SAME SUPERMARKETS AS Y An eye for good

Full Brand Page Section Lead In DPS Sponsored Editorial — Recipe Creation  Sponsored Editorial-  Full Brand Page

Double page advertorial Recipe Creation

Brand Ads

Have the creative freedom to bring in all your distinctive brand assets to
drive awareness and consideration of your brand or product offering.

Inside Front/Back Cover,

Full Page Brand Ad Outside Back Cover Half-page Vertical Double Page Spread
ﬂtas&é OUTDOOR W - - —— . , . — .
\t “Y' EYS . @Ji‘«‘u{ SPECIAL EDITION
o Mulloon nstiute S A CHEER = A HALF PACK TODAY

salad f

Regenerating the Australian
landscape together.

Vitasey

g Vitase, &; \itasey
t il = 5
e ey 3

g o
et oty e s e

Eg oe= @)

LEADER

Full page advertorial 0 Broadcast X X
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Make an impact
with prime readl
estate

EASY LUNCH

LLERL S T AL

Inside Front Cover

Highest opportunity to be seen as readers
pick up the magazine - Convey premium
credentials like ads in other magazines

iy Contents

DIP, DOLLOP OR STIR [t

Opposite to Contents

High visibility on a navigation page
for readers with high dwell time page

33

Prior to Contents Spread

Communicate importance through
premium positioning

LA ESPANDLA GRAPE SEED OIL

AR R AR AHGE NN R )
i~

| LIRS
- s

Opposite Cover Story
Gain higher visibility alongside a key
editorial page

0 Broadcast >< ><
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Bookend one of the
most anticipated
and read sections
of our magazine,
Cooking with Curtis

Key Benefits

25%

of readers surveyed said 'Cooking with Curtis’ is their
favourite feature of Coles Magazine

34

Visual is a mock up for illustrative purposes only

GIVE YOUR

TASTEBUDS
A WORKOUT N
Ll (e cadent
i osserts

3 -‘.,‘SG“ s Q\' ;' \\‘

GIVE YOUR
TASTEBUDS
A WORKOUT

‘_1,, T

Wicked S\:-\:‘K‘ g

v g Facny :
P SOt crorer
¢ ﬁ.,\sc"“ e \

-

Run to the chilled dessert aisle
to discover the range

Wicked Sister

0 Broadcast >< ><

AHarvest Insights Research 2026, QC4. What are your favourite part(s) of Coles Magazine? You can select up fo 3., Base: Coles Magazine readers (n=1000 per year)



2026 Media Kit 35

Inspire usage
through ‘4 ways with’

An opportunity to showcase the versatility of your
product with convenient and different serving
suggestions. This tfreatment is best for a staple
everyday ingredient (e.g. yoghurt, herbs, spices,
bread, produce associations) used in different ways.

71%

of readers indicated that recipes in

Key Features:
the magazine inspire them to cook!
1.  Labelled promotion

Product image inclusion
KeY Beneflis Visual is a mock up for illustrative purposes only
Exhibits a product's versatility

Demonstrates value through use

Hacks and Tip/idea pull outs

s [

One SKU x 4 ways (not a full recipe)

0 Broadcast >< ><

Source: Coles Magazine: 2026 Harvest Insights Base: Coles Magazine readers (2022: n=1000)
"Harvest Insights, 2026 (n=1000 per year)
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Align your brand to
‘Expert Cooking Advice’

Key Features:

1. Labelled promotion 4.  Caninclude arecipe (DPS only)
Can be single brand or co-funded 5. Product pack and information inclusion
3. (If co-funded suppliers must be 6. Step shofts

Showcase your product and expertise by providing
informative tips and advice to get the best cooking
results. Great for pantry staples such as seasonings,
condiments, and complimentary products that

complementary)

elevate a meal. Single product + recipe example
- AM;_ & "
34 387 Co-funded example PANKOCRUMBS
- A - o 2942
roame? 92

of survey respondents wanted to see more
content around cooking tips and how to articles!

Key Benefits

Position yourself as a category expert, Provide
readers with useful information, Great for food
adjacent products (i.e. utensils, storage)

0 Broadcast ><

Source: Coles Magarzine: 2026 Harvest Insights
" Harvest Insights, 2026 (n=1000 per year)
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Health and Beauty
Magazine

Inspire Coles customers seeking fresh
ideas, advice and product discovery
across health and beauty.

A destination for half a million readers

Every quarter, Coles Health and Beauty Magazine
inspires and informs readers through trusted editorial
content and seamless brand integration.

Launch, promote, educate

Use Coles Health and Beauty Magazine to tell a
deeper product story, supporting launches,
education and seasonal relevance.

Flexible integration options

Double page, single page, half page and
advertorial integrations help furn health and beauty
inspiration into sales.

37

o

500k

copies distributed across
850+ stores

Quarterly

Health and Beauty magazine
is distributed quarterly for
customers to learn the latest
each season

58%

Of readers use the magazine
for inspiration 2

0 Broadcast >< ><

Source: 1 Roy Morgan Dec 20252, 2 Harvest Insights, 2026 (n=1000 per year)




2026 Media Kit

Position your brand amongst high-quality content

across health, beauty and inspiration

YOURS FREE | AUTUNN 2026

TAYLA
BROAD

ON MOTHERHOOD,
MOVEMENT AND
NOURISHING
FAMILY FOOD

Nall this seasoni§
smoky oye trend

A round-up of new tfrends,
brands and research across
M health, beauty and wellbeing.

This segment focuses on
practical cooking tips, giving
customers solutfions fo
everyday dilemmas.

Simple recipe ideas that make
it easy for customers to cook or
prep for the week ahead.

coles 360

(N
e}

7

——

A

S
R

In-store health and beauty

buys that offer solutions that

are easy on the wallet.

0 Broadcast >< ><



2026 Media Kit

Standard
Assets available:

Branded Pages

Have the creative freedom to bring in distinctive
brand assets that drive awareness and
consideration of your brand or product offering.

