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CASE STUDY
Proving nEwSPAPErS work: METro USES nEwSPAPErS To rEACh LoCAL 

The Challenge
Metro wanted to re-establish its commitment to quality food. It 
wanted to stand out from other grocery stores by doing something 
different while also effectively reaching into local markets.

The Objective
Metro chose to inspire Ontarians by providing food ideas and 
solutions to the local markets it serves. It wanted to show 
interesting, delicious food while, on a practical level, also activating 
them to purchase at Metro.

The Plan
Kick-off during the summer and participate in local food festivals. 
Showcase ideas and host pop-up markets so participants can then 
take the ideas and act on them.

Also use multi-media to reinforce the message. Include 
newspapers and their flyers which deliver a key local component - 
as grocery is a business at the heart of many Ontario communities.

The Creative
The newspaper ad creative would be used to feature food festivals 
and highlight Metro’s participation via “Metro Master Class” run by 
local chefs.

The flyer, delivered through local papers, highlights the theme 
“Taste Summer” and provides inviting recipes with seasonal 
ingredients that beg to be tried.

A dedicated microsite, PR and in-store “mini-festivals” also support 
the initiative.

The Results
“We’re trying to optimize the media mix... print and online buy is 
about 30% of our total budget. Traditional media still has big value 
for Metro.. it promotes its in-store events through ads in smaller, 
community newspapers as well as its flyer. Metro’s flyer still earns 
more than 10 million impressions weekly, and by running ads in 
smaller, community papers, it can reinforce its community role as a 
food provider.” 
     – Nancy Modrcin, Senior Director of Marketing, Metro Ontario Inc.


