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About Colruyt Group Academy

Colruyt Group Academy is the experiential and content platform of Colruyt
Group.

We inspire people to live healthy, conscious live through a powerful
combination of live experiences, digital formats, and high-quality content.
Across Belgium, we create meaningful touchpoints where consumers learn,
taste, discover, and engage - from cooking and nutrition to wellbeing and
sustainable living.

Each year, we organise 4.500 physical and digital sessions for 150.000 active
participants, complemented by trusted content channels such as our content
platform and magazine, which together inspire more than 200.000 readers.

By integrating experience, expertise, brands, and content within one retail-
driven ecosystem, we create lasting relevance in people’s everyday lives.

We are where retail, education, experience, and inspiration come together.



Colruyt Group Academy unique in retail

We combine retail credibility, real-life experience and
premium content creation in one integrated ecosystem.

You are not interrupting attention.
You are embedded in inspiration.

You are not pushing a product.
You are contributing to people’s wellbeing journey.

And that is what creates long-term brand value.




Where brands become
part of real-life health
inspiration

At Colruyt Group Academy, we don’t sell media space.
We integrate brands into real-life health inspiration.

As part of Colruyt Group, we build bridges between consumers,
experts, and strong brands around one clear ambition: helping
people live healthier, more conscious lives every day.

Our strength not only lies in visibility, but in context, trust, and
meaningful engagement.

Brands do not act as advertisers - they become content-driven
partners within an environment centered on health,
sustainability, and quality of life.




Food &
Balanced
Living

Weinspire people to make conscious
food choices that fit their lifestyle -
balancing nutrition, enjoyment,
convenience, and everyday reality.
From fresh ingredients and cooking
skills to mindful consumption, we
translate healthy living into practical,
achievable habits. Sustainability and
affordability are naturally embedded
in how we approach food.

Energy &

Wellbeing

Physical and mental energy are
essential to living consciously.

We focus on movement, recovery,
nutrition, and realistic self-care
routines that fitinto busy lives.
Through expertguidance and
practical formats, we help people
build sustainable habits thatimprove
vitality — without extremes or
complexity.

Where brands can create meaningful impact

Our ecosystem is built around three strategic content pillars, with sustainability and smart budgeting integrated across all themes.

Everyday
Life &
Family
Balance

We support people inorganising
their daily lives in a way that creates
structure, calm, and quality time.
From family routines to smarter
household choices, we help
individuals make decisions that are
both sustainable and financially
responsible — without
compromising enjoyment or
wellbeing.



Where brands meet an engaged community

Colruyt Group Academy reaches people who actively invest in their wellbeing and daily life.
They are not passive consumers.
They are motivated participants looking for practical solutions they can apply immediately.

Our audience consists of:

Purpose-driven individuals

People who care about their impact on society and the planet. They are informed,
empathetic, and open to dialogue. They engage with brands that reflect their values.

Open-minded explorers
Curious, modern, and opportunity-driven. They are interested in new habits and trends, but
expect convenience and relevance. They want inspiration without complexity.

Everyday optimisers

Often families balancing work, children, time, and budget. They look for realistic, efficient
solutions that make daily life smoother — without compromising on quality.

Across all segments, one thing is consistent:

They are willing to act — when the solution feels credible, practical, and meaningful.

urpose-driven Open-minded Everyday
individuals explorers optimisers




Our Integrated Media Ecosystem

We activate brands across digital, print and live touchpoints - fully embedded in real-life inspiration.
Backed by strong editorial, experiential and retail expertise, we support brands across the full marketing funnel - from awareness and
consideration to conversion.

Digital +90.000 website Print & 125.000 copies Thematic +287.000 monthly

visits per month . . . reach across social
P Editorial with over +200.000 Package

magazine readers

per edition

Touchpoints platforms

A CGA customer
+53.000 newsletter

. ds on average
© NeWs Experience : —
subscribes with a 2 P +1.000.000 total Campaign nearly 10% more Funnel
34% average open campaign reach P per year than a
.. ackage Package
rate Activation & non-CGA customer &

within the group




Bannering

Content article

Content display

Colruyt Group Academy



Top Banner Content Platform

The top banner on the CGA
content platform is the
most visible digital
placement. It highlights
your brand at the top of
the page and immediately
captures attention when
visitors land on
inspirational content.
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Format
Display banner positioned at the top of the page

Category targeting available:

¢ Home page

* Food

* Health living

e Environmentally conscious
*  Budget

*  Family life

Main KPI

High Visibility / Brand Awareness

- Premium top-of-page exposure capturing
immediate attention among up to 75,000 visitors in
an active inspiration mindset, strengthening top-of-
mind awareness within a trusted content
environment.

Frequency Availability
Monthly 1 placement per category

Technical specifications
Ready-to-use banner must be delivered with URL

Deadline
1 month before campaign launch



Banner tile

Content Platform

A banner tile placement on
the homepage or category
of the content platform
highlighting your brand in
an inspirational context.

o QuantivaDx

YOURSEAITH - TESTED AT HOME
o1 &

o

=
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£ coum.
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Stay inspired

G COLRUYTGRD!

