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Shopper marketing change is rampant! The good news: disruption is creating 
opportunities – not just challenges – and the industry is responding with new 
approaches to increase market share and revenue. 
 
At the 2019 ARF SHOPPERxSCIENCE event in Chicago, leading brands shared how 
they are engaging consumers and building growth.  
 
 
The Current CPG Landscape:  
Succeeding in the New Omnichannel Environment 
H. Evan Shaver – VP of North America Shopper Analytics & Insights, PepsiCo 
 
H. Evan Shaver, VP of North America Shopper Analytics & Insights at PepsiCo, discussed 
the current retail landscape: how we got here, what might be coming next, and the role we 
can play in that future. 

Key takeaways: 

• To champion today’s shoppers, focus on what they want, rather than what brands or 
retailers want. 

• There will be increased focus on time, especially “time affluence” versus “time 
poverty.” More than half of consumers feel that no matter how hard they try, they 
never seem to have enough time to do all things they need to do. How can your 
company, at every point of the shopper journey, give shoppers more control over 
their time? 

• Although current adoption is still limited, experts expect online shopping to 
contribute more than half of all food and beverage growth.  

 
Where we are and how we got here:  
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• The modern shopper is someone who doesn’t care which channel they’re shopping 
in, as the lines between channels have blurred. To champion these shoppers is to 
focus on what they want, rather than what brands or retailers want. 

• The old axiom was that consumers could get good, cheap, or fast, but never all 
three at once. Today’s consumers, however, are becoming accustomed to getting all 
three, even though providing these may not necessarily be sustainable. 

• Retailers are offering shoppers a variety of choices and solutions: from self-checkout 
and store pickup to home delivery. In the old supply chain model, customers went to 
the store and met goods in the middle. Getting goods to a customer’s home entails 
a cost, but this isn’t something most people are willing to pay for. 

• PepsiCo’s view of change looks at the collision of human drivers (universal needs) 
and external macro forces to produce consumer and shopper trends. These macro 
forces include: ease, betterment, experiences, authenticity, value, and self-
definition.   

• Retailers are responding to these forces with new formats, such as cashier-less and 
experiential pop-up stores. Consumption, however, will be naturally constrained by 
population growth and calorie intake per capita. Store productivity will continue to 
decline as more effort is needed to generate revenue.  

 
What might come next:  

• There will be increased focus on time, especially “time affluence” versus “time 
poverty.”  More than half of consumers feel that no matter how hard they try, they 
never seem to have enough time to do all things they need to do. This sentiment is 
especially prevalent among millennials, who also express being more overwhelmed 
with the sheer amount of information they face.  

• The path to purchase is ripe for disruption. Different trip missions lead to different 
store choices. Shoppers are starting to narrow their circuits and are visiting less 
stores.  

• Although current adoption is still limited, industry experts expect online shopping to 
contribute more than half of all food and beverage growth. 

 
What we can do about it: 

• We can understand why people buy, the drivers of trip missions, and who can 
deliver on these needs. 

• We can invest in people to support retailers, and build tools and capabilities to drive 
differentiation. 

 
Questions to consider: 

• How can my company, at every point of the shopper journey, give shoppers more 
control over their time? 
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• Are there opportunities to remove friction from my product or service experience 
with artificial intelligence, voice-assisted technologies, etc.? 

• How can my brands continue to bring online and offline shopper experiences closer 
together? 

• With fewer and fewer physical touchpoints with my brands a likely possibility, how 
can I continue to put a human face on (or voice to) my shopper’s experience? 

 

Presentation: https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only 
Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Current-CPG-Landscape_Shaver.pdf  
Video: https://youtu.be/r8WcgDZLnzk  

 
 
Sweet Success: How Hershey’s Thinks Like a DTC and Acts Like a CPG 
Ashlee Carlisle – Media Audience Strategy & Activation, The Hershey Company 
 
Ashlee Carlisle, Media Audience Strategy & Activation for The Hershey Company, shared 
how her team unlocked the sweet spot for audience planning and activation by drawing 
inspiration from DTCs.  

Key takeaways:  

• In order to get closer to your audience: think like a DTC, act like a CPG. 

• Look internally first. Understand what assets and structures you have as a 
competitive advantage. 

• Seek one source of truth – the farm to table mindset. 

