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In-store media
ring cash register
With media fragmentation
stores find clever ways to
catch, hold shoppers’ eyes
By KATE FITZGERALD
dd the supermarket to the list of
culprits contributing to media
fragmentation.
Retailers and marketers, armed
with new technology, have transformed the
store itself into a media channel, and they’re
jockeying for control within the store’s
walls.
The steady splintering of ad-supported
print and TV media options has made it
more important than ever for marketers to
make their products shout at consumers
from the store shelves. And retailers’ new
mantra is to brand the shopping experience
itself so customers are constantly aware of
where they’re shopping. Just walk into a
Target or Kroger near you to see the
evidence.
It has gone so far that some supermarkets
are trying to reduce the clutter of the
marketing messages delivered inside their
stores—which is potentially bad news for
marketers. “All the gadgets thrown into the
store to get consumers’ attention have turned
into a kind of marketing spam,” says Kevin
Kelley, a principal with Shook Kelley,
Charlotte, N.C.
“Retailers want to turn down the noise
while emphasizing their own names and
private-label brands,” says Mr. Kelley, whose
retail store design consultancy works with
supermarkets.
Despite this in-store tug of war between
the retailer and the marketer, retailers never
forget the widely cited fact that at least 70%
of all buying decisions are made at the point
of purchase, and brand marketers’ in-store
displays, promotions and contests play a big
role in making cash registers ring, according
to Dick Blatt, president-CEO of Point-ofPurchase Advertising International. POPAI
represents makers of in-store marketing
displays.
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WORKING STRATEGICALLY
“Retailers are demanding more quality in
their displays,” Mr. Blatt says. “They want
in-store devices to conform to their standards,
and in the process, display makers are
working more strategically with marketing
agencies to get better results.”
More than ever, trade dollars grease the
shelves of all retailers, says Mickey Jardon,
exec VP at DVC Co-Marketing, a Norwalk,
Conn.-based division of DVC Worldwide.
“The dollars keep going up, and although
many retailers have put out a ‘clean store’
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IN-STORE’S TARGET MARKET
According to a survey Knowledge Networks conducted for this report, spur-of-the-moment
purchase decisions are made frequently or every time they shop by 30% of respondents.
QUESTION:

How often do you
purchase a particular
product or brand
on the spur of the
moment?

Every time I shop
Almost every shopping trip
Once in a while
Never

TOTAL
6%
24%
63%
7%

MEN
8%
20%
63%
9%

WOMEN
6%
26%
63%
5%

dd the supermarket to the list of
culprits contributing to media
Notes: The panelists KN surveyed do most or all of the grocery shopping for their households. Go to knowledgenetworks.com for more on this survey, including additional trends in
fragmentation.
package-goods purchases, and results broken down by race and household income.
Retailers and marketers, armed
with new technology, have transformed the
store itself into a media channel, and they’re WHAT BEGUILES IN THE AISLE
jockeying for control within the store’s
Among in-store tactics noted most by respondents to the Knowledge Networks survey were
walls.
standalone displays and sampling. But it’s sampling that tops the list for influencing purchase.
The steady splintering of ad-supported
print and TV media options has made it
more important than ever for marketers to
make their products shout at consumers
from the store shelves. And retailers’ new
mantra is to brand the shopping experience
itself so customers are constantly aware of
where they’re shopping. Just walk into a
Target or Kroger near you to see the
evidence.
It has gone so far that some supermarkets
are trying to reduce the clutter of the
marketing messages delivered inside their
stores—which is potentially bad news for
marketers. “All the gadgets thrown into the
store to get consumers’ attention have turned
into a kind of marketing spam,” says Kevin
Kelley, a principal with Shook Kelley,
Charlotte, N.C.
*Among respondents who noticed two or more tactics.
“Retailers want to turn down the noise
while emphasizing their own names and
private-label brands,” says Mr. Kelley, whose
retail store design consultancy works with
supermarkets.
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SHOPPER FRIENDLY
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do that.”

—KATE FITZGERALD

