Shopper Marketing

POS Media Europe
September 2009, Kiev

© 2008 POS Media Europe - CONFIDENTIAL



EEEEEE

Shopper marketing definition

. The use of strategic insights into the
shopper mindset to drive effective marketing
and merchandising activity in a specific store
environment

. Deep understanding of shopper behaviour

. To build brand equity i engage the shopper
and lead him/her to make purchase

30/09/09




posmedia Shopper Marketing Cycle
e to develop Shopper Insights

How do |
use it?
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Understand
category

PRE SHOPPING
MINDSET

How do | decide
where to go to
buy what?

Show me some
options

which products
/brands to buy?

stimulus/barriers

How do the brands and
retailers deliver against
what | want?

influences me
in-store?

POP EXPERIENCE
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Shopper Customer
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50 years ago
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The Challenge is to Break Through The
Clutter
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ANVRat tools can brands use
at POS?

MBest seller — Shelf Stopper
ASS - Manual for advertisers
ASS - Classic versus digital
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'/SHOPPER JOURNEY

SHOPPER BEHAVIOURS

POS Media Czech Republic, s.r.o. Jihlavska 1276/17, 140 00 Praha 4 @)+420 261198801 (@) +420261261 101 (@ info@pos-media.eu www.pos-media.eu



, A

30/09/09

Stage 1 - The Awakening

message breaks through the noise, snagging a consumer’s attention

Shoppers spend 10 minutes on reading leaflets, not more than 2-3
papers.

Pictures (people, faces) are preferred when reading leaflets, only titles
and first sentences are read.

Useful time spent on reading decreased by 10%.
Now the shopper is ready to heed the call and embark upon a journey



Stage 2 - The Call

. The quest begins with the hero receiving a call to action, a new desire or a need
that transforms him or her into a shopper — an individual with a purpose

Shoppers meet about 70 DMs and huge amount of information from ATL
advertisement, but able to percive only 1/3 of it

. While waiting, posters attract shoppers’ attention, they can observe ads more
thoroughly

Only 2-4 messages remain in their memories
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Stage 3 - The Crossing

. Our hero enters a world full of tasks, trials, temptations and decisions.
. Shopper pursues his/her quest, seeking, researching, ultimately entering
the store

Time spent on shopping reduced (from 1,5 hour to 45 minutes)
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Stage 4 - The Path

. The shopper now faces a succession of brand, retail and messaging
distractions, seeking clues to help navigate the path to the prize

. Shoppers stop a maximum of 20 times to think over what to buy, some
product categories are looked at closer 2 in this case there is less
opportunity to generate impulse shopping
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Stage 5 - The Reckoning

. Presented with various choices, the shopper becomes gradually more confident
and a decision is made, with his or her emotional pulse-points in sync

Too many products make shoppers frustrated

They cannot spend enough time on decision making
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Stage 6 — The Prize

. This is the ultimate moment, when a shopper touches a Brand

It's a small, but most important party in time that no marketer can
influence

This moment is solely about shoppers fulfilling their needs
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Stage 7 - The Homecoming

. The shopper returns home with his or her prize

. Sometimes filled with excitement or perhaps simply content with the
mission
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