• Balance granularity and scale and find the sweet spot to unlock. 

• After building the framework, evangelize and synchronize with the same song sheet 
mentality. 

 
CPGs have scale, history, and legacy but loan funnels. DTCs, on the other hand, are 
typically more agile, experiment, and own the funnel. A few lessons gleaned from DTCs: 

#1 Farm to table mindset 

• DTCs have an aligning viewpoint of who their target is, enabled in part by their first-
party data.   

• To ensure a singular view of the marketplace, the team adopted a new lens on 
planning: audience first, not campaign first. This meant a less siloed approach to 
media buying, and entailed pulling together data points from different functions.  
“Why are we not bringing shopper data into the way that we buy media? Why are 
we not bringing consumer insights data into the way we buy media? Why is that not 
built into the brief in a way that aligns with how we digitally connect with audiences? 

https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Current-CPG-Landscape_Shaver.pdf
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... All of these data points have to do with the consumer, they’re just at different 
chapters of the story.” 

• The new planning process starts with audience insight, which comes from a cross-
section of data encompassing all the consumer moments of truth.   

#2 Sweet spot unlock 

• This sweet spot refers to the intersection of connected consumer insights, media 
technology, and real-time business insights.  

• For most DTCs the infrastructure and technology allow the data talk to each other.  
Companies without that infrastructure will need time to set it up. 

#3 Sing from the same song sheet   

• To get everyone on the same page, the team used external media fundamentals, 
internal training with stakeholders, and a new brief framework. This new framework 
considers things like demographics, where they shop, what else do they buy, and 
media behaviors, and translates the high-level target descriptions written in prose 
into an excel version for media buyers. 
 

Presentation: https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only 
Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Sweet-Success_Carlisle.pdf  
Video: https://youtu.be/Uv0LGPT0nKg  

 
 

Brand Building Performance eComm for CPG 
Rachel Tipograph – Founder & CEO, MikMak 
 
Rachel Tipograph, founder and CEO of MikMak, explained how mobile has inverted the 
shopper journey and offered tactics to winning in a world dominated by the mobile feed. 

Key takeaways:  

• Brand value starts with owning first-party data.  

• The funnel starts at the product consideration level because of the mobile feed. 

• Brand building and loyalty start after the first purchase. 

 

Brands face similar pain points related to creative and having the right type of content, 
user experience, and attribution. To win in today’s world, brands need to recognize the 
following principles: 

• First-party data is something that needs to be captured. Give up your first-party 
data, and you give up your brand. 

• Everything starts and ends with the mobile phone. People are binge watching 
mobile video, and window shopping on mobile and social. Discovery is dominated by 

https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Sweet-Success_Carlisle.pdf
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social. Companies are not just trying to own discovery, but the end checkout as 
well.   

• The mobile feed has collapsed the marketing funnel. In contrast to the 
traditional journey of awareness, consideration, purchase, and loyalty, the mobile 
feed has put product consideration first. Users are hooked with key products and 
benefits to drive the initial purchase, then the brand promise follows.   

• Disruptors’ growth comes from: mobile feed-first customer acquisition, 
leveraging paid niche audience targeting, and influencer seeding.   

Playbook for driving ecommerce sales: 

• The most important thing is alignment on campaign objectives.   

• The more niche the audience, the higher the likelihood of driving sales. Use thumb-
stopping creative and pixels to capture intent. 

• After the click, ensure: the fastest loading mobile-optimized product detail page, 
pixels set up on those pages, and retargeting. 

• Brand building today happens after the initial purchase.  It’s about merchandising, 
building a community, and competitive customer service.  After the initial purchase, 
brands need to upsell users with the latest product releases. 

 
Presentation: https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only 
Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Brand-Building-Performance_Tipograph.pdf  
Video: https://youtu.be/8CoqEczLRN8  

 
 
How to Trust in the Trust-Enabled Economy 
Scott McKenzie – Global Intelligence Leader, Nielsen 
 
Scott McKenzie, Global Intelligence Leader at Nielsen, shifted the discussion to trust and 
the trust-enabled economy. 

Key takeaways: 

• Trust determines the success of your products, brand, and experiences. Trust is not 
optional. In the U.S., individuals who consider themselves firm loyalists are in the 
minority (9%).   