Full Page Brand Ad

SKMFLATIONFOR INFRODUGING

wmwm

OWTH
m o GR

VASIRISE

TEEA

SHNEIEATI0N 07 NAJDRARES

Chrged with caffeine eneray, GROWTH BOMBIS your wake L
oka heaith and growth support that starts at the sca

Inside Front/Back Cover,

Outside Back Cover

Double Page Advertorial

,[
i

Full Page Advertorial

Double page spread

\\( Imlm
to the side

Lo
Make the switch Quick Flick
to better skincare. MAKEUP, SKINCARE &
SUNSCREEN HYBRID

A sunsereen you'l want 10 wear,

Say YES to 100% cruckty free

QUICK SCREEN
SPF 50+

Half-page vertical

39

Advertorials

Leverage the expertise of our
talented editorial team to create
beautifully crafted content that
Integrates your brand within our
magazine tone of voice, frusted
by our readers to help inspire
them on the next frending
product, or tips and tricks on all
things health and beauty.

Branded Pages

Have the creative freedom to
bring in distinctive brand assets
that drive awareness and
consideration of your brand or
product offering.

0 Broadcast X X



2026 Media Kit

40

Utilise Prime and
limited real-estate
upfront to drive

Opposite contents page

High visibility on a navigation
page for readers with high dwell
fime page.

Within Cover Story

Gain higher visibility alongside
a key editorial page.

0 Broadcast X X
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41

Capture attention
alongside our
most engaging T
content —

Opposite the Beauty Toolkit
Page

58% of readers find the Health
and Beauty magazine extremely
useful for inspiration. Align your
brand with this quarter’s latest
beauty hacks and how-to's.!

Opposite the Health Section
Opener

With nutrition and health content
among the most-read features,
the magazine's Health section
delivers proven engagement —
giving your brand standout cut-
through where it counts.

0 Broadcast X X

Source: Harvest Insights, 2026 (n=1000 per year) 1
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YOURS FREE | SUMMER 2026

nnnnn

Health and Beauty
Magazine cover
sample/tip on

Market a brand sample/tip-on to NSW or VIC
Health and Beauty magazine customers

Over 146K copies printed with your tip-on for
either state

 Sinible stafs to o
imple st bs. o make habits Jast

g
@ £
s &

Category Behaviour
Broadcast
\/ e >< Segments >< & Journey

Source: Harvest Insights, 2024 (n=1000 per year)

coles
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Influence shoppers
before they shop with
ShopFully

' Fi ()
3m+ < i | 000 @ X
CATALOGUE PRODUCTS MY LIST

Australian shoppers across
web and app

6.5m

Shoppers visited Coles after
reading a Coles catalogue
on Shoppfully in FY25

+3mins

Catalogue reading time

Curtis Stone
Glass Containers™
1 credis

with glass container credit

o NEXT FLYER
PAGES  +CATAL...

43

Reach value-driven shoppers at the most influential moment - just
before they shop
Amplify your catalogue offer

ShopFully offers infegrated brand placements that put your brand directly in the
path of price-conscious shoppers.

Drive in-store visits

Over 50% of users visit a Coles store within two days of reading the catalogue,
highlighting ShopFully's powerful role in supporting the shopping journey.

Tap into the value mindset

Reach price-sensitive, promotion-focused shoppers while they are actively
planning their next shop, making it ideal for brands with strong value messaging.

0 Broadcast >< ><

Source: ShopFully internal data, 2025
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ShopFully

ShopFully provides a range of mobile first
formats, allowing brand partners to amplify
their communications, supporting both
online and instore shopping behaviour.

coles Images displayed for illustrative purposes only.

Awareness o - \ % Engagement o - "I
100 . Heprariet ;

- Frarela v o T
e ]

e

Try Our
ld'Standard

b timate Solution Far
I Your Lavndry Needs

Behavioural Display Display
Notifications Masthead Inferstitial

Carousel Formats

</ Broadcast

44

Conversion B "I

Calele nroety wih 172 prsn =8 (PAD
s k! Comeon e

-

Proximity Notifications

>< Category >< Behaviour
Segments & Journey



Flybuys Sampling

Targeted digital offers with
measurable redemption

A smarter way to drive trial and track results

Maximise trial

Reach the right customers with a cost-effective
sampling solution that links trial to purchase behaviour.

Flybuys 1:1 precision

Use Flybuys 1:1 targeting to reach tailored customer
segments, with full adaptability, strategic control and
purchase fracking.

Seamless Delivery

Send offers directly to a custom audience via Flybuys,
redeemable in-store or online.

Powerful feedback

Access standard campaign performance reporting,
plus deeper insights from customer surveys triggered at
redemption.

Category
>< 0 Segments ><

Collect 1 free Bubs
Organic® Little Rollies
25g Coconut or
Hazelnut flavour*

Aclivate oller

45

Delivering

100%

with minimal wastage'

Average

7-10%

redemption rates!

Customer survey
return rate of

40-50%

scoring the product!

/

Source: 1. Flybuys data FY26
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Create buzz with SuperNova

and outside sampling

Bring your product to life in high-traffic moments,
creating excitement, trial and brand
engagement before shoppers enter store

Why it works

Reach shoppers in their day-to-day environments with a
high-energy brand activation designed to create buzz,
spark trial and prime customers to purchase.

Experienced sireet teams

SuperNova's experienced promotional teams help build
hype, drive product interaction and create memorable
brand moments with shoppers.

How it works

Brand ambassadors set up outside selected Coles stores or
approved point-of-interest locations, distributing samples
and engaging shoppers in a branded activation
experience.

coles 360

46

4 N

Bespoke

packages available on
request

Reach Nova'’s

6.5m

audience via live radio cross!

Extend reach

through Instagram Story on
Nova Socials

Category
>< 0 Segments ><

Source: 'GfK Radio 360 Ratings, Survey 2 2026, SMBAP, Cume (000s) incl DAB+, Mon-Sun 530am-12mn, AP10+, P25-54
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Drive product trial in-store

with Extravert

Put your product directly into shoppers’ hands at the point
of purchase, using branded in-store sampling to drive trial,
education and conversion

Why it works

Give shoppers the chance to taste, smell or experience your product
in-store, helping build confidence and encourage immediate
purchase.

End-to-end execution

Experienced brand ambassadors manage the sampling moment,
with Extravert supporting project management, freight and logistics.

