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s we head into the hectic
Holiday season, we are
reminded of how challenging it is
for advertisers to stand out in the
crowded advertising landscape
during that time. This is when
grocery store advertising shines even
brighter than usual.

Everyone has to eat, and the Holiday
season brings with it more elaborate
meals, more people at the table, and more grocery store visits. What better
time and place to reach your customers?
In this issue of your newsletter, you will learn how a telecommunications
company increased their exposure in ethnic communities using AdBar and
get tips on making your creative more effective. You’ll also discover the
benefits of advertising during uncertain economic times and how to get
onto your customers must-do or must-get lists!
A special thank you to all our customers for making
us one of Canada’s Fastest-Growing Companies
according to the annual PROFIT 500.
Let’s keep growing together!
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CLIENT PROFILE

CIK TELECOM BREAKS THE
LANGUAGE BARRIER WITH ADBAR

E

ase of communication is a top priority for CIK Telecom. The
independent telecommunications and multi-media services
provider caters to large ethnic communities across Canada,
with services delivered in eight different languages, including
Cantonese, Hindi and Vietnamese. In 2014, they were one of
Canada’s fastest growing companies with 2396% growth
since 2009.
“One of our main marketing goals right now is to get our
name out there,” says Marketing Director, Yanwei Yao. “Our
target market is new immigrants and underserviced groups
who often have language barriers when working with larger
carriers,” he explains. “We want them to know we speak their
language and offer 24/7 support through email, phone, and
online chat.”
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Enter Adbar.
Yao and his team chose T&T supermarkets to increase their
exposure in ethnic communities. “Consumer behavior in south
Asian communities often means they are visiting the grocery
store multiple times a week to pick up fresh ingredients,” says
Yao. “Shoppers may not use a shopping cart or watch the TVs
above the till, but they always need to separate their groceries.
They will always pick up the Adbar.”
And Yao is onto something. He, too, is a shopper at T&T in his
neighbourhood in the GTA and overhears customers talking
about CIK while they wait in line to pay. “When I hear that we
have started a conversation, Adbar’s purpose is fulfilled.”
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MAKING ADBAR CREATIVE
MORE EFFECTIVE
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W

hile shoppers will pick up and interact with your AdBar, you
can increase your chances that your message will “stick”
when you follow these five simple design tips.
1. KEEP IT SHORT.
A rule of thumb is to stick to one message and make your headline
short and compelling. People scan things quickly. Even with up to
5 minute of exposure, you have to make sure that your AdBar
grabs and keeps the shopper’s attention.

2. START WITH THE END IN MIND.
Don’t just tell your potential customers about what you have to
offer on your AdBar. Encourage them to take action. Put an easyto-remember website address, email or number to text. Or better
yet, use QR codes and NFC tags.
3. MAKE WORDS BIG.
Shopper see your AdBar when approaching the aisle, while waiting
in line and when they pick it up to use it. Choose fonts that are
easy to read and can be seen from a few feet away to take full
advantage of all exposure opportunities.
4. DESIGN SIMPLY.
Color choices are particularly important to help your AdBar stand
out on the dark conveyor belt. Combinations such as black type on
a white or yellow background are much easier to see than orange
type on yellow.
5. AVOID TOO MUCH INFORMATION.
Many advertisers cram too much information on their advertising.
Pare your messages down to the minimum and put emphasis on
the most important message. Use images to sell, instead of words.
Remember, simplicity works.
We’re here to help. Don’t hesitate to consult your Representative
for their creative input, tips and suggestions.
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To get the latest RMG news, click on
the link at retailmedia.ca/linkedin

KELLY MALLOY

A

fter more than six years working
in media sales in Toronto, Kelly
relocated across the country to a life in
B.C., where she spent the next 20 years
as an account executive in television.
Seven years ago, Kelly brought her
experience to the Retail Media team as
a senior account manager. She has seen
many firsthand accounts of AdBar’s
positive effect on her clients’ businesses.
Ad agencies, small business owners,
and municipalities are only a few of the
types of clients that rely on Kelly to
inject creativity into their ad campaigns.
She appreciates the versatility of her
work, but most of all she enjoys pushing
the boundaries of a product. With a
supportive team to back her, Kelly
is able to help her clients achieve
great outcomes.
In her free time, Kelly can be found in one
of two places: swinging kettle bells with
her personal trainer, or out on the ocean,
exploring the many beautiful places that
surround her West Coast home.

‘TIS NEVER TOO EARLY TO
GET ON THE HOLIDAY LIST

WHEN THE GOING GETS
TOUGH, THE TOUGH
STILL ADVERTISE

B

y keeping up a strong advertising campaign
in a sluggish economy, it’s possible for
a company to grow even stronger when the
economy turns around.
During an economic downturn, it seems logical
for a business to decrease spending in any way
possible and advertising is often the first to
be cut. However, when companies cut back on
advertising to save money, they become less
visible to the public. While business owners
may justify this cut because they assume that
their potential customers do not have the
extra money to spend, companies that don’t
reduce their marketing campaigns remain
visible and benefit from a less crowded
advertising landscape.
Plus, when consumers need a particular product
or service, they’re more likely to buy from the
company that has kept up with advertising.
Just remember that consumers still notice
advertisements even when the economy is slow,
and companies that advertise will be top of
mind when things turn around. They’ll be the
first ones to get customers whereas businesses
that cut advertising could be hurt when their
customers look for other places to shop.
Talk to your representative about developing a
cost-effective and highly targeted advertising
plan for your business.

Thank you for helping us grow!

GET

185

AIR MILES®

Reward Miles

Simply email us at newsletter@rmgi.ca and
you will receive 185 Miles to celebrate our
#185 ranking on the 2015 PROFIT 500!

*Offer valid until December 31, 2015, limit 1 offer
per Collector Account.
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C

hristmas comes just once a year and you have a very
short window of opportunity to get your message out
and get onto that Holiday shopping list! The place that
people visit most frequently outside of work is the grocery
store, especially during the Holidays. There are so many
people to feed, and baking to do.
With Adbar, you can set yourself apart from the
competition. You get guaranteed exclusivity in the stores
you book, plus shoppers will pick up and interact with your
ad. They can’t turn it off, mute it or unsubscribe. They can’t
miss it, even if they tried.
Choose the stores around your business or target high
income households, moms, affluent professionals, ethnic
groups, families, etc. You can be in market for 4 weeks
leading up to Christmas, during the Holidays, or during
Boxing Month.
Give your business an early gift this year! Talk to your
representative for more information.

Get up to 5,000
AIR MILES® Reward Miles
when you refer a new client!
One of our valued clients received
20,000 Miles recently simply for
making referrals that turned into
new customers. Congratulations,
and thank you!
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Some conditions apply.
Ask your Representative for more details.
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