Format
Banner tile positioned in an inspirational context.

Category targeting available:

* Homepage

* Food

* Health living

* Environmentally conscious
* Budget

*  Family life

Main KPI

High Visibility / Brand Awareness

—> Native brand visibility embedded within relevant
content categories, reaching up to 75.000 monthly
visitors while reinforcing awareness through
contextual and repeated exposure.

Frequency Availability
Monthly 2 placement per category

Technical specifications
Image and copy must be delivered with URL

Deadline
1 month before campaign launch



Banner tile
Offer

A banner tile displayed
within the homepage offer
section highlighting your
brand, promotion, or
campaign.
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Hoe volg je mee?
@ Ter plaatse
® Digitaal (31

Alles over eten

Thema's

Genieten & ontdekken (24
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Kooktechnieken (1
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Samen met je kind (1

Volwassenen Kids -

Leer de kunst van sauzen
maken

Saus haeft een onmisbare 1ol 0p het
bord. Ontdek de kst van sauzen
maloen in deze smasicvolle en hands

=

)
® [ Grats ]

Voeding bij prikkelbare
darmkiachten: wat je eet. doe..
GRATIS WEBINAR!
Voedingswetenschacoer Michast
Sels bundedt alle nachten rond een

®

ADHD en vrouw-zij: hoe krijg
ik meer grip op mijn leven?
Harken ADHD by eaeéf en kg tios.
van Katrien Boone om er beter mee
omte gaan

Locaties  Niewwstrief  Mijn CGA

Brunchen op Zn zondags

Leer oen verrassend brunchouffet
maken, et zowel zost 2l hartig

AL
g COLON FIT
SELFTEST

Ghutenvrij bakken

Eot ji of iemand van je famiie
Butenvry? In deze workshoo ontdes
1o e je ek bakt onder ghiten

Bedrijven -
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owrons - @
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Energiek ontbijt on-the-go
“Geen tid om te ontbiten” Dat 20§

@ nooit meer na deze workshop vol
masiiie en everwchtge

® [&2)

Je peuter goed doen siapen na
1in plaats van 100 kusjes

Met de siaa0t0s van slaaocoach Lise
Duitaerts g3 ¢ van bedtyddrama nax
Dectydgelun voor peuters en beutery

Vegetarische BBQ: van apero
tot dessert

Dk j@ bil barbecusén mateen 3an
views? Verleg jo grezen en ontdek

heertike vegetariiche recepten voo

Format

Banner tile featured on the homepage in the offer
section

Main KPI

High Visibility / Brand Awareness

-> High-visibility placement within a high-traffic
environment, reaching up to 90.000 monthly
visitors and driving initial interest and traffic
towards your campaign or product.

Frequency
Monthly

Availability
2 placement per month

Technical specifications
Image and copy must be delivered with URL

Deadline
1 month before campaign launch



Content Article

A branded editorial article
published on the CGA
content platform. The
article integrates your
brand into expert content
with a strong call-to-action
to drive engagement or
traffic.

5 natuurlijke oplossingen om je goed te voelen tijdens de
(peri)menopauze

—

s d i de gaat
‘gepaard met hormonale schommelingen. Dat kan leiden tot Klachten die
niet altiid even makkelik in om te herkennen of om mee om te gaan.

4 i ympt
. Aline Legipont, bi deelt haar viif
tips om deze fase beter door te komen
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220 en zpizerwien.

nachiaiik sweten, Brikkelszarheid, Semmingizzeingen s
vaginale dracgheid te versashten. e

anders o reaeren

o Gevarieerde vosding. o Vitarinen en minersien

Zormz kam bt

[ pe— erimancpa.ce kurmen dece microruinien bigen 350 het
vermisdaren van bepaside Hachten.

anderzteunt ok je humeor.
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Je lichaam extra ondersteunen?
De apothekers van Newpharma helpen je graag bij het vinden van supplementen die passen bij jouw klachten en

Format
Editorial article including call-to-action directing to
the brand

Main KPI

Brand consideration & conversion

-> Credible, expert-driven storytelling engaging up
to 75.000 monthly visitors, strengthening brand
consideration and driving qualified traffic and
action through integrated URLs.

Frequency Availability
Monthly 10 placement per month

Technical specifications
Copy, images and URL must be delivered

Deadline
2 month before campaign launch

Colruyt Group Academy



Content Display

A homepage content teaser that promotes and redirects visitors to the
full content article.

Format
Homepage display block that redirects visitors to
the full content article, aligned with the monthly
theme*.