How it works

Your product is sampled directly to Coles shoppers from a fully
branded stand, creating a memorable in-store interaction close to
the point of purchase.

coles 360

577

customers say samples
encourage first purchase
of new products,

4 hours

sessions to drive trial
and engagement

Flexible

packages to match
your budget

ToBLERONE

47

Toppings

DIAMOND SHAPED PRALINES

TOBLERGNE

DIAMOND SHAPED PRALINES

THIS VaLs ‘s
GIFY DLANON0S INSTEAD

Category
>< 0 Segments ><

Source: Coles Circle. 28-Mar to 04-Apr-2024 Sample Size: 10210
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Stand out alongside Coles Sponsorships

A portfolio of retail media opportunities providing exclusive opportunities across trusted national Coles Partnerships,
connect with customers in these highly engaged environments

Proudly supporting
kids community sport

Sunrise MasterChef AFL Community

Connect with Australia every morning Inspire shoppers through food Reach fans on and off the field Make a difference together

@ Cooking with Coles segments @ Recipe Integration @ LED Screens @ Donation linked campaigns

@ Colesin the Community @ Featured products in ® Broadcast and online TV @ Brond amplification through

) MasterChef Challenges _ Coles Campaigns

@ Live weather crosses @ sampling at events © Localevent Getivanions
(Mardi gras, community kicks)

@ Bichusive Coles bt Sorion Strrive @ Exclusive Coles product @ Exclusive Coles partnership Exclusive access to Coles

9 placement opportunities exposure in AFL @ community platforms and reach

coles 360
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Desire

)
A S A

Stimulate desire for your product in the
physical and digital store environment
where customers are actively engaged.

EREERENE)

Coles Entry Digital Landing Coles Coles
NeGERY Homepage Pages App Nelelle)

coles
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Capture shoppers on the
path to purchase with
digital OOH screens

AN EYE FOR Goop

fam

BN e 471t /gk o

SO o

! = DELI
pm?n%.! , ‘g‘ SEASONED SIDES

B

~é

Build brand presence in high-impact environments
close to store

Prime shoppers in a buying mindset

Capture attention as customers move through high-traffic environments near
Coles, keeping your brand top of mind before they enter store.

Proximity targeting that works

Reach shoppers on their path to purchase at Coles with high-impact screen
content, whether they're walking from the car park, arriving by public
fransport or walking through a retail centre.

Driven by Customer Insights

Move beyond broad reach DOOH and connect with shoppers where it
matters most. Using Coles' audience intelligence, strategically place DOOH
media around stores that over-index for your category or brand, designed to
reach relevant shoppers.

50

ol m |
SCENTRE

Broadcast Category
Segments
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Capture shoppers at
store eniry with Coles
Entry Screens

Your brand, front and centre at [ )
the moment it matters most Available in
Capture shoppers in a buying 690+
mindset
stores

Reach millions each week by placing your
brand at the store entrance, keeping your .
product front of mind as shoppers walk in. 1 |n 8

Bring your brand to life Share of voice

Dynamic 65" digital screens allows you to
showcase offers and products in motion.
5.9m

N Welcdme to. Smarter segmentation

. i 2 Opportunity to reach over
1\ & ) o = L Tailor creative by fime of day, location, 5.9m customers per week!
| €T affluence, weather or sales data to increase

relevance and impact in the moment. \_ /)

Broadcast Category X
Segments

Source: Coles Transaction Data | 30-06-2025 to 29-03-2026 | Average weekly
fransactions and customers in over 690 stores with Front of store screens
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Amplify specials at
store entry

Boost visibility for promoted products with a dedicated
specials slot at the store entrance

Front-of-store visibility

Put promoted products in front of shoppers as they enter store, helping drive
awareness before they reach the aisle.

Shared specials format

Feature your offer within a dedicated specials screen alongside other promoted
products.

Built for promotional moments

Colgate Optic White Teeth
ing Purple Serum Pump

,.. tes We Sell
TUWCO Tobacco 3
Usea thsce
caLsws

‘Ma
s
”
ol

Nestle Block Chocolate
118-180g

Ideal for catalogue offers, seasonal events, price promotions and high-priority
campaign periods.

Broadcast Category
Segments
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Creative
segmentation

State Based

Ideal for state-based brands,

display differing creative
tailored to each state.

Time Based

Promote different products
or messaging through the
morning or night.

YOUR CRUWD — = —;‘Cljé— Climate Based '@ Category Sales
DESERVES A PURE g Adjust your creative to align © °  Change your screen
CRBWD-PLEASER. - ™ with the specific climate of creative in stores that over

different regions. index in certain categories.
<$590\

Avsssosl % Affluence Based
HERITAG -& 4 .

/A 55 Adapt your creative to the
differing levels of affluence.

Note segmentation is for creative only. Can be implemented across the
Full or V2 network.

Broadcast Category
Segments
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Coverage

93% 9
of stores

coles 360

89%

of stores

95% 9
of stores

97%

of stores

94%

of stores

100%

of stores

97%

of stores

100%

of stores

3.68m

Australians live within
Tkm of these stores.

13m

Opportunity to
influence 13m
fransactions a week*

0 Broadcast 0

Source: Coles Transaction Data | 30-06-2025 to 29-03-2026 | Average weekly fransactions and customers in 670 stores with screens

Category
Segments ><

54
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Extend your reach
further with Liquorland
entry screens P N

Reach valuable cross-shoppers in a
high-intent retail environment at .I o 5
Liquorland store entry In

560k Of consumers claim that

screens remind them to

customers reached per week Reach high-value customers purchase.!
across stores with screens? =
Pa"lng Connect with Liquorland and Coles cross-shoppers
890'( ‘ is caring this who spend more each year than Coles-only shoppers. 22
j festive season : Inspire new occasions
influenced transactions per week? ‘ e ol
P | 8 Tap info meal pairing, entertaining and gifting More TI'IpS
LT g iz moments to drive awareness and consideration for Liquorland and Coles
7 Seconds < - 9 : P T Yourbrand. cross-shoppers make
, 3 ‘ W 7 : Encourage more visits more frips than Coles-
Screen fime : - only customers
: Reach shoppers who make more trips across
Liguorland and Coles, helping influence purchase \_ J

behaviour across connected retail moments.

(+) 328 adjacent

Bundle with existing Supers half- or full-
network and adjacent Liquorland screens

Broadcast Category X
Segments

Source: 'Neilsen CommsPoint Influence, Australia 2025 CMV, all adults 18+ 2Coles Analytics, Average monthly customers and transactions (visits) across 213 CLG Screen
Network Stores *Coles Circle, Feb, 2025 n=6012 °Dunnhumby and Luman, The Attention Multiplier, April 2025 “Circana Analytics, Coles Tagged Customers, All Geography Coles
Group (Supermarkets andLiquor), Average across January 2023 to December 2024 *Coles Analytics, Tagged Customer Data, 1/11/24 - 31/12/24,

coles
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Influence shoppers at

checkout with Main Lane

screens

1in7

share of voice

10sec

screen time rotations

860+ stores

available nationally

e pepe—

§ —PA—

| TICKET:

of shoppers
surveyed prefer
main lanes check
outs - compared
to self-serve.!

