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A lot of shopper programs were once focused on sheif sets,
end-aisle displays, promotional programs and the like. But in
recent years, marketers have put a lot more energy into
understanding the psychology behind how and why consumers
buy. To that end, they are employing a cadre of technologists and
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scientists to uncover consumer needs and emotional states. What Digital Adopters Wart, How to Reach
Them and Why Every Marketer Should Pay

Much of it is driven by retailer consolidation, media fragmentation Attention

and increasing marketing savvy among grocers that is forcing food

marketers to provide category insights and individualized WEEKLY ONLINE POLL

marketing programs for each retailer. Ultimately, the goal is
one-to-one marketing with an understanding of what shoppers
want when they're at Walgreen's, Walmart, Kroger or Whole
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"You're talking about the finales of 'Seinfeld,' 'Lost,' and 'American
Idol,'" said Jesse Spungin, VP-shopper marketing at ConAgra.
"They're all walking through Walmart every weelk." ConAgra has
doubled its integrated-customer-marketing team, which includes
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shopper marketing down to a science yet. "It's the wild, wild West
right now in terms of how you define shopper insights and how
you turn those into action," he said.
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Philip McGee, director-shopper insights at the soup maker,
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Mr. McGee said that Campbell has been able to bring these
technologies, which have been around for a decade, into more
frequent use because the data can now be analyzed faster on the
spot on a laptop rather than a supercomputer. The pulse-
monitoring device now looks more like a chest strap than a
backpack. And Campbell is not alone in pursuing this line of
research. Danica Konetski, senior director-shopper insights and
analytics at ConAgra, said the Omaha company is also trying out
some of these technologies, though they are not standard
repertoire.

£ More

Laura McCorvie, senior VP-customer growth and shopper
marketing at Kraft, declined to provide specifics about its
neuromarketing tests, but noted that the marketer has updated its
iFood Assistant so shopping lists can be accessed offline. The
company does hope that subseguent iterations will allow more
in-store interaction, and thereby provide deeper insights.

But Kraft is working emotions, too. The company has identified
"deeply rooted psychological attachments" to its Macaroni &
Cheese, not just to the brand, "but also to the occasion of
shopping for your children,” Ms. McCorvie said. As a result, Kraft
has created what it calls "mom cues" depicting enjoyment,
togethemess and "the satisfaction of a job well done."

Retailers, too, are looking to play to consumer psychology.
Walmart's "Smart Network," rolling out as the chain remodels
supercenters, features screens that play full audio/video ads. The
digital displays can be adjusted to suit the mood; in-store
analytics provider DS-1Q, for instance, can facilitate ad shifting
based on scanner data. Chris Hoyt, president, Hoyt & Co. said
such displays could start appearing at supermarkets in a year or
s0.

'Moment of truth’

Hershey President David West hinted at possibilities associated
with digital signage in 2 speech last month, noting that the
marketer and a handful of retailers were experimenting with
different methods of queueing at the point of sale. The retailers’
names have not been disclosed, and Hershey did not immediately
respond to requests for further comment.

Mr. Kramer's organization is employing Shopper Gauge technology,
which employs a video camera and shelf-pushing technology to
monitor traffic, engagement, body language, dwell time and the
"moment of truth” when a shopper plucks an item from the shelf.

Robert 1. Tomei, president-consumer and shopper insights at
Information Resources Inc. in Chicago, maintains that the best
shopper insights come from scanner data. IRI pairs this with
household information and years of purchasing data gleaned from
loyalty cards, and layers on economic models that project
consumption and purchasing patterns.