Main KPI

Conversion & brand consideration

- High-impact teaser activating up to 90.000
monthly visitors, driving traffic towards branded
content and bridging awareness with deeper

Vrouwen in balans

Vrouwen in balans

engagement.
Vrouw zijn is meer dan biologie: ‘d’rm"m"l:l‘::z“:l“":':“
een lichaam in verandering, met GRATIS WEBINAR! -
emoties, kracht en zorg voor je... Sty e e v Yoodnemmtaciasoer oD Frequency Availability
| Jouw gids om bewust en gezond te leven. Monthly 1 placement per month

* See slide 40-41 for the matic months
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Bannering

Traffic Content Article

Exclusive discounts

Colruyt Group Academy
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Banner Mailing

A banner placement within
the CGA newsletter
highlighting your brand,
product or promotion.

Exclusieve lozing in Meroibeke-Molie

Boost je darmen met sike hap

JOUW DAGELIJKSE

JOUWDAGELIJKSE |47 2
HYDRATATIE i

HYDRATATIE

KEEP GOING

Format
Banner placement within the newsletter in W2 or
W4, aligned with the monthly theme.

Main KPI

High Visibility / Brand Awareness

- Immediate brand exposure within 58.000
engaged subscribers, reinforcing brand recall
through strong open rates and driving traffic
towards your campaign or landing page.

Frequency Availability
Monthly 2 placement - 1 per
newsletter

Technical specifications
Ready-to-use banner must be delivered with URL

Deadline
1 month before campaign launch



Popular Blog

A highlighted text link
placed at the bottom of the
newsletter, directing
readers to a full content
article.

Lees op onze blog

ia Waarom elke dag noten eten
m gezond is

w. Kindvriendelijke
4. aardappelgerechten die altijd
¥ scoren

4 redenen waarom kinderen
moeilijk eten

NG

Easy itallan
Geen nenna rodg. Wl gosie ingradienten en
slimme ps. Van srSpss ot panns cott: Ielsanse
comforsiood die St kit In deze workshop smulen
we =amen van een heerij buffet van kisnze
gerechien e we ze¥ hebben Kasrgemaskt. Buon
appesito.

Schrat hiec in >

Boost je darmen met elke hap

Donderdag 26 maart, 19.30u.

Je eet sowieso, Dan kan je e evengoed iets gim
mee doan. In deze lezing leet Rosermarie Dewssrdt
e e kieine ssnpssingsn inje voeding je darmen
Bljer enaken. Wist je trouwerss dst orze dermen ons
sweede brein wordt genoemd? Ze bepslen mee hoe
we ares vosien, hoeves energie we hebben én hos
sterk ons immunsysteen i En heb je een wasg
voor Raserrarie, dan ken je 2= stellen!

Volg deze lezing > >

Otctak hee ©

Spaar punten met de Green-
score

Producten met Green-score A+ of A hebben een
lagere miiec-imaact. En meer nog: je spaart er
punten mee in je Xirm-aop. Daarmee kan je een goed
doel sieunen, esn gratis product rigen of e gratis
webiner bij Colruyt Group Acaderry volgen.

Lees mser

Lees op onze blog

Waarom elke dag noten eten
gezond Is

' Kinduriendeljke
i-‘ aardappelgerechten die altijd >

scoren

F=4 4 recenen waarom kinderen
‘;’,‘,'A moeilijk eten

Format

Text link directing readers to a content article
within the newsletter W1 or W3, aligned with the
monthly theme*.

Main KPI

Traffic Generation

- Efficient traffic driver reaching 58.000
subscribers, capturing high-intent readers and
supporting lower-funnel engagement towards
branded content.

Frequency Availability
Monthly 4 placement - 2 per newsletter

* See slide 40-41 for thematic mont hs



Insert contentblok

A content block in the
newsletter with high
visibility, combining visuals
and text that lead readers
to a full content article..

Eerste hulp bij opgeblazen
buik

Soms kel je broek 20 hard cat de knoop ef bjna at
schiet. Dan weet jo: k ben opgediazen! Gakiakig zin

o tal van maikelike ps om j@ ongamak snel woar ta
verichten.

Gesf mi] die tipsl

Prikkelbare darmen, wat nu?

Moat ik nu op ean streng dieat? En mag ik aiganijk
nog koffiedrinken? Na de disgnose
prickaibaradarmsyndroom sta ja voor veal vragen.
Dittst en voadingswetenschapper Michat Seis
DRANDWOOrEt Z6 &8N voor ddn.

Lees hier het antwoord op jouw prangends
viagen

\spirate Qverons Parkers

( COLRUYTCROUF
J Academy

Darmgezondheid start op je
bord

Vazais 24 assantiosl o jo cammen gazsad ta

Eerste hulp bij opgeblazen
buik

Soma ket @ Sk 20 R €31 08 Knoop & BYna At
chiet Dan weet o: & ben apgsniazen! Gekakig 2in
a1l van makaitke 158 om 6 Ongamak anal wear te

Format
Content block with traffic to content article in
newsletter W1, aligned with the monthly theme.

Main KPI

Conversion & brand consideration

- High-visibility storytelling format reaching 58.000
subscribers, increasing brand relevance, driving
engagement and generating qualified traffic
towards branded articles.