56

Reach shoppers in a receptive mindset at the final
point of purchase, with digital screens positioned at
staff-operated checkouts.

Capture attention at checkout

Place your brand in front of shoppers while they pause at staff-operated lanes,
creating a final opportunity to influence purchase decisions.

Reach valuable basket builders

Main Lane shoppers typically have larger baskets, making this environment ideal
for promotions, impulse products and complementary product messaging.

A receptive retail moment

Staff-operated checkouts create a more relaxed, human shopping moment,
helping messages land when shoppers are attentive and close to purchase.

Broadcast Category ><
Segments

Source: 1Coles Customer Insight, 2025 n=1,447 | Service Transformation
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Influence more shopper journeys across Coles Online

With over 7.4 million weekly visits across
web and app, Coles Online helps brands
drive relevance, discovery and conversion
— from browsing through to basket

Omnichannel shoppers are key

96% of Coles Online customers also shop in-store, with 53%
visiting within three days of browsing online'. This makes
Coles Online a powerful lever to influence shoppers across
the full path to purchase.

Smart formats for every objective

Whether you're driving inspiration, amplifying a promotion or
closing the loop, Coles 360 has formats to reach shoppers
with the right message at the right moment.

coles 360

-

53%

of Coles Online visitors
research online and buy
in-store within 3 days!

96%

of Coles Online customers
also shop in-store!

Valuable

Omni-channel Shopper
spend is 2.5x more than In-
Store only?

Broadcast Category ><
Segments

Source: 1 Snowflake & Adobe Analytics, Coles Online (Web and App Data) | Jun 30 2025 — Mar 29 2026, Adobe Analytics, Coles Online (Web and App
Data) | Jun 30 2025 — Mar 29 2026, Coles Synergy | Calendar Year Ending 29-12-2024 3. Coles Analytics Omni-channel Report, P9 FY26 Last 13 Weeks
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Impactful presence at
the front door of Coles
Online

3.8m

Average Homepage
visits per week (web and coles (o

a p p) 1 Shopproducts  Specslsictalogues  SoughtbeR

2 B

0 0 1 Bought before ColesFest sy Offers
[ ]

per impression!

fore

come@ BN D s

Recipesiinspiston  Waystoshop  Help v 4383,
e . -~
@ (:) %
@ N
Love your pet Specisls

Liquoriand

Mesterchei Freshspecisls  Mestd Sesfood

Get $50 off your first
online shop”™

Spend $175 and use code WELCOME at checkout.

Shopnaw

(e FES [ ez oiis |

Carousel e ¥ ‘
Animation 0 T 5]

now & e
available

Get 10% off the Coles
ultra range*

shop oniine, get up 1o
8,000 Flybuys poinis*

Every online order Buy 5 for $50 selected
meat, meais and

Get today's free item*

Usa code DISHES st chacksut

Usa cods ULTRA sk chachzut

Aveilasle online only

vnilanie
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Reach shoppers from the moment they start their
Coles Online journey

High traffic, high impact

With over 3.8 million impressions each week across Web
and App, the homepage is one of our most powerful online
assets, driving visibility and influence from the first click.

More than just specials

Tell a broader brand story, from launches and promotions
to exclusives, supported by bespoke content hubs.

Stay top of mind

Reach shoppers as they begin their journey, when they're
open to discovery, inspiration and planning their shop.

Boost impact with dynamic formats

Animated carousels, content cards and video help your
message cut through with greater relevance and creative
flexibility.

0 Broadcast >< ><

Source: 1 Adobe Analyfics, Coles Online (Web and App Data) | June 30 2025 — Mar 29 2026
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Half-price Fantastic Rice Crackers

Bring your brand to life with
video-enabled homepage
formats

01. Homepage: video feature row

Showcase brand messaging, product visuals and shoppable SKUs in a high-
impact homepage placement, helping your creative stand out in the
digital storefront.

02. Homepage: half-price feature row

Promote priority SKUs in a high-traffic homepage environment, tapping into
value-seeking shopper behaviour away from the Specials tab.

Shop half-price specials and save

Broadcast

coles 360




2026 Media Kit

Match your objective with
the right homepage format

03. Homepage: carousel banner

Put your brand top of mind with high-impact homepage visibility as customers
begin their shopping journey.

04. Homepage: hero tile

Showcase your promotion in an exclusive above-the-fold placement at the
start of the shopping journey.

05. Homepage: content cards

Use premium content placements to leverage distinctive brand assets, attract
attention and influence buying behaviour. Also available in a split 25% share-of-
voice format, offering a more cost-effective entry point to homepage visibility.

06. Homepage: feature rows

Showcase individual SKUs or extended product ranges in a shoppable feature
row, with the option to support deeper engagement through a landing page.

coles 360

Win a VIP Maich
Experience with the
Socceroos™

Buy any Socoeraos or FFA Kalions| Tasm Coce-Cola
Variety Facks for your chance fo win.

This week's holf-price Sove on poullry Fri-
specids

Hatprice scesiaa starge

-

New and Trending
5 night with Barilla
pasto souce and

Broadcast




2026 Media Kit 61

Create branded
destinations on Coles
Online

Turn inspiration into action with branded digital

Heinz Vegan Mayo Cous Cous & des*lnahons'

Beshcol Sclod

Showcase your range

Your chance fo win 1

of 2 ullimate 2026 e - . Use landing pages to spotlight your full range in one easy-to-shop

Toyota AFL Grand

piivs szl ey ) v A A | am space, building brand presence and supporting conversion.

Connect inspiration to purchase

Recipe landing pages connect content and commerce, letting
shoppers add products to cart directly from inspirational
moments.

=nop he Cotgate Optic Whvie Range

Create a bespoke brand destination

Bring your brand to life with bespoke pages that house your
range, messaging and content in one tailored campaign
destination.

Broadcast Category ><
Segments
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Drive discovery beyond the aisle

Product landing pages
Aid discovery of your wider range
and build additional brand
presence through a dedicated
product landing page.

~

coles 360

Vegan Mayo Cous Coua &

~
Recipe landing pages

Bring shopping and inspiration
together in one unified touchpoint,
helping customers move from
recipe discovery to purchase.

