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For all the money and effort spent building
brands, there is often a gap between the con-
sumer awareness and belief that is generated
outside the walls of a store and shopper behav-
ior inside the store. According to the Economist,
for example, only 1.3% of the 335 billion cou-
pons distributed in the United States last year
were actually redeemed.

Research shows that up to 80% of pur-
chase decisions are made in the store. Most
would agree, then, that there is a need to acti-
vate the store as a clear and compelling medium
to help a brand make the jump from top-of-
mind to top-of-wallet, i.e., to close the deal,
drive incremental sales and transform into a true
selling machine. Marketers today must wake up
to the importance of placing their message in
the store — at the precise moment shoppers are
making their purchase decisions.

Recent years have seen tectonic changes in
both consumer behavior and channels of com-
munication to consumers. Consumers are more
demanding, and the number of product offerings
has exploded. At the same time, communications
have become fragmented. The traditional chan-
nels (network television, radio and print adver-
tising) have lost ground to the Internet, adver-
gaming, podcasting and other modes of com-
munication based on new technologies. As well,
the sheer blizzard of messages can dilute the
effectiveness of any single communication or
campaign, and some consumers may think of
some ads as mere nuisance.

As Marshall McLuhan once said, “"The
medium is the message.” We agree and sug-
gest that the retail environment is the medium
and the critical place the message must ap-
pear! It is in the aisle and at the shelf that
retailers and marketers of branded goods can
impact the shopper environment with mes-
sages that are critical to turning brand aware-
ness and belief created outside the store into
rings at the register. Recent research by Caro-
line Nakken of Mass Connections, Inc. (Touch-
America — The Shopper Connection) revealed
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that 50% of shoppers report that they some-
times will buy products “because they see them
featured on a sign or display in the store,” and
a full 29% reported that they will do so “on a
regular basis.”

There are several trends and environmental
factors that have led to the need to activate the
store. We will examine three of those and also
look at three elements of retail communications
strategy that are critical to successful in-store
strategies and to turning the store into the ulti-
mate selling machine for suppliers and retailers
alike.

Media Fragmentation

Increased fragmentation in marketplace commu-
nications interferes with the reach and strength
of any one medium. Today’s busy consumer is
barraged with multiple messages in all formats —
traditional as well as electronic. Advertising
agency BBDO recently estimated that the average
person gets hit with about 3,600 distinct mes-
sages per day. Breaking through this clutter to
deliver motivating brand messages has never
been more difficult.

In addition to the ability of consumers to fast
forward through television commercials, alterna-
tive media spending on channels such as web-
isodes and advergaming grew by 16.4% during
the first half of 2006 to $53.4 billion according to
a report issued by PQ Media in Stamford, Conn.

Print advertising and network television are
somewhat self-limiting in that they are not typi-
cally present in the store with the shopper where
they might impact purchase decisions. They may
have created awareness, belief and brand equity,

but in the store, on the brand battlefield, their
message can be diluted by a multitude of factors
such as store navigation challenges, time con-
straints, alternate brand opportunities, memory
and private label offerings.

This leaves only one place to cut through the
clutter to reach out to the shopper to drive the sale
—the store. Both retailers and marketers of branded
goods need to reevaluate the allocation of trade
marketing and consumer advertising dollars criti-
cally and in the light of the difference between
"shopper” and “consumer.” Comprehensive
budget planning and analysis now must include
consideration for improved and more intensive
shopper communication in the last three feet.

The Increased Sophistication
of Private Label

Companies marketing branded consumer prod-
ucts are under pressure like never before from
private label. It is incumbent upon marketers to
redouble their efforts to address consumer need
states through improved formulations and prod-
uct offerings. At the same time, it is even more
critical for consumer product companies to invest
in a total understanding of shopper insights or
behavior in order to lead the actual shopper to the
bundle of products that will satisfy the desires of
her entire family. The understanding of shopper
behavior and needs at the store, properly ad-
dressed in the form of in-store communications
(along with superior packaging) and dynamic,
compelling signage, product and category com-
munications, can even create an incremental set
of purchases.



