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down your trip.”
But he doubts consumers spend

much time watching in-store TV.
And for years, in-store radio has
been dogged by store managers
turning down the volume in
response to shopper complaints, Mr.
Diamond says.

Unilever Home & Personal Care
uses in-store advertising
extensively, buying Wal-Mart TV,
Walgreens and Kroger radio, and
floor ads, says Jim Geikie, director-

customer marketing for
antiperspirants and deodorants.

Key to making in-store ads
work, he says, are tailoring them to
the medium, linking them to other
merchandising and making them
entertaining enough to capture
shoppers’ attention.

When Unilever launched Axe
body spray in 2002, it had PRN adapt
its “Axe Effect” advertising from
Publicis Groupe-based Bartle Bogle
Hegarty, New York, to Wal-Mart

TV by showing “scenes of in-store
seduction,” such as a cashier reaching
across the conveyor belt to grope an
Axe-scented man. That Unilever had
Axe displays in the electronics
section, where people are more likely
to linger and watch ads, helped make
the connection work better.

Unilever doesn’t cite results
from the campaign, but it was
satisfied enough to sign up for a
second flight of in-store seduction
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are being showcased through new
store fixtures that look less like
aisles and more like islands, alcoves
and attractive pantry layouts, say
in-store experts.

“Supermarkets were traditionally
set up like lumberyards, but now
they’re being designed more around
the consumer’s mind-set,” Mr.
Kelley says, “and in-store marketing
displays must follow that logic rather
than just blindly screaming for
attention.”

Other new trends include less
reliance on kiosks and machines that
spit out coupons when customers

push buttons at the point of
purchase, says Mr. Kramer.

During this past holiday season,
Allied Domecq took the floor,
literally, to tout Malibu coconut rum.
The program using Floorgraphics’
billboards followed similar efforts for
Kahlua liqueur and Stolichnaya
vodka.

Allied Domecq was able to gain
incremental floor displays for its
brands without price promotion at a
time when floor space is at a
premium, says Joanne Kletecka,
group brand director, adding, “We
are constantly searching for
innovative, yet strategic, ways to
reach our consumer in a crowded
marketplace.”

“In-store promotion devices are
becoming more brand-specific,
aimed at changing behavior and
attitudes, not just on rewarding a
customer with a lower price that
day,” Mr. Kramer says. “The
bottom line is that in-store displays
matter more than ever, and every
inch has to count for more, both for
the marketer and the retailer.” �
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MAKING THE CONNECTION … OR NOT

Consumers often fail to make the connection between in-store ads and
previous mass-media advertising they've seen for the same brands.

In the store where you
buy most package goods,
how many ads or displays
are in some way familiar
from advertising outside
the store?

TTOOTTAALL MMEENN WWOOMMEENN

Most or all 10% 12% 10%

Many 29% 35% 27%

Some 39% 31% 41%

Very few 13% 12% 14%

None 9% 10% 8%
Notes: The panelists Knowledge Networks surveyed do most or all of the grocery shopping for their households. Go to knowledgenetworks.com

for more on this survey, including trends in package-goods purchases, and results broken down by race and household income.

QUESTION:

“Display
makers are
working more
strategically 
to get better
results”