Amplification

Your chance fo win |
2026

62

o

Hubs

Create a high-impact brand
destination that brings your
unique brand elements together
alongside relevant content.

/

Broadcast Category ><
Segments
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Drive Discovery and conversion
across search and aisle

Place products in high-intent moments as shoppers search, browse
and build their basket
01. Banner: fixed and CPM ROS

Reach shoppers with high-impact banner placements across search and aisle
pages. Bought fixed on Search or Aisle, or through CPM ROS.

02. Tile: fixed and CPM ROS

Showcase priority products or offers within the shopping journey to drive visibility
and consideration. Bought fixed on Search or Aisle, or through CPM ROS.

03. Sponsored listings: search, aisle and specials

Promote products in high-intent browsing environments where shoppers are
actively comparing and choosing. Bought self-serve via Citrus.

04. Sponsored listings: checkout

Prompt last-minute consideration and basket additions at checkout. Bought self-
serve via Citrus.

05. Associations: product and content

Connect your products to relevant product or content moments, helping
influence shoppers through contextual placement. Bought fixed.

Category
Broadcast
0 roadeas 0 Segments ><

coles 360
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Reach and influence shoppers
in planning mode with the Coles App

Connect with customers as they browse, plan and build their
shop across app experiences

Be present in a high-traffic environment

The Coles App accounts for 49% of eComm traffic! and continues to grow
as a key planning touchpoint across the Coles digital ecosystem. The Coles
App accounts for 60% of orders?, with a conversion rate of 6.9% per visit3,
compared to 4% on Welbs.

Put value front and centre

Sponsored Listings, Banners and Tiles keep your offers top of mind, making it
easy for value-conscious shoppers to plan with your product in their
basket. Place the store in the palm of their hands.

The app gives shoppers anytime access to browse, plan and build their
shop, making your brand part of their preparation and purchase process.

Enable in-store and online shoppers

With usage split 30-70 across in-store mode and Click and Collect, the app
connects with different shopper missions and supports conversion from
browse to basket.

coles 360

64

30/70 split

of customers use the app
in-store (~30%) and for
Online Click and Collect
(~70%)*

ém

impressions on the app
home screen per week*

2.3m

Monthly active App visitors,
up 140% since 2024 and still
growing?®

. /

Category
Broadcast
0 Q Segments ><

Source: 1 Adobe, Last 26 Weeks 2 Weekly Customer & Digital Pack, Week 45 3 Weekly Customer & Digital Pack, Week 45 4 Adobe
Analytics, Coles Online (App Data) | May 1 2025 — Apr 30 2026; 5 MAU data, Coles digital product
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Influence app shoppers as they plan and shop

E—

Q Search for products i

.E Shop this week's half-

price specials

Specials change every week.

Explore more offers

6 o -

Save $15 when you spend $50 on
selected cleaning products®
Online only. Discount automatically applied

at checkout.

coles 360

Q Search for products

Your specials

Bonus credit®

Primo Shortcut
Rindless Bacon | 1kg

$14.50

Save $7.50

$14.50/ 1k

]

o3

Cadbury Marvellous
Creations Jelly
Popping Candy Beani...

$1.25 Savesiis
$2.50/ 100g | 1/2 Price

> D

Protein specials
ing, drinks

& A1) ¥ Half-price health, beauty
2 9 g
fome Troiey wore

App homepage
Drive awareness on the
App homepage

App homepage carousel
Reach app shoppers with
high-impact carousel
placements on the first page
customers land on.

App homepage feature row
Showcase priority promotions
on the App homepage,
reaching millions of customers
each week.

Images displayed for illustrative purposes only.

08:40

Back

Elastoplast

SENSITIVE 40

ponsored
lastoplast Assorted

ensitive Strips | 40 pack

$6.00

0.15/ 1ea

- GEIED - GEIID

L ]

Home

ponsored
pove Women Deodorant
dvanced 72hr Aerosol

5]

-
ap -~™

All Health & Beauty

Sponsored

Q

Rexona Women Deodorant

72hr Advanced Aerosol

Bright Bouquet | 220mL
$5.25

$2.39

4]

Products

=]

Save $5.25
100mL | Was $10.50

Trolley

Colgate Max Fresh Coolmint
Toothpaste | 115g

oo
oo

08:39 A

Q_ Chocolate

e

oaRy
MILK

Cadbury Dairy Milk
Chocolate Block | 180g

$4.00 ' Save $4.00

o
Cadbury Dairy Milk
Chocolate Block | 315g

Sponsored
Whittakers Block Chocolate
Banana Caramel | 250g

$8.00 save$1.00

Whittakers Block Chocolate
Berry & Biscuit | 250g

oo
oo

0 Broadcast 0

Search and aisle app

Sponsored Listings
Stay top of mind as
customers build their lists
and baskets

Use App Sponsored Listings to
increase product visibility
while shoppers browse
categories, compare options
and plan their shop.

Category
Segments ><

65
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Build brand salience with Coles Radio

Surround your brand with great music and reach
shoppers across store aisles, at home and on the go

6.7m

Potential to reach

Extend beyond the supermarket in-store weekly'

Reach customers as they move through the aisles, then extend
your message beyond the store through Coles Radio on DAB+.

372k

listeners per
week via DAB+2

Reach over 7m Australians each week

With national store coverage, Coles Radio reaches 6.7 million’
in-store shoppers weekly, plus an additional 372,000 listeners
via DAB+2,

Delivers

in and out

of store reach

\. /

New targeting options

Tailor audio activity by context, location, daypart or state to
align with your campaign objectives.

Broadcast Category ><
Segments

COIeS 3&) Source: 1 Nielsen CMV 2023 and Coles Shopper Datfa; 2 GfK Radio 360 Ratings, 2023
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Build frequency with
targeted Coles Radio
packages

Targeting Options

@ Peak time targeting

‘f’ Day of the week

Coles DAB+ Radio

11:30=

Reach shoppers in-store and via
DAB+ with packages designed
around the right day, time and
message

Day-of-week domination

Own specific days on Coles Radio with 10-second
spots designed for targeted campaign bursts.

Time Targeting

Dominate key in-store fraffic peaks, choosing
morning, affernoon or full-day packages to suit
your campaign.

Amplify value

Insert your value or promotional message within
the Coles value platform, supported by Coles-
branded top and tail audio.