• Consumers are also less likely to be lured by brand halos. Only about one in four 
U.S. consumers in general say they’re influenced by the halo effect. However, those 
looking for brands with meaning is increasing. Longer term, purposeful traits will 
keep consumers content.  

• Consumers value opinion, but advertising is the reach starting point to prompt follow 
up actions. Open your brand to social engagement and interaction. Invite feedback. 
Multi-layered trust building activities are vital. 

https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Brand-Building-Performance_Tipograph.pdf
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Trust is more important than ever. Aspects to consider: 

• Consumers are aware and engaged with broader competitive sets of 
brands. Identify how consumers rank and stack attraction attributes to get onto 
their radar and their basket. 

• Consumers are looking for new and novel, as the risk of trial lessens. In the 
U.S., 36% of consumers love trying new things, particularly if the risk of trial can be 
lowered. Provide frequent, relevant refreshes, and new unique choices to keep 
consumers attached to your brand.  

• Consumers are less likely to be lured by brand halos. Retention, extension, 
and innovation propositions must be compelling to loyalists and new experimenting 
consumers. 

• Consumers are enticed by price, but more likely to commit for the tangible 
traits. While attractive prices and promotions can draw consumers in most 
categories, ultimately brands need to provide more. Quantify how physical product 
properties (quality, function, convenience, health) outweigh pure price. Longer term, 
tangible traits like function and ease of use will keep consumers content. 

• Brand heritage and recognition still provide slight advantages. Define your 
brand’s relevance in the context of solving consumers’ needs and role within the 
broader environment. 

• Consumers consider origin, but are open to brands beyond their borders. 
Leverage local origin, sourcing, and taste preferences as an advantage in relevant 
categories and countries. 

• Consumers are racing towards ease and automation. Consumers also want 
accessible brands: 16% are enticed by brands because they were available for 
purchase online—being online is now a product attribute. Combine omnichannel 
information discovery with seamless digital connections to purchase.  

• Consumers value opinion, but advertising is the reach starting point to 
prompt follow up actions. Open your brand to social engagement and interaction.  
Invite feedback. Multi-layered trust building activities are vital. 

 
Presentation: https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only 
Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_How-to-trust_McKenzie.pdf  
Video: https://youtu.be/B9-0o7smiLQ  
 
 

  

https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_How-to-trust_McKenzie.pdf
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Attention, Please, GenZ and Millennials!  
Oliver Yonchev – Managing Director, USA, Social Chain    
Christie Childers – Influencer Relationships Manager, Social Chain    
Vaughn Colquitt – YouTube Creator, Msvaughntv 
Katy Rose – Blogger & Influencer, ModlyChic 

Moderator:  Jessica Wohl – Journalist, Ad Age  
 
Oliver Yonchev, Managing Director, USA, at Social Chain echoed the important of trust in 
advertising, noting that trust was the biggest challenge in influencer marketing today. He 
shared five lessons to help marketers leverage influence to connect with young people, in a 
world where trust is at an all-time low. Following the presentation, Oliver was joined on 
stage by Vaughn Colquitt, YouTube creator @MsVaughnTV; Katy Rose, blogger and 
influencer @ModlyChic; and Christie Childers, Influencer Relationship Manager at Social 
Chain for a panel discussion. The session was moderated by Jessica Wohl, journalist at Ad 
Age.   
 
Key takeaways:  

• Brands get great return on investment by working with people who are already 
interested in their brand. If you can find an influencer whose audience hits the 
target that you’re trying to hit, who is already a fan of the brand and posting about 
it – if you can partner with them, that is the sweet spot.  

• Don’t conflate follower size with influence, work with people who represent your 
brands values and do it consistently. Analysis of one activation revealed no 
correlation between audience size and ROI. There was, however, a correlation 
between high engagement and the revenue generated.   

• Context is what makes good stories, great. To stand out and cut through the noise, 
brands need to create stories with depth. In the social world, depth is created by 
understanding: cultural moments, emotional sentiment, distribution, and 
understanding people. 

 

Oliver Yonchev’s five lessons in leveraging influence marketing:  

1. Speak your truth, leverage passion, and be authentic. 

2. Being open and transparent is no longer the aspiration, it is the standard 
the social world expects. Anything short of this standard is treated with 
skepticism. Brands seem to fall into one of two camps: black box brands and glass 
box brands. People want companies to show their flaws. 