Frequency Availability
Monthly 1 placement per month

Colruyt Group Academy



spirate Qecors Parkers

( COLRUYTLROUF
J Academy

Insert productblok

Format

Product block with traffic to a sales webpage of the
Group in newsletter W3, aligned with the monthly
theme*.

A product highlight block
within the newsletter
presenting a specific
product, including a direct

. Main KPI
link to a sales webpage.

Conversion & loyalty

— Conversion-focused product visibility within
58.000 subscribers, activating users through clear
URLs and driving measurable clicks and purchase

intent.
’N Frequency Availability
COLONFIT Monthly 1 placement per month
SELF-TEST
——— Technical specifications
R A Packshot and URL link to a sales webpage of the
m OF | Group must be delivered.
. 5 Deadline
Test jouw darmen met de 1 month before campaign launch
zelftest o S

Keopmnu SR
* See slide 40-41 for thematic months

Test jouw darmen met de
zelftest
Kopgmew



Exclusive discount

Season

A dedicated newsletter
promotion offering an
exclusive seasonal discount
to CGA members.

Voordelen speciaal voor jou

Dece s hesben e e b v cden e eamed o e
: e

v e

~50% op vitamine € 500 mg
Voedingssupplementen

2+2 gratis op producten van Garden
Gourmet

341 gratis op alle Alpro-producten

Jrvepeme

St e Pt
£ CORUYTGROUS
L°J Academy

Voordelen speciaal
voor jou

et vesrtemn
,,,,,

yarden
CEirmet
s
£y r,‘:l.gg

- 5% op Vitamine C 500mg
Vosdingssupplementen

Wot vind Je van deze e-maif?

PRI ——

o (o)

Format
Top promotional position in newsletter or on landing
page linked to the seasonal theme:

e Start spring: march

e Start summer:june

e Start autumn: september
* Start winter: december

Main KPI

High conversion & loyalty potential

— High-impact promotional placementreaching
58.000 subscribers, driving immediate action and
sales uplift while strengthening loyalty through
exclusive offers.

Frequency Availability

4 season s 4 placement for top place in
newsletter
8 placement for place on
landing page

Technical specifications

Copy, visual or packshot and discount code or
barcode must be delivered.

Discount must be valid for at least 2 months.

Deadline
1 month before campaign launch



Exclusive discount

Campaign

A high-visibility
promotional placement in
the launch newsletter
showcasing the brand
awareness campaign.

W — P

couvTian
(“I ucademg}

Darmgezondheid start
op je bord

Prikkelbare darmen, wat
nu?

Meer leren?

L P

Format

Top promotional position in newsletter or on
landing page linked to the brand awareness
campaign:

e Campaign:Balanced eating - may
e Campaign: Gut health - october
e Campaign: Plant-based - february

Main KPI

High conversion & loyalty potential

- High-impact promotional placement reaching
58.000 subscribers, driving immediate conversion
and sales uplift through exclusive offers while
strengthening brand loyalty within a highly engaged
audience.

Frequency Availability

3 campaigns 1 placement for top place in
newsletter
4 placement for place on
landing page

Technical specifications

Copy, visual or packshot and discount code or
barcode must be delivered.

Discount must be valid for at least 2 months.

Deadline
1 month before campaign launch



Learn post
Try post

Inspire post

Social media



Learn post

Learn posts strengthen brand positioning by linking relevant content to clear

Format
Carousel format (3-5 slides) with a clear narrative
flow, guiding the audience from insight to

insights, creating impactful touchpoints that drive brand preference and understanding through structured, educational
consideration. storytelling.
Main KPI

Brand consideration & engagement
— Educational, value-driven content that engages
e e : : users in an active learning mindset, strengthening
benadrukken. sgmeinatd brand credibility and driving deeper consideration
st through relevant and trusted insights.

Fabel

Veel darmproblemen
ontwikkelen zich langzaam en
zijn in het begin symptoomioos.

Een darmtest kan helpen om
vroegtijdig inzicht te krijgen,

als je klachten

hebt.
Frequency Availability

Monthly 1 placement

Technical specifications

Feit of Fable A1 (noimage1)  Feit of Fabis A2 Copy and visuals must be delivered.

Fabel.

’" e odi [ et Deadline
r::?‘ n'ge Lorem lpsum dolor sit 2 month before live
' .e amet, consectetur
p d' adwpiscing efit
v.'z. '.n Eiwitton vertragen de Daarnaast bevatten veel

niet.

maagiediging en stimuseren plantaardige producten
verzadigingshormonen, net natuurike vezels. Vozels
z0als diestjke etwitten, vesgroten het volume in de

maag en helpen het
'm hangergevoel langer onder
controle te hauden.

Colruyt Group Academy



Try post

Try posts drive action by connecting the brand to everyday solutions,
turning inspiration into directly applicable behavior for the target
audience.