67

\

Power Packs

Book 10 second spots available
by the day of the week.

Value Platform

Package

Leverage the Coles value
brand platform to showcase
your promotion or value offer to
shoppers.

Spot Packages

Go after fimes of the day when
your brand messaging is most
relevant with day-part packages.

/

Broadcast Category ><
Segments

Source: *Metro vs Regional store targeting is available at a lower frequency (10-20 spots per week).
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Use audio to
reach, connect
and influence
shoppers across
the purchase
funnel

coles 360

| |
Reach i Connect i Influence
| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
| i
! i
H 'ﬁ\ Reach shoppers as they move through their day and while
colesradio e o

super Create buzz at store entry, priming shoppers to visit
N VA your aisle through SuperNova sampling opportunities.

Broadcast

J

N %ﬂﬁ%ﬁ Engage shoppers in relevant audio contexts, with
NETWORK household targeting to help reach the right audience

J

Intimate

68
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Purchase

Make your product the one they
purchase in the moment of truth - in the
physical aisle or at the digital shelf

&= E e

Digital Digital Aisle Digital
Destinations & Search Checkout

In-Aisle

coles
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Influence shoppers at the
shelf with in-store POS

Capture attention close to the shelf with physical formats
designed to drive product visibility, value cues and final
purchase decisions

Stand out in aisle

Speak directly to shoppers as they move through the aisle, using product
highlights, price promotions or competitions to capture attention.

Signal value at shelf

Use POS to highlight promotional offers, new products or value propositions
where shoppers are actively making choices.

Influence the final decision

Reach shoppers at the last moment before purchase, helping drive
consideration and basket addition.

coles 360

70

i)

BENEFITS
IN ONE

ULTRALIGHT

SPF50

i3

Category
Broadcast
0 0 Segments ><

.

VISIBLY FMIGHTENS 0

?I}-;IIYDRATES * PROTECTS - PRIMES
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Grocery, Ambient and Non-Food aisle fin formats
Show up next to your product for the customer

Overnight
Protection

Standard Aisle fin 3D lug on Aisle fin Spinning Aisle fin Die Cut Aisle fin Tearaway Aisle fin

Give the customer information Have your product pop out of Engage the customer with a Hook the customer in with an Catch the customers eye when

and show ranging the fin fo capture the customers striking physical visual of your engrossing cut out of your product  you have a take home recipe
attention product that can spin or competition information

Category
>< 0 Segments ><

coles 360
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Floor Decals: draw the customer’s atltention with floor theatrics

Small Decal

Transform an empty space into a
memorable experience

Medium Decal

Draw the customers eye to a
vivid coloured visual

Large Decal

Transform your products aisle
location

Category
>< 0 Segments ><

coles 360 *All decals can be die-cut
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Grocery, Ambient and Non-Food Beanie Flip and Monster End

Beanie Flip

Immerse the customer in the . » Energy drinks
brand and product ' Ao Y S0 \ . Cordial

Monster end

Include a QR code and added
essential customer information
when on an end

Category
>< 0 Segments ><

coles 360
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Freezer and fridge POS formats

01930 (o2 km

1
=
=
(=]
™
™
>
[ 7]
<
=]
m
| =
]
S
=
3

Popping Pelmet Standard Clinger Mini Diary Fin Popping clinger & bottom footer Decal
Appear af the top of your products Cut through the noise Stand out with a mini billboard ~ Make a customer focus on your brand
location creating a visually with a striking sticker message with a boftom sticker and/or

at your locafion
memorable experience

Top Decal
merchandising option
a clinger that pops out

Reinforce brand recognition

Category
>< 0 Segments ><

coles 360
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Deli, Dairy and Bakery POS formats

Premium real estate to call out a key promoted product and
encourage action via value mechanics to influence purchasing

Deli window and Dairy Fridge Decals Deli and Bakery Blades

Influence the shopper with standout Showcase your product while at

creative at the fridges the perfect eye level placement

coles 360

Bakery baker card

Hover over your product with this
pop-out card marketing

< 0

Category
Segments

X

75
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Drive visibility across
key digital destinations

903k

‘Specials’ tab page
views per week

1 .3m coles ( sensrodcsrecpe

= shopproducts  Specials&catalogues  Boughtbefore  Recipes&inspiration  Weystoshop  Help  coles (@

@ Setyourlocatio

‘Bought Before’ tab
page views per week

18.6k

‘Offers and Promotions’

Offers and promotions

Get $20 off your first 3
online shops*

‘When you spend $125+ and use code ONLINE20 at

tab page views per week

“Ends 3078

Half-price specials.
@ SIS e

KING OSCAR
N | SARDINES b

SIES 2

Femfresh. Designed for your infimate skin King Oscar - the premium choice

76

Place your brand in high-traffic Coles Online
environments beyond the homepage

Reach customers where it matters

Promote your product across high-intent destinations such as
Specials, Bought Before and Offers and Promotions, where
shoppers are actively looking for value and convenience.

Be top of mind

Secure top-row visibility through Single Tile Sponsorships,
showcasing an online exclusive or promotional offer.

Be present at scale

With key digital destinations like the ‘Specials’ tab seeing on
average 903K impressions and the ‘Bought Before’ tab seeking
1M impressions per week, Digital destinations are high fraffic
environments outside of the Homepage.

Category
>< ° Segments ><

Source: Adobe Analytics, Coles Online (Web and App Data) | June 30 2025 — Mar 29 2026
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Reach shoppers across high-traffic destination tabs

18.6k 903k 1.3m

Average Average Average
page views page views page views
per week per week per week

Offers and Promotions Tab Specials Tab Bought Before
Highlight your hero brand SKUs Give your offer the airfime it Stay top of mind with shoppers
utilising your unique brand deserves, atf the centre of the who already have your brand or
elements through Content Specials Tab category in their consideration
Cards and Banners set through Bought Before
banners.
% o % o %

Category
Broadcast
0 roadeas 0 Segments ><

COIeS 3&) Source: Adobe Analytics, Coles Online (Web and App Data) | June 30 2025 — Mar 29 2026
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Intercept shoppers in
digital aisle and search

Banners, Single Tiles & Sponsored Listings

18m

average combined
page views per

week across Search
and Aisle, web and

app!

Meet Shin
Spicy Happiness In Noodles.

