The Digital Front Page Revolution

How Al and Personalization Are Replacing
the Print Circular in Grocery Retail

By Ron Bonacci, Gary Hawkins and Linda Wakim
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The Digital Front Page Revolution

Insights on personalization, loyalty, and the data behind grocery growth
By Ron Bonacci, Gary Hawkins and Linda Wakim

For nearly a century, the weekly print circular was the backbone of grocery advertising.
Print hundreds of thousands of identical flyers, feature a few aggressive loss-leaders,

and trust that traffic would follow. Simple. Scalable. Predictable.

That era is ending. With industry net margins hovering around 2.1% (FMI, Food Retailing
Industry Speaks 2026) and print readership down 40-60% over the past decade
(Numerator Promotions Intel), the traditional circular can no longer deliver the reach,
relevance, or return grocers need. In its place, a new engine is emerging: the Personalized
Digital Front Page — a dynamic, Al-curated storefront tailored to each household's lifestyle,

life stage, and shopping behavior.

This shift isn't merely technological. It's economic, strategic, and — for the

retailers who move first — transformational.

“Grocery advertising is moving from mass distribution to

precision personalization, and the front page is where the battle
is being won.”

ONE CIRCULAR FOR EVERYONE WAS NEVER A STRATEGY

The print circular's fatal flaw was always its sameness: it treated every household
identically. But a Pet Parent shops nothing like a Gluten-Free household. A School-Aged
Family runs different weekly missions than an Empty Nester. A value-driven shopper and a

premium lifestyle shopper respond to entirely different offers.

Al-driven personalization lets a retailer curate a unique promotional experience for each
household — one that reflects their actual needs, preferences, and purchase patterns.
That's a better customer experience, certainly. More importantly, it's a fundamentally

better business model.



DATA CHANGES THE RETAIL GAME

The digital front page is powered by a data environment that did not exist in the print
era. Retailers now have access to an expanding stream of purchase histories, loyalty
behavior, product attributes, health and nutrition preferences, location signals, digital
interactions, household composition, life-stage indicators, and real-time response data.
Each signal adds context. Together, they create a far richer understanding of what a

shopper needs, what will motivate action, and when an offer is most likely to matter.

Data turns the flyer from a static advertising product into a learning system. Purchase data
reveals what shoppers buy and how their behavior is changing. Health and nutrition data
helps distinguish a diabetic-friendly mission from a gluten-free, heart-healthy, or
high-protein household. Location and timing signals can make an offer relevant to the store,
neighborhood, weather, or moment. Digital behavior — what shoppers view, search, clip,

ignore, and purchase — shows the system how to improve the next experience.

The competitive advantage is not simply having more data. It is connecting and
activating it. When these signals are unified through customer intelligence and applied by
Al, the retailer can move from broad demographic assumptions to individual relevance.
Every interaction generates new evidence, every campaign improves the customer model,
and every improved decision creates more engagement and more data. That closed-loop

learning advantage is something a printed circular can never replicate.

THREE FORCES POWERING THE SHIFT

1. Verified exposure replaces speculative reach. Print assumed exposure based on
distribution. Digital measures it: viewable impressions (rendered at least one second,
half the tile visible), tiles viewed per session, and an exposure matrix — exposed and
clipped, exposed and not clipped, not exposed — that gives every campaign a built-in
control group. For the first time, ad lift is measured, not assumed.

2. Al-drivenrelevance replaces blanket discounting. Algorithms weigh lifestyle
markers, purchase history, dietary needs, and category depth to decide which offers
earn each shopper's screen. The report card is Personalized Match Yield: the share of
viewed tiles that actually match the shopper's profile. A gluten-free household
served standard bakery bread is a zero-yield impression — and a small erosion of
trust.

3. Behavioral shifting replaces margin dilution. Modern advertising's goal is not
subsidizing purchases that would happen anyway. It's expanding category breadth,
growing basket profitability, and deepening loyalty — tracked through metrics like
Category Cross-Over Rate, the Subsidization Index, Incremental Margin Lift, and
Private Label Cannibalization.



HOW Al CHANGES THE GAME

From discount list to meal-building engine. Predictive Al anticipates the meal a shopper
is planning, the ingredients they're missing, and the complementary items that make the
basket profitable — turning the front page into an engine for bigger baskets, more trips,

and stronger contribution margin.

Guardrails that protect margin automatically. When a household's discount mix runs
too high - a rising Subsidization Index - the system quietly rotates their layout from deep
standalone markdowns to basket-threshold and multi-category missions. The
engagement stays; the economics improve.

Optimization that never stops. The engine learns continuously from clip behavior,

purchase latency, category switching, price sensitivity, private-label preference, and
churn-risk signals — so the front page evolves weekly, even daily, with each shopper.

FROM DIGITAL DISTRIBUTION TO DIGITAL ENGAGEMENT

A personalized digital front page only creates value when shoppers can easily discover
and use it. Unlike the print circular, which depended on a single weekly delivery event, the
digital flyer can be distributed continuously across the retailer's entire customer ecosystem:
through personalized email, the retailer's mobile app, the website, loyalty-account pages,
digital receipts, push notifications, SMS, social channels, and paid media that brings

shoppers back intfo an owned digital experience.