Het

ijsblokjes’

dat elke &.‘:ﬁ;&"ﬂ;’;‘:&;‘”&f&
els, kant:

saus redt

Ritchen Hack

rijst = : Instam meal

"wiStep: 66 blokje per tas voor
le opkikker
. nschotels: blokjes tussen

de groenten -~ smelt tijdens
het bakken

Meng in een maatbeker Alpro Giet het mengsel in een
Kokosnootdrink of Alpro Culsine Ijsblokjesvorm en vries in:
(Soja, Kokos of Amandel). Dit
zorgt voor instant romigheid
zonder schiften.

Format

Short-form vertical video showcasing practical tips
or hacks through clear, step-by-step demonstration
in a social-first format.

Main KPI

Engagement & conversion

- Action-oriented video content that demonstrates
practical solutions, encouraging immediate
interaction and driving trafficor conversion through
relatable, real-life usage moments.audience.

Frequency Availability
Monthly 1 placement

Technical specifications
Video must be delivered.

Deadline
2 month before live



Inspire post

Inspire posts build brand preference by tapping into the audience’s
lifestyle and anchoring the brand in inspiring and relevant moments.

Bewust

Call 10 action webinar

omgaan met jah e eyl o . Yitet van de webinar
darm <3 = S
gezondhei . 3

Datum webinas

3 1ips van
o0 expert

Format

Flexible format (carousel or short-form video)
delivering inspirational content through relatable
tips and visually engaging storytelling.

Main KPI

Brand preference & engagement

- Inspirational content that connects with the
audience’s lifestyle, increasing emotional
engagement and strengthening brand preference
through relevant and motivating storytelling.

Frequency Availability
Monthly 1 placement

Technical specifications
Copy and visual or video must be delivered.

Deadline
2 month before live
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Advertising

Content inspiration

Exclusive discounts
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Advertising

A full-page advertisement in Stay Inspired
magazine that gives your brand strong visual
visibility within a trusted editorial
environment.

% - & Verspreid vreugde,
i ﬁ _geen bacterién

AR\ Less effort,

more taste

De lekkerste

(zoete) aardappelbereidingen,

snel klaar ook in de oven en airfryer.
Ontdek onze producten!

y
O @3 [=] Verwijderen 99,9%
% - ‘ van de bacterién
3 - EE’ +
&. ‘www.thepotatochef com

by De Aardappelhoeve

Format
Full-page ad placement within the magazine,
positioned in a high-quality inspirational print
context.

Main KPI

High Visibility / Brand Awareness

-> High-impact visual presence reaching over
200.000 readers per edition, building strong brand
awareness and reinforcing credibility within a
premium editorial context.

Frequency Availability
3 editions/year 19 placements per edition

Technical specifications
Ready-to-use advertising must be delivered

Deadline

May 2026 edition:30/01/2026
October 2026 edition: 10/07/2026
February 2027 edition: 01/11/2026



Advertorial

Format
1- or 2-page advertorial integrated into the

De kunst

van bier- en magazine, with a storytelling or branded
A branded editorial feature of 1 food pairing messaging.
to 2 pages that allows your brand — ST

to tell a richer story, inspire
readers, or highlight corporate
initiatives in a credible editorial
context.

_
2 _g

u&{v

Brand Consideration / Brand Credibility and trust
- In-depth branded storytelling reaching over
200.000 readers per edition, building credibility,
strengthening emotional connection and driving
long-term brand consideration.

g‘

Frequency Availability
3 editions/year 8 pages per edition

WAT ZIJN DE UITDAGINGEN VAN
VERANDERING!

Wetne (ol speeiden Danone on Alpro?

Een voedseltransitie
naar meer planten

alpro ooy

Technical specifications
Copy, visuals and logo must be delivered.

Deadline

May 2026 edition: 30/01/2026
October 2026 edition: 10/07/2026
February 2027 edition: 01/11/2026

e boe

dichter




Cooking inspiration

Editorial cooking inspiration page featuring recipe
content with brand mention linked to the recipe.

A recipe-driven magazine feature P
highlighting up to three products through —
inspiring food content, with brand
integration in the recipe presentation.

Main KPI

Brand Consideration / Product Inspiration

—> Product integration within inspiring editorial
content reaching over 200.000 readers per
edition, increasing relevance and stimulating
purchase intent through real-life usage moments.

Eésy
eenpans-

Frequency Availability
3 editions/year 1 per edition

'BOUWSTENEN VOOR SLAAP

Zuurdesemtoast
e Technical specifications
= Copy and top-shot images must be delivered.

3x
GOEDE NACHTRUST

Slim eten, | A
slim slapen

Deadline

May 2026 edition:30/01/2026
October 2026 edition: 10/07/2026
February 2027 edition: 01/11/2026

Bulgursalade
met makreel, radijs
en rode biet Spaghetti
met spinazie
en erwtjes




Format

Product inspiration il e

linkage or product placement.

