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Data partners

INTRODUCTION TO QUANTIUM

Coming 
soon…

10 million 
loyalty cardholders

3 million 
customers

Property data for  
9 million households

Media partners



1. MEASURE WHO YOU ARE REACHING

33%
of biscuit buyers are over 54,

and 9% are under 25

Additional opportunity 

42%

42% 
of people 25 – 54 don’t buy 
snacking biscuits

Potentially 
wasted investment

25 – 54 
demographic

Snacking 
biscuit buyers



2. CLICKS DO NOT EQUAL SALES
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2. CLICKERS COULD ACTUALLY BE 
THE WRONG AUDIENCE

Click through rate v incremental sales per person
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Younger demographics 
(Younger Singles / Couples, 
New Families, Young Families)

Older demographics 
(Older Singles / Couples, 
Older Families, Retirees)



3. TARGETING ACTUAL BUYERS 
DELIVERS RESULTS

Health 
conscious buyers

P18+

Cold drinks

Cosmetics 
buyers 18-54

Women 
18-54

Cosmetics

Regular 
category buyers

P18+

Personal care

1.0

1.9 1.7

1.0

2.3

1.0

increase90% increase70% increase130%



4. GROW THROUGH PENETRATION

Drinks brand

Sales contribution

Competitor buyers 61%

New to category 37%

12%Current buyers



4. GROW THROUGH LOYALTY

Personal care brand

Sales contribution

Current buyers 51%

Lapsed buyers 38%

11%Competitor buyers



4. GROW THROUGH BOTH

Cosmetic brand

Sales contribution

Competitor buyers 42%

Current buyers 24%

22%New to category

9%Lapsed product buyers

3%Previous brand buyers
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Relevance score

Purchase rate2%

12%

Traditional 
approach

Personalisation 
approach

5. YOU CAN TARGET AT SCALE



THANK YOU
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This report, or information contained in the report (together, the Report), has been prepared by The Quantium Group Pty
Limited and / or Market Blueprint Pty Limited (together, Quantium). The Report may comprise of material or be the subject
of intellectual property, including confidentiality rights and copyright, of multiple owners, including Multi Channel Network
Pty Ltd, Foxtel Management Pty Limited, National Australia Bank Limited, Woolworths Limited and Quantium (together, the
IP Owners). Without limiting the above, the Report may have been prepared using raw data owned by the IP Owners. The
IP Owners have not been involved in the analysis of the raw data, nor the preparation of the Report and do not make any
representation (express or implied), nor give any warranty in relation to the accuracy, completeness or appropriateness of
the raw data, nor the analysis of this Report. To the maximum extent permitted by law, the IP Owners expressly disclaim,
take no responsibility for and have no liability for the preparation, contents, accuracy or completeness of this Report or the
analysis on which it is based. The IP Owners will have no liability for any use, by anyone, or disclosure by the recipient of
any information contained in, or derived from, the Report. This Report or any material contained within may not be copied
or distributed or otherwise disclosed or made available in any way except strictly in accordance with the applicable written
terms and conditions. The information in this report is provided in confidence.
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