Each channel plays a different role. Email can create the weekly habit and showcase a
shopper's most relevant offers. The app can provide an always-available, shoppable front
page connected to digital coupons, lists, recipes, and store navigation. The website can
engage both known and anonymous visitors and convert them into identified loyalty
members. Push notifications and text messages can surface time-sensitive offers,

replenishment reminders, or mission-based recommendations at precisely the right moment.

The goal is bigger than replacing print impressions with digital impressions. It is to drive
sustained digital engagement: more app opens, more authenticated visits, more offer clips,
more list building, more digital shopping missions, and ultimately more identified transactions.
Every engagement strengthens the retailer's direct relationship with the shopper, reduces
dependence on third-party media, and creates additional data that improves future
personalization. Distribution becomes the entry point to a compounding cycle of

engagement, intelligence, and customer lifetime value.

From discount list to meal-building engine. Predictive Al anticipates the meal a
shopper is planning, the ingredients they're missing, and the complementary items that
make the basket profitable — turning the front page into an engine for bigger baskets,

more trips, and stronger contribution margin.



l* FIVE METRICS TO KNOW

Personalized Match Yield (PMY) — % of viewed tiles matching the shopper's
actual profile. The personalization engine's report card.

Category Cross-Over Rate — shoppers an ad item carried into a category they'd

never bought — counted only when they return at full price.

Subsidization Index — discounted vs. full-price dollars in ad baskets. The
cherry-pick guardrail.

Incremental Margin Lift — basket margin of exposed households vs. a matched
control group, net of the markdown. The verified halo.

Viewable Impression — a tile rendered =1 second with 250% visible. No digital metric
is valid without it.

THREE BUDGETS, ONE FRONT PAGE: CPG, MERCHANDISING, AND
ADVERTISING ALIGN

For decades, the money behind the circular lived in silos. Merchandising negotiated trade
funds and vendor allowances item by item. The advertising department owned the media
budget and bought pages. CPG brands wrote co-op checks tied to print placement — a
front-page slot, a quarter-page block — with little proof of what those placements actually
did. Three budgets, three scorecards, one blunt instrument.

The personalized digital front page collapses those silos, because for the first time all

three parties are buying the same measurable thing: verified shopper behavior.

» CPG dollars follow audiences, not pages. Instead of funding a static slot seen identically
by everyone, brands sponsor personalized tiles served to the precise households they want
— lapsed buyers of their category, competitive-brand households, or lifestyle segments
like Pet Parents and Gluten-Free shoppers. Retail Media Yield tracks whether that co-op
revenue exceeds the margin sacrificed on the targeted markdown, and a Private Label
Cannibalization guard ensures sponsored national-brand tiles build store equity rather
than simply shifting share away from the retailer's own higher-margin brands.

» Merchandising negotiates with proof instead of promises. When every featured item
carries a scorecard — households reached, verified lift versus its non-ad baseline, and
the halo of full-price items it pulled into baskets — trade-fund conversations change
character. Merchants can show a brand exactly what its last placement produced, price
the next one accordingly, and redirect funding away from volume anchors that would
have sold anyway toward items that genuinely move behavior.

 Advertising shifts from buying reach to buying outcomes. The ad team's budget stops
underwriting speculative circulation and starts funding measured results: incremental trips,
category cross-overs that stick at full price, and at-risk households retained by a well-timed
personalized offer. Every dollar is attributable, and every placement competes for space on

performance.



The result is a funding flywheel. CPG investment underwrites the personalized tiles; verified
exposure and lift data prove what worked; merchandising converts that proof into stronger
vendor funding for the next cycle; and the advertising budget stretches further because the
margin math is visible before, during, and after every campaign. The front page stops being

a cost the three departments split — and becomes a profit center they build together.

WHERE BIRDZI FITS

Birdzi sits at the center of this transformation. The Birdzi platform provides the Al-powered
personalization engine that turns loyalty data into dynamic, individualized digital storefronts —
combining customer intelligence, machine learning, and real-time personalization in a single
stack.

For retailers, that translates into personalized digital front pages that lift relevance and
engagement, expand category breadth, protect margin through automated guardrails,
strengthen loyalty, grow customer lifetime value, and power retail media monetization —
giving merchandising and advertising teams a shared, verified scoreboard for every CPG

dollar invested in the storefront.

The strategic point matters most for regional and mid-market grocers: Birdzi lets them

compete with national giants not by spending more — but by being more relevant.

THE ROAD AHEAD: PRINT SHRINKS, DIGITAL SCALES

Print won't vanish overnight. It will narrow into a targeted retention tool — for high-value

households, rural markets, and older demographics where it still earns its cost. But the
growth engine — scalable, measurable, margin-positive — is digital. The retailers who thrive
will be the ones who embrace Al-driven personalization, verified exposure, behavioral
metrics, margin guardrails, retail media monetization, and predictive meal missions.

The future of grocery advertising is not about printing pages. It is about engineering

profitable customer behavior — one personalized screen at a time.

The death of the print circular is not lost - it's an opening. Retailers who
adopt the personalized digital front page won't just improve advertising
performance; they'll redefine loyalty, margin, strategy and competitive
advantage for the next decade.

Birdzi helps retailers turn data into relevance, relevance into loyalty, and
loyalty into Customer Lifetime Value (CLV).

The future is personalized. The future is digital.
The future
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Want to see what a personalized front page could do

for your banner?

Connect with the Birdzi team — or forward this brief to
a colleague rethinking their circular with CPG funding
with merchandising and marketing combined efforts.

Let's Innovate Together

%&1 it @ www.birdzi.com
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