A product inspiration insert within Themes: o
. . Edition May 2026: balanced eating with children
the magazine that integrates your Edition October 2026: gut health
brand naturally into thematic Edition: February 2027: outdoor living (physical activity) —
editorial content through recipes, energy-rich foods
product suggestions, or Main KPI
inspirational usage moments. R D565 e | et Consideration / Purchase Intent
voedzaam eetpatroon " - Contextual product integration reaching over 200.000
m:::ﬂ‘,"e':,y?,'::f;, e readers per edition, enhancing relevance, inspiring everyday
en vezels P use and driving consideration and purchase intent.
O Ir—— - B Frequency Availability

2 counuv uaacsTe prezen

3 editions/year 1 recipe per edition

| i mm:«u;n::m:mx::“; 1 inspirational product per edition
e SIEER 3 product suggestion per edition
e i | s Technical specifications
~ Recipe and/or product features must be delivered.
<

Deadline

May 2026 edition:30/01/2026
October 2026 edition: 10/07/2026
February 2027 edition: 01/11/2026




®

Get inspired  cetinspired
page o

A branded insert on the
Get inspired page, aligned
with the season and

Format

Branded insert on the Get inspired page, fully
aligned with the season and surrounding editorial
inspiration.

Main KPI

Consideration / Conversion

- High-impact branded integration reaching over
200.000 readers per edition, connecting with

— 3 readers at the moment of discovery and influencing

designed to connect your ' product interest and conversion.

brand to broad lifestyle ©

. irati & ruwmanos Frequency Availability
Inspiration. 2 Get inspired 3 editions/year | 5 placements per edition

o
WOl
LAAT JE INSPIR ONZESELECTIE =

R e Technical specifications
Copy and visuals assets or packshot, with or without
a URL link, must be provided.

Deadline

May 2026 edition: 30/01/2026
October 2026 edition: 10/07/2026
February 2027 edition: 01/11/2026




Get inspired insert

A smaller
branded insert
integrated
within editorial
reportage,
allowing your
brand to appear
in a native and
inspirational
way throughout
the magazine.

BL|F CEMOTIVEERD MET
HET JUISTE MATERIAAL

GET INSPIRED @

.YOGHURT JE
BOTTEN VERSTERKT

WoeveeL Enkel
unt hillquia derio clarvidpiepy zijn
Bita vid exces excearum accupta c voor 100 % uit
santis eriosam, sa arumetus.

Bita vid exces excearum accupta volkorenmeel

santis eriosam, sa arumetus. : . gemaakt

Format
Branded insert embedded within one of the
magazine’s editorial features or reportages.

Main KPI

Brand Consideration / Native Visibility

- Seamless native brand integration reaching over
200.000 readers per edition, increasing relevance
and familiarity while building trust.

Frequency Availability
3 editions/year 8 placements per edition

Technical specifications
Copy and packshot must be provided.

Deadline

May 2026 edition: 30/01/2026
October 2026 edition: 10/07/2026
February 2027 edition: 01/11/2026



Exclusive discount

A promotional insert on the coupon page of the magazine offering
readers an exclusive discount and creating a direct activation
moment for your brand.

Hier komt een stukje imagotekst

voordeel

om bewust en gezond te leven!

uminreperunt

ot imaccatem

T

123456709111 123456789111 | 123456789111

L. Avéne S‘%A

KORTING
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orus escors |
e iy ol flp o eyl oy e oo ey v
|
I (Gtis) 123456785111 123456785111 ! 123456769111

}

ol

| wminreperunt con none nemporit ut ips-
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maccatem. Nam, gt

rden
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Nestle &R alpro

X

Format
Discount or coupon insert placed on the dedicated
voucher page of the magazine.

Main KPI

Conversion / Loyalty

—> Direct-response format reaching over 200.000
readers per edition, driving measurable conversion
through tangible incentives and strengthening
brand loyalty.

Frequency Availability
3 editions/year 9 placements per edition

Technical specifications

Copy, packshot and discount code or barcode must
be delivered.

Discount must be valid for at least 2 months.

Deadline

May 2026 edition:30/01/2026
October 2026 edition: 10/07/2026
February 2027 edition: 01/11/2026
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Goodiebags

Colruyt Group Academy



Food goodiebag

A curated food goodiebag
allowing brands to connect
directly with consumers
through product trial or
promotional incentives in a
highly engaging setting.

Biscoff

The Origieat Specudons

LT

-¢1,50

SPA

FINESSE, REINE, INTENSE
NU Ovitatem aspeliate ma escia
Quaerum ut odsque

Format

Inclusion in the food goodiebag through either
product sampling or a voucher in the coupon
booklet, enabling brands to drive immediate trial or
stimulate purchase.

Main KPI

Trial / Conversion

-> Driving product experience and purchase intent
through 15.500+ yearly distributed goodiebags.

Frequency Availability
Voucher: 2 periode 16 voucher per
periode 1: april to september booklet

periode 2: october to march

Sampling: 3 seasons 5 samplings per
season 1: april to june season

season 2: september to december
season 3: january to march

Technical specifications
Ready-to-use bon and/or sampling must be
delivered.