Faster SKU promotion
with self-serve activation

Self-serve enables
faster activation and
live campaign
optimisation

coles

Reach shoppers in high-intent moments as
they search, browse and build their basket

Digital point of sale

Just as POS helps brands stand out on shelf, search and
aisle banners and tiles help your products stand out on the
digital shelf.

Millions of searches every week

Most online customers search by product or category,
creating opportunities fo appear when shoppers are
actively looking and ready to choose.

Buy or bid your way to the top

Buy fixed placements or bid in real fime through Citrus to
help boost visibility and engagement for your products.

Category
>< ° Segments ><

Source: 1. Adobe Analytics, Coles Online (Web and App Data) | June 30 2025 — Mar 29 2026
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Influence shoppers within the digital aisle

Discovery

Catalogue Banner

Promote your product as shoppers
browse the Catalogue, enabling you
secure strong Reach across a broad

array of Customers

coles 360

Discovery

Digital Aisle and Search

Promote your product as shoppers browse
the digital aisle, enabling you to get closer

to infent-led shopping through strategic
keyword/aisle targeting

Inspiration

Product Association

Extend beyond the boundaries of your
native aisle, and intercept shoppers with
unigue pairings to drive incrementality
where previously unconsidered

Amplification

Content Association

Attach your single tile display
marketing to an important product for
exposure wherever the SKU is located

with a Content Association

Category
Broadcast
0 roadeas 0 Segments ><
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Turn search behaviour into shoppable action

Save 20% on NAN Comfort Toddier

Inspiration Amplification

Aisle flyout banner Targeted search bar banner Shoppable banner
Guide discovery-focused shoppers as they Appear as shoppers search, using behavioural Amplify key promotions and broader portfolio
browse the aisle menu, capturing attention early signals across 13 key segments to deliver relevant messages with a shoppable format that helps
in the consideration phase. brand messages. customers discover and add products while

browsing your category.

Category
>< 0 Segments ><

coles 360
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coles

81

Drive cross-sell with
biddable out-of-aisle
placements

Available through Epsilon only

e s o - Drive relevance beyond your category

$420 s
EpS“ON Reach shoppers outside your native aisle by aligning your
s e - ) products with complementary SKUs in other categories.
This helps place your brand in relevant cross-sell moments,
even where shoppers would not normally find you.

Cross-sell can feature across Product Pages and Level 2
Aisle pages, below the fold.

Category Cross-Sell is only available via CitrusAd, and is
available to suppliers subject to Coles 360 approval.

You might also like these

Broadcast N g:cﬂegort\/
egments
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Prompt last-minute action
at digital checkout

Available through Epsilon only
Reach shoppers at the final digital decision point

before they complete their shop

630k

Digital checkout Influence the final basket

ITRIESHENS PErHIREL Checkout files prompt last-minute consideration, placing

¢ Missing anything? your brand outside fraditional aisle limitations at the point of

27 cpsilon’ conversion.
()

Siafd ~ Grow basket value
of orders have a product g i

added from the “Missing ' Capture shopper attention in a high-intent environment to
anything” page wsur it help grow basket size and increase conversion.

375ml| 10

$120 oo - Complete your search and aisle approach

Support your Search and Aisle media by closing the loop
from discovery to purchase.

Broadcast Category ><
Segments

COIeS Source: Adobe Analytics, Coles Online (Web and App Data) | June 30 2025 — Mar 29 2026
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Reach app shoppers where they’re ready to convert

New high-impact app placements give brands
greater visibility as customers search, browse and
build their basket

~30-70 split

> of customers use the app
< Korea's no.1 dumpling o , & Bertocchi Sopressa variefies, in—STOI’e ("‘30%) Ond for

ze, big on flavour. Shop

Online Click and Collect
Capitalise on high-impact app display placements = (~70%)*
Display placements in the app occupy a larger share of the screen in
prominent locafions including Banners and Tiles across Search & Aisle,
helping drive stronger brand recognition, interaction and product
consideration.

ém

impressions on the app
home screen per week

2.3m

Monthly active App visitors,
up 140% since 2024 and still
growing.

Expand reach with smarter targeting

Updated targeting capability gives brands access to more app pages
and shopper moments, helping improve relevance, reach and efficiency
across high-intent app journeys.

App traffic is more valuable

-

App users convert at a rate of 6.9% per visit, compared to 4% on web,

making the app a powerful environment to influence shoppers closer to

purchase. App - Search / Aisle Banner* App - Search / Aisle Tile*

Category
Broadcast
0 roadeas 0 Segments ><

coles360  *Available Q4 FY26
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Uber Eats x Coles: A global-first retail media parinership

#1 grocery partner on Uber Eats in Australia

While Uber offers marketplace media, Coles 360 delivers a
connected retail media strategy infegrated with the Coles
ecosystem.

Stand out with exclusive Coles ad inventory

Coles-exclusive, high-impact placements on Uber Eats deliver
premium visibility on and around the Coles storefront.

Measure impact with dedicated results

Track performance through aftributable sales, new-to-brand and
new-to-SKU metrics, plus digital engagement, fo demonstrate
ROAS and inform future campaigns.

Coles 360  Exclusive advertising opportunities through Coles 360

14:459 -

123 Main street

e

Explore Sushi New You

Featured on Uber Eats

Uber Homepage Tile

Coles
Earliest arrival 12219PM+ « 4 Priority 10 min+ « $1.49
Delivery Fee + Service & Small Order Fee - @
$0 Delivery Fee on $40+ - Pricing & Promotions ®

Q Search Coles

30% off TimTams

o o

Deals Snacks  Dairy&  Lollies& Household B
Eggs  Chocolate 3

Order again

$495 $1210 $295
Cadbury Dairy M e
Furry Friends. Coles Kitchen
1009 o Bags With Hag
Buy again

Coles Storefront Banner

84

70%

Uber Eats shoppers are Gen
Z or Millenniall

+10M

Quarterly active users
in Australia across Uber

800k

Avg. weekly Coles Storefront
views

/

Broadcast Category ><
Segments

Source: Uber Q4 2025 Earnings Report, Global
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Coles Online Buying Models: ol =osilon’
Direct (Fixed Tenancy and CPM) or Citrus Self-Serve _ esS 360 cP

Direct (Managed Service) Self Serve
Product Group Format Fixed Tenancy CPM Biddable (CPC)
Carousel Banner
Hero Tile
Homepage Homepage Content Card

Feature Row
Video

Banner*

Specials Tab Single Tile*
Digital Destinations Sponsored Listings
Content Card

Offers and Promos Tab
Feature Row

Bought Before Banner

Catalogue Banner
Single Tile*
Banner*

Search Bar Banner
Sponsored Listings
Search and Aisle Search and Aisle Product Association
Content Associations
Category Cross-Sell Sponsored Listings
Aisle Flyout Banner

Shoppable SKU Banner

Checkout Checkout Walk Checkout Sponsored Listings
Hubs Hulbs Tier 1 and 2

COIeS 3&) *Available as ROS CPM on both web and app
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Measurement
at Coles 360

Infroducing our campaign
measurement capabilities

coles
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&

Measurement
in Context

4 N 7 N A .,“4

Be Intentional Measure Learn & Tc:ke Action
Set specific, measurable and Ensure that input and output Everyca vides
reasonable campaign goals. metrics align to those goals. valuable insights.