Much of the work being done to measure a consumer's mood or
emotional state has been focused on the shelf, based upon the
shopper-marketing old mantra that some 70% of purchase
decisions are made in store. But Mr. Hoyt argues that shopper
marketing must start in the home, with digital entreaties that
reach consumers while they're making out shopping lists. It's
insulation for marketers from "the wavering hand," as consumers
eye lower-priced or sexier merchandise. But, he said, it has to
continue all the way to the point of purchase.
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By bhewson | WESTPORT, CT March 15, 2010 09:44:57 am:

What we find surprising is just low little attention was paid in this
article to the usage of mobile devices by shoppers, before, during
and after their shopping trip. The Kraft application is a great use
of the technology, but what we're finding at Catapult Marketing is
that paperless couponing, offers and information via SMS and
WAP. and other mobile based marketing practices can have real
impact at shelf, and have real impact on brand measures as well.
Ideally marketers can lower that 70% figure mentioned to
something more manageable by brands. Furthermore, as major
brands are marginalized by retailers with clean store policies and
private label expansion strategies, the ability to communicate
directly with shoppers is becoming an imperative that few CPG
companies have figured out yet. For more on this topic, check out
our white paper on Digital Shopper Marketing at

hito: //dsmstudy.com Bill Hewson President, Interactive Catapult
Marketing

By Rodney33 | FRISCO, TX March 15, 2010 10:04:45 am:

Interesting to see mobile was not mentioned in this article with all
the early success CPG brands are finding with their mobile
initiatives. A Deloitte survey in November found 19% of Americans
noting they would use their mobile devices for shopping during the
holiday season. The number for 18 to 29 year olds was more than
double at 39%. Phones were reported to be used to find store
locations, obtain coupons and sales information and research
products and prices. One-guarter of all who planned to use their
phones to shop reported they would make purchases on the
devices. Additionally, according to "User View Wave VII" from
BIA/Kelsey and ConStat the overwhelming majority of US Internet
users research online to find local products and services. The most
common online tool is search. Given smart phone penetration
reaching almost 1/3 of all phones in the US, which will eclipse
computers when it does, mobile search - especially Organic
Search, alone is and should be an important "Shopper Marketing
Tool." Additionally, Gartner, a leading think tank for the technology
industry recently forecast that within three years, world wide,
smart phones will be the #1 way people access the web. Right
now consumers are picking up their e-mall and social media
messages on their phones, They're using Google and search
engines for more information on their phones too. For many,
mobile is the low cost entry to the intemet vs. a computer and
broadband service. GPS, Bluetooth and other self-identifying,
opt-in technologies already have the ability for one-to-one
communication and are being used in "Shopper Marketing
Programs" around the world, which should make mobile, at the
very least, a tremendous and significant "Shopper Marketing Tool."
We cover the emerging trends changing the marketing landscape
today and over the next 10 years. Mobile is our top pick. We also
have a special on-line engine, The Moose Tracker, that is updated
weekly with top mobile and social media programs from around
the world. All are available free on site under "Insights.” Rodney
Mason, CMO www.moosyivania.com www.twitter. com/rogmogose

By MICHAEL | LAKE USWEGQ, OR March 15, 2010 02:11:46 pm:

Hello, Big Brother!

By Kevin | New York, NY March 15, 2010 02:42:01 pm:

man these mobile guys just won't quit. all that data and i've YET
to see a housewife standing at the shelf pointing her cellie at the
box of Count Chocula. give it up guys...

By Paul Freeman | Minneapolis, MN March 15, 2010 03:28:49
pm.

As to why this article does not menticn mobile, there are two
distinct groups within most companies, shopper marketing and
insights (store), and Marketing (advertising). Now, due to mobile,
these groups have the opportunity to work together to go 1:1 with
the consumer both inside and outside the store getting honest
feedback directly from the shopper when that person is engaging
with their brand. {(Now the shameless plug) Infosys

shopping Inp360 service combines mobile marketing and in-store
shopper insights tools to collect traffic, dwell time at display, and
merchandising availability {(smart shelves) to try and put more
sclience behind getting at the shopper insights. We service the
shopper in the store by providing location based relevant
incentives to the shopper at the moment of truth on their mobile
device.

By geinnc | CHARLOTTE, NC March 16, 2010 08:22:10 am:

Mr. Hoyt makes a good argument that shopper marketing must
start in the home, I know the traditional advertising my 4 year old
views on television influences my wife's behavior in the store. The
real value comes in understanding how shoppers behave along the
path to purchase and within the retail environment itself - based
on all influences. Jim Cusson www.birdsonggregory.com
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