Deadline

Voucher: Periode 2: June 2026 - Periode 1: Januari 2027

Sampling: 2 weeks before the start of the goodiebags
distribution.



° Format
Ta rget goo d Ie ba gs Inclusion in themed goodiebags through product
sampling or a flyer, enabling brands to drive
immediate trial or stimulate purchase in a highly
relevant context.

A range of targeted goodiebags allowing brands to connect with specific Main KPI
audiences - from families with children to (expecting) parents and engaged Trial / Consideration / Engagement

. . ) . . - Direct interaction with highly engaged and clearly
event participants - through tangible product experiences. defined target audiences: 350+ baby, 7.300+ kids and

1.650+ live talks participants

Frequency Availability
3 seasons 5 samplings or
season 1: april to june 3 ﬂyers perseason

season 2: september to december
season 3: januarito march

Technical specifications

The ready-to-use flyer and/or sampling must be
provided. The flyer must be bilingual and may not
exceed A5 size.

Deadline
Sampling or flyer 2 weeks before the start of the
goodiebags distribution must be delivered.




Digital Signage

A dynamic digital screen placement
within academy locations, aligned with
the season and designed to connect
your brand to relevant lifestyle
inspiration.

Format
Visual display on digital screens throughout the
academy environment.

Main KPI

High Visibility / Brand Awareness

- Driving high-impact brand visibility among
115.000+ engaged academy visitors annually,
supported by 2 digital screens per academy total,
ensuring strong on-site visibility and repeated
exposure.

Frequency Availability
Monthly 2 placement per month

Technical specifications
A ready-to-use video must be delivered

Deadline
1 month before campaign launch.



Poster

A static visual placement within academy spaces,
ensuring consistent brand visibility throughout the
customer journey, highlighting your brand, product or
promotion.

: o\ Arkopharma
— PASSEZ

jul SANS g
LACTOSE [

dansce

quilade

www.journeessanslactose.be

Arkopharma, I'intelligence de la nature pour votre santé

Format
Printed poster displayed in high-traffic areas within
academy locations.

Main KPI

High Visibility / Brand Awareness

-> Driving high-impact brand visibility among
115.000+ engaged academy visitors annually

Frequency Availability
Monthly 1 placement per month

Technical specifications
20x A3 ready-to-use poster (2 poster per academy -
14NL & 6 FR) must be delivered

Deadline
1 month before campaign launch
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Brand awareness campaigns package

Thematic package

Health experience day package

Colruyt Group Academy



Thematic package & campaigns package

THEMATIC PACKAGE BRAND AWARENESS CAMPAINGS PACKAGE

40 Colruyt Group Academy



Annual theme plan

I N O T R

Connecting together

Connecting together:
Small moments of
attention create real
connection and family
happiness.

*  Food: eating
together, simple
meals

* Movement: being
active together

* Mental: attention,
connection, calm

* Budget: conscious
choices, planning
together

41

Balanced eating with
childeren

Balanced eating with
children: Through small,
achievable habits,
children learn to engage
with food in a positive
way.

*  Food: simple,
balanced meals,
cooking together

* Mental: enjoyment
around food,
discovering and
tasting without
pressure

*  Budget: family-
friendly, affordable
choices

Sustainable eating

Sustainable eating:
Small, conscious choices
make a daily difference.

*  Food: seasonal
products, less waste,
more plant-based

e  Mental: feeling good
through sustainable
choices

* Budget: smart
shopping, using
leftovers

Healthy enjoyment

Healthy enjoyment: Pleasure
and health go hand in hand
through simple choices.

* Food: light, balanced meals

*  Movement: relaxed, active
lifestyle

* Mental: enjoying,
disconnecting

* Budget: simple, accessible
options

Happy gt

Smart hacks Happy on the

Smart hacks: Small habits
and structure help you
regain control.

*  Food: meal prep,
simple recipes

*  Movement: short,
efficient activity
moments

* Mental: creating
clarity and calm

* Budget: smart
shopping, planning

Colruyt Group Academy



Annual theme plan

T e N e

Happy gut -

o Mental wellbeing Celebrating together It can be easy More plant-based Weg met winterblues
Happy on the inside
Happy gut / Happy on Mental wellbeing: Celebrating together: It can be easy: Small More plant-based: Beat the winter blues:
theinside: Nourishing Slowing down and Enjoying time together steps and self-kindness Discovering and varying Movement brings back
your body and listening recharging builds without pressure or help you stay consistent. with plant-based food. energy and light.
to it builds energy from resilience. perfection.

within.

e Food: fibre-rich,
balanced, less sugar

*  Mental: body
awareness, balance

* Budget: simple,
nutritious choices

42

Food: warm,
nourishing meals
Movement: outdoor
activity, staying
active

Mental: rest,
managing energy
Budget: simple
routines

* Food: sharing,
buffet, simple
festive meals

*  Mental: conviviality,
connection

*  Budget: flexible,
sharing and
spreading costs

*  Food: quick, balanced
recipes

*  Movement: gentle
start

* Mental: kindness,
maintaining
motivation

*  Budget: realistic
choices

*  Food: plant-based
dishes, variety

*  Mental: open
mindset,
experimenting

* Budget: affordable
plant-based options

e Food: light,
energising meals

*  Movement: walking,
short activity
moments

* Mental: better
mood, more energy

* Budget: low-
threshold activities

Colruyt Group Academy



Format
Opportunity for multi-touchpoint brand integration across a full experience day, including

°
H e a It h ex p e rl e n c e d ay content participation, on-site visibility and direct consumer interaction across 3 locations.

