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CONTEXT
SupaBarn Canberra is starting up both a click and collect and a home delivery
service. The purpose of this campaign is to encourage Canberrans looking to have
their groceries home delivered to make SupaBarn their first preference. This will be
achieved through strategic media buying which in turn will target the most
appropriate audience. This will be done through the use of a call to action (CTA)
strategy. 
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THE TASK
Encouraging Canberran grocery buyers to choose SupaBarn when opting to have
groceries delivered over a four-week period in November 2021 and increase overall digital
sales. 

THE HISTORY
Choosing to shop with SupaBarn allows Canberrans to enjoy the fact that they not only
shop with a local family-owned and operated business but also a business that gives
back to the local Canberra community. In addition to offering a wide range of major
brands at competitive prices, SupaBarn also offers small and local producers of fresh
products unavailable to large chains. Being such a small chain it allows them to handpick
products from the local Australian community and never compromise on quality, unlike
their major competitors of Woolworths and Coles who are unable to do so as grocery
giants. 

AUDIENCE INSIGHT

PRIMARY AUDIENCE
As defined by the brief, the primary audience for the SupaBarn Home deliveries campaign
is made up of grocery buyers who reside in Canberra. This is due to the COVID-19
pandemic which has caused businesses to shift how they respond to their customer's
needs from providing contactless delivery to making significant changes to their in-store
experience (Natascha Kwiet-Evans 2021). 

SECONDARY AUDIENCE
Upon further investigation, reveals the secondary target audience are those who live just
outside the ACT border: Queanbeyan and Jerrabomberra these places that do not have a
local SupaBarn. To obtain SupaBarn produce and prices a consumer must go into their
nearest location in Canberra (SupaBarn 2021). These residents often travel into Canberra for
work but do not want to drive into Canberra for groceries that could be bought from
SupaBarn. The research conducted justifies a target marketing campaign to reach those
who live just outside the ACT border rather than just ACT residents alone.
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Yoon is a 35-year-old who works full-time as a public servant within the
department of education. He lives with his partner in their apartment
located in Dickson. Yoon is a particularly busy individual who views
grocery shopping as a chore, If he is to go he'd rather only do so once a
fortnight. With everything on in Yoon's life, he's currently looking for a
home delivery grocery service that provides the best and freshest
produce, preferably wanting to avoid Coles and Woolworths but opting
to support a small business. 

PRIMARY AUDIENCE PERSONA

SECONDARY AUDIENCE PERSONA
 

 

Dove is a 37-year-old aspirational chef who works full time as a Housing
Manager within the Department of Communications and Justice. She
lives with her husband in their house located in Jerrabomberra. As an
aspiring chef Dove is always on the lookout for the best ingredients to
use for her creative dishes. Dove has been looking into home delivery
for groceries as she wants ingredients that support local farmers with a
reasonable price point without having to drive into Canberra to go to the
farmer's market every Sunday morning. 

MEDIA CHANNEL CONSUPTION

 

 
Roy Morgan Single Source Data 2019

Asteroid discoveries show 2019 media consumption data for Grocery Buyers in the ACT
area - Heavy Medium Light Triptiles.
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MEDIA RECOMMENDATION & JUSTIFICATION

 

 

Coles Magazine - 20.70%
Fresh by Woolworths - 18.60% 

The following media outlets were not chosen for this campaign based on the results of the
media consumption chart:

Magazines (excl NIMs): according to Roy Morgan Single Source Data the highest-ranking
magazines that our target audience are reading are as follows:

The next most highest-ranking magazine is "Open Road NSW" - 12.40% That modest
proportion and reach does not benefit our campaign because the magazine's reach extends
over all of NSW rather than just the ACT.

Television: Television has a far smaller influence in modern times, as 43.60 percent of the
target audience no longer engages with this medium. (Roy Morgan Single Source Data
2019). Making this pointless when we can engage with our target audience through more
effective ways.
 
Cinema: Cinema has the lowest consumption rate, with only 9% of the index actually
consuming from this channel (Roy Morgan Single Source Data 2019). This medium would not
reach the intended audience and would be ineffective and inefficient (Katz,2019).
 
Out Of Home (OOH): OOH has a very low consumption rate of 29.6 percent. This is owing to
the fact that there is only OOH at specific bus stations and shopping complexes within
Canberra. As well as the only place within Canberra that permits billboards is Canberra
airport, which doesn't get much attention due to its distant position.

The following media outlets have been chosen for this campaign based on the results of the
media consumption chart:
 
Radio:
Why Radio?
According to Roy Morgan research, the Canberra radio market has the highest index of
grocery purchasers in the ACT area, with Mix 106.3 and Hit 104.7 being the most listened to
stations. Breakfast, Drive-Time, and Morning were the three most-listened-to radio day
segments (Roy Morgan Single Source Data 2019). These spots have the potential to reach
our target audience and make them wonder, "What am I making for dinner?" Radio has a
broader appeal than just the local community (Katz, 2019). However, Radio is also capable
of guiding an audience through every stage of the consumer journey, from awareness to
initiating conversations. Davis (2019)
Spend: $1,590
Activity Dates: 
Week commencing 1st November: (1st, 3rd, 5th)
Week commencing 8th November: (8th, 10th, 12th)
Week commencing 15th November: (15th, 17th, 19th)
Week commencing 22nd November: (22nd, 24th, 26th)
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Newspaper:
Why Newspaper? 
According to Roy Morgan's research, the Canberra newspaper market is still very much
alive, with the greatest heavy consumption across the board of 68.30 percent, The
Canberra Times, particularly the Saturday issues, being the most read newspaper by a
landside. Newspapers are about timeliness because people rely on them to receive the most
up-to-date information about products and pricing; this role is regarded as vital (Katz,
2019).
Spend: $568
Activity Dates: 
Week commencing 1st November: (6th)
Week commencing 8th November: (13th)
Week commencing 15th November: (20th)
Week commencing 22nd November: (27th)
 
Internet:
Why internet? 
According to Roy Morgan study, the Canberra internet market is gradually growing more
popular, with the index resting at 115, light consumption at 40%, and heavy consumption at
47.30%. Facebook and Instagram were the most popular non-search engine websites.
Digital marketing will help to keep the campaign relevant by allowing for user customisation.
(2019, Katz)
Spend: $2,800
Activity Dates: 
 Week commencing 1st November: (All Week)
Week commencing 8th November: (All Week)
Week commencing 15th November: (All Week)
Week commencing 22nd November: (All Week)

Search:
Why search? 
According to Roy Morgan research, Google is Canberra's number one website, accounting
for 97.60 percent of internet consumption. Advertisers can use digital search to buy
keywords, link them, and deliver ad messages to customers at the beginning and conclusion
of their purchasing experience. (Katz,2019)
Spend: $2,800
Activity Dates: 
Week commencing 1st November: (All Week)
Week commencing 8th November: (All Week)
Week commencing 15th November: (All Week)
Week commencing 22nd November: (All Week)
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