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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-of-
Purchase Advertising International. POPAI
represents makers of in-store marketing
displays.

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’

policy to limit in-store messaging, they
know manufacturer-driven promotions
push not just those specific brands but
entire product categories,” he says.

Budgets previously earmarked for
traditional advertising are increasingly
migrating into co-marketing funds for
retailer-specific national promotions
often backed by spot TV commercials.
These efforts usually have a significant in-
store marketing component, says Paul
Kramer, president of the channel marketing
group at Ryan Partnership, a Wilton, Conn.-
based marketing agency. 

Overall, mainstream supermarkets have
given up on fighting discounter Wal-Mart
Stores and club stores like Costco on price, and
are reconfiguring their stores to focus on a
more relaxed shopping experience, better
customer service and products grouped
around lifestyle needs such as entertainment
or healthcare. High-profit categories such as
dry grocery and general merchandise items

With media fragmentation 
stores find clever ways to
catch, hold shoppers’ eyes
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SHOPPER FRIENDLY
EVEN THE WEARIEST, most distracted shopper will have a difficult time ignoring some of in-store
marketing’s newest gadgets, including floors that talk, messages that swoop down from the ceiling
and motion sensors that trigger on-shelf light shows.

One of the most high-tech options is a new wireless hand-held device from Symbol Technologies,
Holtsville, N.Y. The Portable Shopping System device is issued to a consumer upon entering the store. It can
scan the price of any product, giving the shopper a running total on purchases; the screen also points out
discounts on nearby products and suggests complementary purchases based on the shopper’s choices.

THE DEVICE CAN UPLOADshopping lists sent by the consumer via the Internet, and can let a
shopper know when prescriptions, photos or deli orders are ready during the shopping

excursion. It’s currently being tested in six Stop & Shop stores in the Northeast and in
some Chicago area Jewel stores, with wider deployment expected this summer.

Floorgraphics, a leading marketer of decals that adhere to supermarket
floors to promote specific brands, is introducing its first talking floor ad. Audio

commercials are triggered when customers step on a designated spot.
Deals with several major brand marketers are pending, says Richard

Rebh, CEO of Floorgraphics, based in Princeton, N.J.
PEPSI-COLA CO.’S MOUNTAIN DEWwill be one of the first

brands to benefit from Kent, Conn.-based Crew Design’s Visi-strobe.
The motion-activated device triggers individual beverage containers
to light up in bright green from inside store refrigerators when
consumers walk by, says Gil Aviles, one of the partners behind Visi-
strobe. It was tested last summer on bottles of Cadbury Schweppes’
Dr Pepper at convenience stores in the Southwest.

EVEN STORE CEILINGS ARE BEINGdeployed in the war to
get consumers’ attention. The new SkyBox from Island Display,
Lewisville, Texas, can shine brand messages by turning existing light

fixtures into backlit billboards for advertising or point-of-purchase
promotions.

Most of the latest innovations are not yet linked with marketers, but are
likely to hit store aisles over the next six months.

“Whether it’s supermarkets or drugstores or
convenience stores, each one is a media channel vying
for the consumer’s attention,” Mr. Aviles says, “and in-
store marketing devices are the most effective way to
do that.” —KATE FITZGERALD

By KATE FITZGERALD

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.

WHAT BEGUILES IN THE AISLE

Among in-store tactics noted most by respondents to the Knowledge Networks survey were
standalone displays and sampling. But it’s sampling that tops the list for influencing purchase.

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

TTOOTTAALL MMEENN WWOOMMEENN

Every time I shop 6% 8% 6%

Almost every shopping trip 24% 20% 26%

Once in a while 63% 63% 63%

Never 7% 9% 5%

*Among respondents who noticed two or more tactics.

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

package-goods purchases, and results broken down by race and household income.

See CO-MARKETINGon Page 45

In-store media 
ring cash register

QUESTION:

GLOWING: Visi-strobe technology adds light to the Dew.

HOT BUTTON: Symbol
Tech’s hand-held unit
gives array of info to
shoppers.
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