3. Everyone loves a great story, especially when it’s told to the right people, 
at the right time – but context is what makes good stories, great. To stand 
out and cut through the noise, brands need to create stories with depth. In the 
social world, depth is created by understanding: cultural moments, emotional 
sentiment, distribution, and understanding people. 
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4. Don’t conflate follower size with influence, work with people consistently, 
and remember your customers hold your most authentic influence. Followers 
can’t be conflated with influence. Having a million followers doesn’t mean an 
individual has influence. Some individuals with no followers hold the most influence. 
Analysis of one activation revealed no correlation between audience size and ROI.  
There was, however, a correlation between high engagement and the revenue 
generated.   

5. Invest in the right tools to protect yourself. The challenge is that everything in 
the social world can be faked – from images to followers.  

 
Below are highlights from the panel discussion that followed the presentation: 
 

Jessica (AdAge): How do you decide where it makes sense to post? 

• Vaughn (YouTube Creator): Sometimes I share across platforms because it makes 
sense. Most of my followers play in all of those space…Usually it depends on the 
partnership I’m working on. 

• Katy (Blogger & Influencer): It depends on the partnership/collaboration, and also 
thinking about different channels and the main audience. 

 

Jessica: What percentage of posts are organic versus paid promotions? 

• Katy: It depends on the week, but I try to do one out of three or four as paid with 
the rest as organic content.   

• Vaughn: For the most part it’s organic, and it really has to be. Your audience will 
tell you how they are perceiving you. If you’re starting to post too many sponsored 
posts, they’re going to call you out on it. 

 

Jessica: How do you balance not just personal and paid posts but a variety of products? 

• Vaughn: You could put yourself in a box, but you don’t necessarily want that as an 
influencer, especially if you’re a lifestyle influencer…Influencers have to be strategic 
and think through these partnerships. What you post tells a story about you. 

 
Jessica: Are there products you’ve said no to and why? 

• Katy: If it doesn’t gel with my brand or the kind of things I write about, I’m not 
going to post about on it on my channel because it’s not authentic to my brand and 
to who I am. 

• Vaughn: Brands and agencies are getting smarter. They’re doing their research on 
the influencer before they reach out to them.   

 
Jessica: Are there red flags that brands should look for when working with influencers? 
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• Oliver (Social Chain): Any disparities between follower size and engagement are 
often a red flag.  Because everything can be manipulated, you have to invest in the 
right types of software to look at anomalies in growth patterns. 
 

Jessica: How do you manage competitive separation between brands? 

• Katy: Most brands that I work with ask me not to post about a competitor for a 
certain amount of time around the post that I’m going to put up. It’s usually a short 
amount of time. 

• Oliver: Brands needs to get over the fact that people like multiple things...There are 
timing issues, but outside of that I think brands need to look at this with a different 
lens. 

 
Jessica: How do you price and use metrics to establish the value of advertising on 
influencer sites? 

• Vaughn: There is a lot of camaraderie in the space. You have influencers contacting 
each other trying to figure out if they’re pricing properly. 

• Katy: A lot depends on the deliverables they’re asking for…It really depends on 
each collaboration, and each campaign is different. 

• Oliver: There is a lot of finger in the air pricing in influencer marketing. It’s 
systemic because a lot of people don’t understand it. It’s our responsibility in 
building relationships to educate influencers on their worth. The big point is what 
you are asking to them to do. You’re not just buying an audience, cost per view or 
cost per impression, you’re asking them to do something, to talk about the brand in 
a certain way. 

Jessica: In scenarios where an influencer already has a passion around a product or 
service, what is the return for advertisers to invest in this influencer? Do audiences 
celebrate the partnership or do they feel the influencer is selling out? 

• Christie (Social Chain): If you can find an influencer whose audience hits the target 
that you’re trying to hit, who is already a fan of the brand and posting about it – if 
you can partner with them, that is the sweet spot. Audiences love it. There’s a great 
response from brands around the content they create because the content has a lot 
more passion behind it. The copy is authentic… Brands get great return on 
investment by working with people who are already interested in their brand. 

• Katy: I don’t think followers think it’s inauthentic. They celebrate the fact that 
you’ve been talking about this for a long time and now you’re actually getting a 
chance to work with that brand.    

