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PROMOTION SUBMISSION REQUEST FOR WEEKS 1-26 (H1 2021) 

You are invited to submit your promotional program for the first half of 2021, dated week 

commencing 30/12/2020 to week ending 29/06/2021.  

The submissions are due back to TIR no later than Friday 25th September, although 

earlier is appreciated.  

FY20 TRADING RESULTS AND IMPACT FROM COVID-19  

Our IGA members were already trading at record levels prior to COVID-19 on the back of 

very strong promotions and an enhanced marketing campaign. Our focus on providing a 

competitive offer in our market place was proving successful, as sales grew in the double 

digits (+12%) right up until March 2020.  

The chaos that COVID-19 brought to the grocery industry is well known. The panic buying, 

interruptions to the supply chain including the inability to service the demand from both 

suppliers and wholesalers caused many pain points. Our retailers successfully and safely 

traded through this period under difficult circumstances and have since come out of it in a 

very positive sales position. For the full year FY20, sales growth ended at +18.75%.  

Our independent retailers have also achieved a sizeable market share improvement caused 

by a change in customers shopping habits due to COVID-19. Most customers now decide on 

where to shop based on their closest store location as they focus on how they can limit their 

exposure to the virus. (Source: IRI Analysis; COVID-19 Shopper Survey May 2020). TIR has 

noticed this change despite the low-level infection rate and current nil community spread 

within Tasmania. 

Sales for all our retailers’ remains very strong and for the last 3 months, sales growth has 

hovered between 25-30% up. Of course, there is a few additional local elements supporting 

this growth. Around 50% of our population is rural and we have many retailers servicing 

these areas. Customers that normally travel to the larger regional centres and shopped at 

the chains have reconsidered this shopping expedition despite lifting of local travel 

restrictions. Tasmania also has a little older demographic, so there remains some fear within 

this community around a second wave. 

We forecast that the sales growth will remain very positive for this next half, and we are 

confident that we can maintain the additional market share since COVID-19 begun. 

Our strategy for the FY21 period will be to ensure we can improve our competitive offer for 

the many old and new customers that now frequent our stores. We expect the chains to 

combat strongly to crawl back some lost market share. So, we are seeking your support to 

ensure we have availability to your best case deals for weekly promotions, more ½ price 

deals and request more of your product ranges to be submitted to our Low Price Every Day 

(LPE) program to ensure we can remain competitive day to day. 
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IGA PROGRAMS 

The IGA promotional program currently consists of weekly promotions and the ongoing LPE 

program 

WEEKLY PROMOTIONS 

 

Our promotional strategy will continue to include offering  more ½-price 

market pricing for key drawcard specials and provide value offers for the 

remainder of our advertised and in-store offers. We request that the weekly 

promotion frequency submitted is consistent with or greater than the previous 

half.  

We support the promotional program by delivering quality marketing in our multimedia and 

catalogue advertising. IGA weekly advertising currently consists of the following media 

channels, however this is constantly evolving to best suit the advertising to our customers. 

TELEVISION 

We advertise product and price every week on television. Television spots are reserved for 

aggressively priced and wanted specials. Placement occurs in prime time advertising slots, 

across the three networks - Channels 7, 9 & 10. Additionally, these adverts are also 

available on YouTube and up catch up television across the 7, 9 & 10 networks, as well as 

SBS and Foxtel. 

PRESS 

A selection of ambient and perishable lines are advertised across multiple days in the three 

regional newspapers. 

DIGITAL 

A range of products is advertised digitally each week through Google ads and Fairfax 

marketing. Additionally, social media advertising is engaged for special promotions, new line 

launches and seasonal products. 

RADIO 

A subset of television, press and digital advertised lines are supported with radio advertising 

on Grand Broadcasters channels across the state. 

CATALOGUES 

All IGA stores have access to an eight page or four page catalogue. The online catalogue 

solution is linked to a fast growing customer base via a weekly subscription service 

(available at https://www.igatas.com.au/catalogues/ we encourage suppliers to sign up to 

receive the catalogue weekly). Most of the stores also receive a colour printed hard copy 

catalogue for use in-store or distributed locally via letterbox. 

Larger catalogues are scheduled to run every month and in the lead up to Back to School or 

Easter promotions. The larger catalogue dates are listed in the ‘Start Dates’ tab of the Excel 

submission form. An additional four pages expand the catalogues on these weeks, 
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becoming twelve and eight pages respectively. These additional pages are available for 

suppliers over and above for promotional panel advertising using your current marketing 

artwork to promote your brand, or advertise new lines or promote special customer offers. 

