


https://attend.wordly.ai/join/CBBB-4124





IN-S T O R E C O N V E R S I O N S W I T H  
O M N I C H A N N E L S T R AT E G I E S

POWERED BY VENDO

CLOSING THE GAP:

B R I D G I N G O N L I N E A N D



S P E A K E R S

OUR

SERVICES:

Account 

Management

Reporting & 

Analytics

Copy & 

Creative

Supply Chain 

& Logistics

Account 

Health

Advertising 

& Marketing

DARRENSAUL
CEO

NICOLASMARTINEZ
SVP of Marketing

GEFENLAREDO
VP of Advertising

MARKJORDAN
Marketplace Growth 

Strategist







O V E R V I E W

"Direct to Everywhere"

What is Omnichannel?

Marketing Flows

Advertising: Retail Media Buying

Omnichannel Assortment Strategy



W H A T IS O M N I C H A N N E L /  
D I R E C T - T O - E V E R Y W H E R E

Reaching the customers wherever they are shopping



ASSORTMENT

Top Selling Product Types 

Top Selling Flavors

Small Pack Sizes with Low AUR

BRICK&MORTAR E-COMMERCE

IN-STORE

GROWTHDRIVERS

• Online Pickup & Delivery Enabled

• QR Codes

• Sampling Events

ASSORTMENT

Additional Top Selling Product Types 

In-Store Items with AUR > ~$10

GROWTHDRIVERS

• Optimized Content & Reviews

• On-Walmart Advertising

• Virtual Packs & Item Bundles

• Site Merchandising Opportunities

• Promotions & Discounts

ASSORTMENT

Longtail Product Types 

Additional Flavors

Large Pack Sizes of In-Store Items

GROWTHDRIVERS

• Optimized Content & Reviews

• On-Walmart Advertising

• Walmart Fulfillment Services (WFS) 
to gain 2-day shipping & Walmart+

• Promotions & Discounts

FIRST PARTY (1P)
Owned & DSV

THIRD PARTY (3P)
Marketplace

O M N I C H A N N E L A S S O R T M E N T S T R A T E G Y
WALMART



M A R K E T I N G F L O W S | T R A F F I C R E Q U I R E D

AISLE VIZER



U S E R E X P E R I E N C E



M A R K E T I N G F L O W | T R A F F I C N O T R E Q U I R E D

USER EXPERIENCE BRAND EXPERIENCE



ORGANIC & PAID 

RESULTS

PRODUCT PAGE 

MERCHANDISING

MANUFACTURER OFFERS 

PAGE MERCHANDISING



M A R K E T I N G F L O W S | C O M P A R I S O N

F L O W R E D E M P T I O N T R A F F I C C O S T

Aisle Post-Purchase Brand provides
$0.35/clip ($499 

minimum)

Vizer Point-of-Purchase Brand provides
$20K/campaign +

$0.20/clip

Ibotta Point-of-Purchase
Provided by Ibotta (& 

retailer if syndication)

$50k+ (incl. $5k setup 

fee)



A D V E R T I S I N G : R E T A I L  
M E D I A B U Y I N G

Instacart, Criteo, Kroger Retail Media, Target Roundel, Walmart Connect



WALMART ADVERTISING

O N -S ITE A D V E RT I S I N G
Engage with Walmart’s 100M+ unique monthly users.

Walmart Connect: Walmart’s retail media group that gives suppliers
and sellers the opportunity to reach Walmart shoppers online and in
stores through advertising

Placement Opportunities on Marketplace:

• Sponsored Products

• Sponsored Brands

• Sponsored Videos

• Brand Shops

NEW Updates:

• Brand Term Targeting (January 8th)

• Browse and Topic page testing for Sponsored Brands and 
Sponsored Videos (January 11th – February 22nd)

• VENDO Walmart Connect API

• VENDO x The Trade Desk Partnership



R E T A I L M E D I A

PLATFORMS

Roundel Media Studio: Target and Target App (see next slide) 

Instacart (SEM, Display):

• Drive Revenue from over 900 retail banners that trust Instacart 

to help grow their business across 75,000+ retail locations.

Criteo (SEM):

• Serving Ads on Target, Bestbuy, Costco, Walgreens, Meijer, 
Albertsons, FreshDirect, Shipt, CVS, Nordstrom, Ulta, and more

CitrusAd (SEM, Display):

• GoPuff, Albertsons, & more

Kroger Precision Marketing (SEM, Display): Kroger an Affiliated 

Grocery retailers



P R O G R A M M A T I C

PLATFORMS

Amazon DSP:

• 1P integrated with AMZ customers

• Huge grocery opportunity with Whole Foods

• AMC capabilities for enhanced retargeting and strategy

• Can link out to other websites and retailers

• No 1P partnerships with other retailers for attribution

The Trade Desk

• Destination Agnostic

• 1P Partnerships with most main retailers

• Enhanced capabilities and reporting



T H A N K  
Y O U !

hello@vendocommerce.com

VENDOCOMMERCE.COM

mailto:hello@vendocommerce.com
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