Presentation: 
https://cdn.thearf.org/ARF_Knowledgebase/ARF%20Member%20Only%20Events/2019.7.9
_SHOPPERxSCIENCE/2019.7.9_Attention-Please-GenZ_Yonchev.pdf 
Videos: https://youtu.be/vGJMyx3RDgA and  https://youtu.be/Bc-cAewiGXc 

https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Attention-Please-GenZ_Yonchev.pdf
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Retail Transformation 
 

Going the Distance - Maximizing the Shopper Journey 
Jennifer Pelino – SVP, Omnichannel, Media Center of Excellence, IRI 
Katie Vogt – Sr. Manager, Direct Marketing, Walgreens 
 
Jennifer Pelino, SVP for Omnichannel, Media Center of Excellence at IRI and Katie Vogt, 
Senior Manager for Direct Marketing at Walgreens, shared how brands can connect lower 
funnel activities and upstream marketing efforts to gain a more holistic view of the 
shopper.  
 
Key takeaways: 

• Walgreens finds that customers who receive marketing messages in multiple 
channels are the ones who are spending more and converting more. 

• Despite innovations over time, not having a unified data structure has been the 
biggest barrier at Walgreens.  

• The vision for all retailers and brands is to be able to track their customers across 
every channel, who’s being reached where, and then retarget them appropriately in 
real time. Walgreens was traditionally structured by channel, but is now leading with 
the customer and strategy.  

 

Below are highlights from their chat: 
 
Jennifer (IRI): Can you tell me about how you’re collaborating with the CPGs and helping 
to enhance the customer experience for the brands through Walgreens? 

 
Katie (Walgreens): My team partners with suppliers end to end. We start with 
understanding the supplier’s objectives, whether that’s bringing back lapsed shoppers or 
trading up current buyers. Then we need to figure out who we’re going after and where 
we are going to reach them…It’s getting down to the most granular level of the data to 
reach specific customers, and then tailoring the campaign to them. The benefit of 
targeting customers using first-party data is the ability to see if they come into the 
store and make a purchase. 
 

Jennifer:  How are you then using that data and sharing it back to the CPGs to then 
enhance their programming? 

 
Katie: By using first-party data and targeting certain customer groups, we can then 
report on those same customer groups. We can test and learn our way into figuring out 
which channels work the best for certain types of customers. Sales data isn’t just used 
for end campaign measurement, but to optimize the whole campaign.  
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Jennifer: How do you use the different vehicles to connect the holistic customer 
experience?   

 
Katie: Different channels have different roles, so it’s about building a marketing 
package of multiple channels that each have a role. “We see through results that 
customers who receive marketing messages in multiple channels are the ones 
who are spending more and converting more.” 
 

Jennifer: How do you use location marketing to help drive conversion and get people into 
store? 

 
Katie: For our incidence marketing, we do a lot of geo-targeting in partnership with 
IBM Watson or the Weather Channel. Depending on the region the customer is in, 
messaging will be tailored based on the pollen count or flu index. The overarching 
message will still be about finding relief, which will tie up with what they see in store. 
 

Jennifer: That type of messaging, especially with seasonality, could travel across the 
country and be optimized on the fly. So, if you’re seeing an uptick in the flu index in a 
certain area, you could start planning with the account team to move dollars there. 

 
Katie: That’s where the sales data comes into play as well. If we see certain regions 
have a spike in cough/cold sales, for example, then we can up-weight media spend of 
programmatic ads to customers who shop those same stores. 
 

Jennifer: What are some of the technologies that you’re working with today that are 
helpful? 

 
Katie: It’s still a journey, but where I see us going is developing the right technology 
stack to create a connected customer experience. I think the vision for all retailers 
and brands is to be able to track their customers across every channel, who’s 
being reached where, and then retarget them appropriately in real time.  
 

Jennifer: Are there any challenges you’ve had with implementing these new technologies? 
 
Katie: We’ve innovated over time, but there are still some aspects of our data which 
are siloed. Different teams pull data from different places, making it hard to create a 
view of a connected consumer. Having a unified data structure has been the 
biggest barrier. 
 