Digital only catalogue full pages are also available every week for additional supplier 

marketing. 

Contact amber.milbourne@igatas.com.au for details on how you can obtain advertising 

space in these catalogues. 

LPE 

 

Low Price Every Day (LPE) continues to evolve covering a range of low price 

promotional strategies for our Tasmanian IGA retailers. Our retailers maintain 

high standards of compliance and supplier submissions to this program are 

growing rapidly. We encourage all suppliers to provide a LPE program. If you are 

already submitting more than one promotion each month then these should be 

considered for LPE. 

Low Price Every Day promotions run in-store for three-month periods (13 weeks), i.e. 

January – March and April – June.  

All promotions submitted for LPE are  semi-permanent or permanent price drops and in 

many cases, suppliers have provided these in previous submissions so it becomes the 

‘normal retail price’. These promotions attract LPE shelf talkers but do not have an end date 

on the shelf talker. We also change the yellow shelf ticket price to reflect this ongoing sell 

price. Pricing for these promotions are in a number of cases used to maintain competitive 

prices with our competitors.  

Claims for these promotions are made at the end of each month. The monthly claim process 

also allows the flexibility to increase prices should a price rise occur within the promotional 

selling period, either from a supplier cost increase or if a competitor moves their pricing and 

we follow. If required, price changes can occur upon the next monthly period start date. 

 

C-STORE PROGRAMS 

 

The C-Store program is in place for a number of convenience 

sized stores that provide a supermarket offer to their local 

community (outside of our IGA group). TIR has always 

provided a promotional program to these retailers but have made some changes to better 

suit their offer. The group is growing and we expect the number to reach 75 stores.  

The best program to submit for this group is those lines that are high selling convenience 

types or small size grocery products that these stores are likely to stock. However, this does 

not mean you can hold off on submitting some key lines or even new lines as these stores 

are trying to ensure they have the product range their customers are looking for.  

This provides a great opportunity for suppliers to submit a program to these stores to further 

increase sales. The C-Store program runs on a fortnightly cycle is set up to avoid clashes 

with any IGA promotions that may also clash within the same selling period. We encourage 

all suppliers provide a few promotions throughout the half. 
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SUBMISSION PROCESSING 

HOW TO COMPLETE THE SUBMISSION FORM 

Separate tabs are provided for IGA, C-Store and LPE promotions. Please ensure that the correct tab 

is used for each type of promotion. Filling in the forms correctly will save both parties time and 

improves accuracy.  

 

Your supplier name, supplier number, representative, contact number and email address fields must 

be completed at the top of each tab. 

Suggested Prom Date W/C – This is the date that you are proposing for the promotion, however TIR 

may schedule a different date to avoid some clashing within categories. A confirmation report will be 

sent at the end of the scheduling process to advise you of changes. 

SIW Product or Group Number - Please ensure that the numbers used are SIW group and product 

numbers. Metcash or Woolworth’s product numbers will not be accepted. If you require a master file 

of your products please request from marketing@igatas.com.au 

Promotion Case Deal – The promotion deal should be for a warehouse issue of stock to the retailer, 

i.e. if the product is supplied as inners, then the deal should be provided for one inner; if the product is 

supplied in cartons, this is the deal for a carton.  

Product Description – Please provide an accurate product description and size. 

Suggested Retail – TIR will review and consider the retail suggested by the supplier.  

Comments – We have provided a column for sundry comments, however please note this will only be 

viewed in the initial process including product number and group checking. 

THE SCHEDULING PROCESS 

Submissions are due back no later than Friday 25th September, It is important that suppliers are 

considerate of this due date, as the scheduling process is extensive and the accuracy and balancing 

of the programs are better without unnecessary time constraints. 

Upon receipt of your submission, we will undergo an initial checking process, which includes checking 

the validity of product and group numbers and any inconsistencies with the frequency of your 

promotions. If there are any issues, we will contact you to resolve them as soon as possible. 

All of the programs will then be further reviewed and scheduled with other programs to balance the 

promotions. This may mean that your promotional dates have been moved to avoid category clashes 

on similar dates. A promotion confirmation report will be sent as soon as this process has been 

finalised. It is important that you review this report as soon as possible to reflect any date or 

submission changes in your records. Please discuss any issues you have with the confirmation with 

Amber Milbourne amber.milbourne@igatas.com.au . 


