
BRANDS: 

“Start a direct relationship with your shoppers” 



• Each month the FuelCents marketing program 
will provide independent grocery and P&C 
channels with a menu of selected products with 
FuelCents savings 

• Retailers schedule their Fuelcents offers in 
advance to create their in-store merchandising 
program 

• Each month 4- 6 brand products receive prime 
merchandising presence in each store with 
impactful display units located at the checkout  

• Participating products and stores are featured on 
FuelZap and in media and online social 
marketing 

how does the program work? 

SELL-THROUGH ACTIVITY 
BUY IN STORE AND SAVE ON FUEL 







customer redemption process 

FUELCENTS REWARD IS 
REBATED TO THE 
CUSTOMERS FUELZAP 
ACCOUNT FOR THEM TO 
BANK AS CASH 

FUELCENTS ARE ADDED TO 
THEIR ‘WALLET’ ON 
FUELZAP, 
SHOPPER FILLS UP AT 
LOCAL PETROL STATION 
ZAPS RECEIPT TO GET < 80 
X FUELCENTS COLLECTED 

THE SHOPPER SPENDS X$ 
INSTORE OR BUYS PRODUCTS 
TO COLLECT FUELCENTS 
ZAPPING THE RECEIPT, 
FUELCENTS ADD UP FROM 
EVERY STORE 

SHOPPERS SEE NEARBY 
STORES ON THE APP OR 
SEE THE OFFERS IN STORES 
IN THEIR AREA 

FUELCENTS PROMOTION 
TV & RADIO ADVERTISING 
MOBILE APP – FUELZAP 
ONLINE MARKETING 
LOCATION SIGNAGE 
IN STORE DISPLAY 
 

media online location in store mobile 

BUY IN STORE AND SAVE ON FUEL 



media mobile location in-store 

path to purchase marketing 



mobile The smartphone FuelZap application presents all participating stores and 
products nearby or by destination. Providing shoppers with opportunity to 
collect substantial aggregated rewards across their shopping journey. 

communication 



location Petrol suppliers and retailers have a strong interest to support and attract 
FuelCents redemptions to their outlets. All opportunities will be sought to 
drive product offer communications in the driveways and outside of the 
stores adding strength to the sales merchandising activation. 

communication 



 
Purchase reports on your brand 
% Shoppers buying your brand 
Sales units by SKU 
Sales dollars by SKU 
 
Category demographic tracking  
Sales across all categories 
Demographic overlay on category spend 
Sales split with grocery categories 
 
Peer Analytics 
Spend on peer brands within categories 
Demographic overlay on peer sales 
Analysis against total spend 
 
Product incentive program 
Trial of offers on specific lines versus control group 
Analysis of different offer types & values 
 
 
 

  

true data collaboration 

data 

Measure engagement 

Measure R.O.I . on relationships  
 