* Main partner
Logo integration across the full communication campaign, ensuring maximum visibility

Reach a health-conscious and engaged audience in a unique before and during the event

environment where brands and consumers come together. Your +  Expert session

brand will not onIy benefit from increased visibility, but also Host an inspiring session based on your expertise (2 sessions per day across locations)
. . .. .. .. * Discovery market stand

from the opportunity to act IVEIy participate In Inspiring formats Direct interaction with participants through an on-site branded presence

and themes that match your audience’s interests. Strengthen + Goodiebag integration

your brand image, build Iasting relationships, and take Inclusion via flyer, voucher and/or sampling to drive trial and purchase intent

e Tasting / catering stand
Create a memorable product experience through tasting or catering activation

meaningful action in the field of health.

Main KPI
Driving multi-touchpoint engagement across 3 locations and 6 events, reaching 500.000+
contacts and engaging 250 participants per day.

Frequency Availability

3 days 3 main partner

= 6events 3 expert session

27/09)ambes 4 discovery market or tasting stand
11/10Halle 3 Goodiebags flyer

25/10Melle 3 Goodiebag samplings

Technical specifications

. . o Provision of all required brand assets, product samples, expert content and on-site
A half-day where busy parents can find inspiration on the materials, including staffing and setup for activations and stands

topic of health at their own pace, without their children.



Awareness package
Consideration package

Conversion package

Funnel package



The Funnel Packages allow brands to focus on a specific stage of the consumer journey. Each package is designed with a tailored
mix of CGA touchpoints to maximize impact within that chosen funnel phase.

For brands looking to build a cross-media funnel or optimize their media budget beyond the existing packages, a tailored
media plan can be developed.

AWARENESS PACKAGE CONSIDERATION PACKAGE CONVERSION PACKAGE
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Services Matrix



5 channels of expertise

Channel Tool Awareness Consideration Conversion Loyalty Page
WEBSITE Top banner contentblog platform *h ok * *x 10
Banner tile contentplatform - home page rxx *x * 11
Banner tile contentplatform - category ** R * 11
Banner tile offer Sty *% * 12
Content article * i i 13
Content display * xx % *% 14
MAILINGS Banner mailing ok * o 16
Popular blog * *k ok *x 17
Insert contentblok * Kxx *x 18
Insert productblok * dok ok 19
Exclusive discount season ke e 20
Exclusive discount campaign * *x ok *k K 21
SOCIAL Learn post *k ok *kk * 23
Try post * *k *k Kk 24
Inspire post Kk ok Hkk * 25

47 Colruyt Group Academy




Channel Tool Awareness Consideration Conversion Loyalty Page

MAGAZINE Advertising *k % *x * o7
Advertorial *x *k* * o8
Cooking inspiration * *kk P 29
Productinspiration - recipe & i *k 30
Productinspiration - inspirational product * *x e 30
Productinspiration - product suggestion ik * *ohk 30

Getinspired page &insert * el *x 31-32
Exclusive discount Kk ok *kk 33
ACADEMIES Food goodiebag *kok . 35
Target goodiebag wkx *xx 36
Digital signage *x % * *% 37
Poster xx % * *% 38
CAMPAIGNS  Brand awareness campaigns ok ok ok Hokk *
Thematic package o *kk i *
THEMATIC Health experience days ok - - o »
FUNNEL Awareness package ok o * *
Consideration package A *xx * *
Conversion package * *x Kk ok *ok ok o
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B2B facility



CGA offers tailored B2B solutions to engage teams, host events and connect with a
health-conscious audience through inspiring and educational experiences.

Interactive and inspiring sessions focused on health, Flexible spacesin premium academy locations Access to CGA's programs for employees, clients or sales
nutrition and wellbeing for companies for events or meetings actions - scalable, impactful and 100% tax deductible




Colruyt Group Academy is where trusted
inspiration meets measurable activation.

If your brand wants to:
Grow sustainably

Build authority with a strategic health media
partnership

Activate health-conscious participants

Leverage Colruyt Group credibility

Then CGA is not an option.
It is a strategic opportunity.

(: COLRUYTGROUP
u ’ Academy

Virginie Goossens
Key Account Manager
virginie.goossens@colruytgroup.com
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