Jennifer: How are you connecting the different teams (e.g., merchandising, technology)? 
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Katie: Walgreens was structured more by channel as opposed to leading with 
the customer and strategy. My team has taken on the role of understanding all of the 
channels, so instead of having to go to each channel owner, suppliers can come to us to 
build out the 360o strategy.   
 

Jennifer: Any final thoughts? 

 
Katie: Everything we do we strive to be based on data. We don’t need to guess 
anymore—we can know based on the wealth of data.  

 
Video: https://youtu.be/K2lcyyirzys  
 

 
Retail – What’s on the Horizon? 
Jack Smith – Global Chief Product Officer, Investment, GroupM  
John Krebsbach – Global Technical Partner, Google 
 
Jack Smith, Global Chief Product Officer for Investment at GroupM and John Krebsbach, 
Global Technical Partner at Google looked at how technologies like augmented reality (AR), 
virtual reality (VR), and machine learning (ML) are being applied by brands to create richer 
retail experiences.  
 
Key takeaways: 

• VR, AR, and Voice are helping unlock new consumer experiences in retail. But 
companies at present appear to be using AR more than VR and voice.   

• When thinking about AR, consider how blending the real world with the digital one 
can be genuinely useful and make the experience better for consumers. 

• Vision could be the next frontier. Through machine learning, vision can offer a whole 
new way of searching beyond typing or voice.   

 

Current uses in marketing and retail experiences:  

• The term Artificial Intelligence (AI) has become the shorthand for many 
different kinds of algorithmic techniques, such as Machine Learning (ML), 
Reinforcement Learning, Deep Learning, and Artificial General Intelligence.  

• Some of the key functions in artificial intelligence that apply to marketing 
include: natural language processing, knowledge representation, automated 
reasoning, and machine learning. 

• AI is driving three areas in new consumer experiences: 
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o Consumer assistance – In recent years, assistance has evolved to 
emotional support, whether accentuating the user’s current mood or 
changing this mood. This ability of AI to understand human emotion is also 
being applied to be creative.   

o Simulation – One retail application is showing how apparel would look on a 
person’s body, although this remains technically difficult. Maps are another 
example, combining assistance and simulation.   

o Autonomy – One example is large-scale self-driving campaigns that update 
bids and change creative. 

• VR, AR, and Voice are helping unlock new consumer experiences in retail. But 
companies at present appear to be using AR more than VR and voice.   

• Machine learning can also suggest video cut downs of ads.  

• One school of thought identifies vision as the next frontier. Through machine 
learning, vision can offer a whole new way of searching beyond typing or voice.   

Best practice:  

• When thinking about AR, consider how blending the real world with the 
digital one can be genuinely useful and make the experience better for 
consumers. Examples include: allowing consumers to experience the features of a 
product, or showing how an item would look in the consumer’s own space. 

• For brands interested in applying this in their business:  

o For ML, brands need a data strategy. Good, clean, labelled data is 
important.   

o For AR, brands need a 3D asset strategy. 

• The technology exists and is available on consumers’ phones, but to create 
experiences brands need these assets.  

 
Presentation: https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only 
Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Whats-on-the-
horizon_Smith_Krebsbach.pdf 
Video: https://youtu.be/oFKjOxqCJLY  
 
 

  

https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Whats-on-the-horizon_Smith_Krebsbach.pdf
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Measuring In-Store Activation Effectiveness Using Geolocation 
Alex Colao – EVP, MFour Mobile Research 
Carl Edstrom – SVP and Principal of Survey Solutions, IRI 
Alex Colao, Executive Vice President at mfour, and Carl Edstrom, SVP and Principal of 
Survey Solutions at IRI, presented their approach for gathering shelf-level perceptions from 
real shoppers. 
 
Key takeaways: 

• Brands and retailers spent $178 billion on in-store activations like signage, displays, 
and promotions in 2018. 

• To evaluate effectiveness, one solution is to use location behavior measurement in 
combination with surveys to capture the impact on shoppers who visited test and 
control stores.  

• A recent study that evaluated the impact of in-store displays for a leading sun care 
brand in two mass retailers found that the retailer with the displays had significant 
increase in dollar share of category.  

Background: 

• The large majority of consumer spending still happens inside brick-and-mortar 
stores.  

• Brands and retailers spent $178 billion on in-store activations like signage, displays, 
and promotions in 2018. 

