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Shopper Marketing ROI & Metrics

Getting Retailers & Vendors to Agree
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Shopper in Turbulent Times M
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Source: IMI International ConsumerTrack
2007 & 2009
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Current Perspectives on ROI IMT

Measurement F—rrrr—y—
Objectives, Metrics & Value

Cases Sold Brand Investment

Expense/Cash Flow Conversion/Share Gain

Retaller: Brand

Marketer:
Program Share Steal /
Payback Brand Build
Short-term Short-term
Results Results
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Percent of brand activations that have
NO potential to drive sales or image of 9,000+
campaigns 1 n | Ml |l nternati on
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Key Stages to Drive Effectiveness L"W

Awareness

New/

_ Different
Comprehension

Interest & Engagement
Ownable/

Consideration Believable

Trial
Purchase Relevant/
Compelling
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Re-Purchase

Recommendation Better Than

Competition

Amplification
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Shift: Shopper Pull/Traffic, Engagement, Purchase & Momentum
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The Challenge: IMT

INJERNSATIONAL™

A SHOdper'p Mitentiocd s At t e &=

Share of
Voice =
Exposure

Share of
Mind =
Engagement

al 2010
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http://www.fosters.com.au/index.htm

The Opportunity: IMT
Delivering on WHY/HOW Needs =pamas

Brand Brand Considerations:
Drivers A Why / Motivators:
A Pre-Shop

N
A In-Shop

= Occasioh

Drivers A Post-Shop

Shopping Occasion:
A How / When:
A Quick Trip
A Planned Stock
A Pantry Load
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Measuring Shopper Marketing Impact:

Getting Retailer & Vendor to Agree
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Agreement. Fundamentals of
Measuring Shopper Marketing

IMT”

INTERNATIONAL™

With a consistent approach, shopper programs

can be evaluated on mixed objectives

Step 1:
Isolate the

Category
Mass
Target

Store / Target
Attendees:
Exposed to
Activation
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Step 2:
Use Consistent

Measures

Efficiency

Effectiveness

Cost Effectiveness/ROIl

OCost

Siral DS
Step 3:
Compare to

Objective Database

Top 50%

Per

N

Top 25%
/2

A\ /4

Bottom 50%
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A. Awareness & Comprehension W

LETSYT B<l

New/

Awareness

: Different
Comprehension

Interest & Engagement
Ownable/

Consideration Believable

Trial

Purchase Relevant/

Compelling
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Re-Purchase

Better Than
Competition

Recommendation

Amplification

I‘.I'.l

Shi ft: Shopper Pull [/ Traffice
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Test #1: Path to Purchase IMT™

Test and Control

Digital Media Social Media
& Mobile

Irrn-Store
Staff

fo A oﬂ;m@nmmd
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Example T Driving web customers to store via deep discount
vs Invite to In-store selling campaign
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B. Engagement & Purchase W |
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Awareness New/
Different

=+
Interest & Engagement

| _ Ownable/
Consideration Believable
Trial -
Purchase Compared to Relevant/
| MI O s D

Compelling

Comprehension

14Bisu| puel

Re-Purchnase
Recommendation Better Than
Amplification Competition

Shi ft: Engage & Drive Trial é
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Test #2: Category Shelf Layout IMT

TestV Control INTERNATIONAL™
€St versus contro ‘ e
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 Cheerios ¢
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Example i Revised plan-o-gram from Insights: Mom-driven vs Kid-driven cereals

o
BLUR 13



Test #3:. Bundling Complementary IMT

Products I8 <8
Test Versus Control
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Example - Value bundles (B3GIF) vs Cross-selling (Beauty care regimen) ;
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Measurement Retailers Needs:

Payout & ROI From POS Data
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Case Study: Grocery Shopper / IMi™

Experiential Marketing —rr——

Program: A leading grocery retailer tested a new labor model over 6 months to
educate on Pharmacy and Health Products.

Obijective: Drive food shoppers to drug aisle and peripheral health categories.
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Retailer: Matched Store Approach LW

Test and Control Groups are compared on POS/Share data to
Isolate the incremental impact attributable to the specific campaign

Activated
Stores

Matched,
Non-Activated
Stores

Experiential Control Stores:
Marketing Mass Media
Campaign

(+ Mass)
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