Considenwiaievel ofbenavious Align any methodologies What did we learn and how

change is achievable given fhe /logics in advance. can we apply those qurmngs' ; :

compoign inves’rmen’r,"rorge’r > 9 to optimise future campaigns?
audience and campaign

duration.

Have hypotheses and
assumptions about "what needs
to be true" for the campaign to
be successful.

)t

AN A N 7

coles
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Our Measurement Principles

|
Timely Fit For Purpose Insightful

Accurate &
Robust
L Our reports and metrics We offer a suite of We help you improve

Our reports and metrics ) . ) ) A )

are delivered in a timely meftrics to help you size of impact and
can be trusted and have

. ) manner to support measure campaign incremental Return on

stafistical rigour . ) ) )

decision-making effectiveness Ad Spend (iROAS)

coles
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Reporting Period =—>»
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Campaign

In-Flight

Reporting
Breadth

Stated
Awareness &
Preferences
Incrementality
Attributed
Metrics
Exposure)

Measurement
Solution Design

coles 360

2026 Media Kit
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coles

3O Impact

40

We provide a range of performance measurement
solutions to cater for different campaigns

coles
O Impact

POST CAMPAIGN

Answers the question:
What did my media
deliver and what's the
pulse on campaign
performance
(aftribution, revenue vs
comparable period)?

Applicable for:
All Channels

coles

coles
360 Impact

AUDIENCE LIFT

Answers the question:

What was the impact of

audiences targeted off-

network through the lens

of sales uplift instore and
online?

Applicable for:
Off-network audience
buys

coles
O Impact

CUSTOMER LIFT

Answers the question:
How did the campaign
influence exposed
shoppers and through
which behaviour?

Applicable for:
Coles-owned
Addressable media
channels e.g. Coles
Online

coles
360 Impact

MARKET LIFT

Answers the question:
How did the campaign
impact ad-exposed
stores across product,
brand, category, and
competitor sales?

Applicable for:
Non-addressable media
channels e.g. Instore POS

coles

360 Impact

MULTI-CHANNEL LIFT

Answers the question:
How did my omnichannel
campaign drive
incremental impact
across all channels
combined?

Applicable for:
Long duration
omnichannel/TTL
campaigns (6WKS+)
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coles

New |

-
5 éMcCaTq
< TARERYER

FINg
DUSINTHE FREEZER AlsLe

A note on ranging for
our assets

95% ranging required within the market that the ad will be
appearing.

Please note that we can facilitate geographic targeting for certain assefts, i.e.
state based products/ranging.

Magazine:

85% ranging within the market that the ad will be appearing. Plate changes can
be facilitated at an additional cost to target specific states.

Please note that the national rate card cost will still apply on top of any plate
change costs incurred.

NB: If you have limited ranging, please talk to your Category Media Specialist
about the Coles 360 Limited Ranging Playbook.

91
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coles
Let’s connect

Our Coles 360 Category Media

Specialists are ready to partner with you

coles

92
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Offsite Assets

93

Product / Plafform

Awareness

Consideration

Conversion

Typical Tactic

Best Use Case

Meta

Audience-led social targeting

Reach category buyers, lapsed buyers, new buyers
or high-propensity shoppers

YouTube / CTV

Video-led reach

Brand campaigns, product launches, seasonal
bursts, mental availability

Seasonal meals, entertaining, beauty, health and

Pinterest Inspiration-led planning home, gifting

TikTok / Snapchat Entertainment content storytelling Product discovery that is culturally relevant, enticing
awareness of products

Uber Eats High-impact placements in Drive visibility with highly influential shoppers to add

immediacy missions

brand products to their cart

Taste / Newscorp

Contextually relevant premium
publisher placements

Reach planned shoppers while they're hunting for
inspiration

Shopfully

C e 0O e e e

® O @ O OO

Influencing behaviour while
shoppers are scrolling

Targeted promotional value to customers in proximity
of Coles

coles 360
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Onsite Assets

94

Product / Plafform

Awareness

Consideration

Conversion

Typical Tactic

Best Use Case

Sponsored Listings

O

O

Active Conversion

Leverage the heightened visibility of your product or
product ranges as shoppers are actively seeking
options to fulfil their shopping lists

Fixed Tenancy

O

Dominate / Grow Category

The option for your supplier to completely own a
specified location, whether in Homepage, Aisle or
Search

CPM ROS

Incremental Growth

Unlock additional impressions, at greater value, in
Category and Category adjacent areas to drive
incremental growth

Hubs

O

Brand Presence

Creatfe a bespoke Brand destination to inspire
Customers, showcase your range and drive frial and
purchase

Product / Platform

Awareness

Consideration

Conversion

Typical Tactic

Best Use Case

coles 360
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Instore Assets

95

Channel Awareness

Consideration

Conversion

Typical Tactic

Best Use Case

Magazine .

O

Drive inspiration

What's for Dinner campaign or Recipe Inspiration —
with amplification of creative across the channels

Coles Radio ‘

O

Highlight promo, audio cues

Utilise creative audio cues (jingles etc) to capture
aftention and drive into aisles, use alongside promos
to drive urgency. Great for aisles where we struggle
to get customers into aisles

Dig Screens Q

10 sec dynamic video, half/full
network

Promo-led which amplifies impact and drives
immediacy and impact

POS O

At point of purchase to drive
conversion

Explore greater brand expression, drive impact
through theatrical components in specific stores

In Store Sampling (Coming!)

Top of the funnel, reduces barrier
to frial

Alongside key campaigns (i.e. store takeovers) to
drive trial and awareness

coles 360
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