• To evaluate effectiveness, one solution uses location behavior measurement in 
combination with surveys to capture the impact on shoppers who visited test and 
control stores.  

 

Coppertone Case Study: 

• The top five brands make up 80% of the sun care category: Neutrogena, Banana 
Boat, Coppertone, Private Label, Hawaiian Topic. 

• Walmart and Target account for almost 50% of category sales.  

• Niche brands and private labels pose a continued threat.  

• Coppertone was the only top brand trending negative in overall dollar sales. 
Neutrogena ranked #1 in four of the top six retailers. However, Coppertone 
maintained #1 status in Walmart. A key difference: Coppertone had dedicated 
and prominent displays only in Walmart.  

• A study was initiated to study the effectiveness of these displays: 

o What percentage of shoppers leaving Walmart or Target noticed displays 
specific to sunscreen? What brands were noticed? 
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o Were sunscreen shoppers more aware of Coppertone displays at Walmart 
(where displays were more prominent)? 

o What is the impact on purchase on Coppertone products? 

• Results: 

o Placement of displays in prominent locations in Walmart resulted in 
higher recall among shoppers. Coppertone displays created significantly 
higher recall at Walmart (63%) vs. Target (45%).  

o Free-standing displays at Walmart helped capture impulse shoppers 
by allowing shoppers to obtain their product without visiting the sunscreen 
aisle. 

o The Walmart displays resulted in more purchases and repurchase 
intent for the brand.  

o There was a significant increase in dollar share of category at 
Walmart vs. Target.  

• Additional factors to be considered include timing and differences between markets 
(e.g., those with year-round sunshine, tourist destinations). 

 
Presentation: https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only 
Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Measuring-In-store-activation_Colao-
Edstrom.pdf  
Video: https://youtu.be/2esbYKseHKQ  
 

 

Behavior and Insights: Amazon Prime, It’s Not Just for Shopping Anymore  
John Sollecito – Head of Media and Entertainment, 7Park Data 
 
John Sollecito, Head of Media and Entertainment at 7Park Data looked at the intersection of 
media and retail and shared findings on video streaming and shopping behaviors. 
 

Key takeaways:  

• The rise of video streaming and e-commerce have upended traditional media and 
retail. These disruptive phenomena reflect transforming consumer habits and 
preferences and represent a massive opportunity. Amazon is at the crux of these 
two waves of disruption.   

• Brands can build affinity through OTT viewership. The digital transformation of 
shopping and video is allowing targeting of shoppers where both behaviors are 
growing. 

• There are two ways brands can capitalize on the marriage of shopping and 
streaming data: through advertising and optimizing ad campaigns, and product 

https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Measuring-In-store-activation_Colao-Edstrom.pdf
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placement and brand integrations by identifying shows based on the shopping habits 
of the audience. 

 
Streaming subscriber behavior: 

• In the U.S., there is a clear trend of subscribing to multiple streaming services. U.S. 
consumers are almost 2x as likely to have more than one streaming service 
now as compared to 2016. 

• Prime members churn less on Netflix and Hulu, indicating that Prime is a 
complementary service. At the same time, users’ time is finite, and there is a drop 
in streaming activity on the competing service after signing up for Prime. 

The stream-to-shop connection: 

• The rise of video streaming and e-commerce have upended traditional media and 
retail. These disruptive phenomena reflect transforming consumer habits and 
preferences and represent a massive opportunity. Amazon is at the crux of these 
two waves of disruption.   

• Brands can build affinity through OTT viewership. The digital transformation of 
shopping and video is allowing targeting of shoppers where both behaviors are 
growing. 

• There are two ways brands can capitalize on the marriage of shopping and 
streaming data: through advertising and optimizing ad campaigns, and product 
placement and brand integrations by identifying shows based on the shopping habits 
of the audience. 

• The continued digital transformation of commerce and video is opening new 
opportunities for brands to reach consumers. The transformation for brand 
marketing is just beginning.   

 
Presentation: https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only 
Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Behavior-and-insights_Sollecito.pdf  
Video: https://youtu.be/-RtDi6-DlW0  
 
 

https://cdn.thearf.org/ARF_Knowledgebase/ARF Member Only Events/2019.7.9_SHOPPERxSCIENCE/2019.7.9_Behavior-and-insights_Sollecito.pdf

