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major new accounts, LPK’s own rev-
enue was up 43% through the first
half of 2003 as it hired 24 more de-
signers, he said. 

“One thing I’ve never seen from
Wal-Mart was to challenge what
you were doing with your ad copy or
your campaign,” Mr. Rose said.
“They are trying at every turn not to
be arrogant.” 

Regardless of the attitude, mar-
keters know they increasingly have
to build initiatives around Wal-
Mart’s wishes and schedule. 

“When you’re selling a new
product, Wal-Mart is all over the
media budget,” said one package-
goods chief marketing officer.
“They’ll evaluate you based on your
track record [on supporting brands
and following through with media
plans]. They understand the power
of advertising, because their folks are
obsessed with new products.”

Wal-Mart’s stated goal is to get
100% of the first two weeks’ sales of
any new product and 70% of the
first four weeks, supplier executives
report. Because of Wal-Mart’s effi-
ciency at getting new products
through its system, that’s often not
far-fetched. Wal-Mart has cut by
half or more the traditional eight-
week lag between when a new prod-
uct ships and when it appears on
store shelves.

FASTER BREAKS
As a result, Wal-Mart is pressuring
marketers to break ad campaigns
faster, too. “They want you to start TV
advertising the day they’re ready …
not wait for all their competitors,” the
chief marketing officer said. “When
companies won’t start advertising
when they want, that’s when they re-
ally start demanding [they buy] Wal-
Mart TV.” Buyers frequently bring
up Wal-Mart TV anyway, he said, but
will take no for an answer.

“Wal-Mart, because they’re so ef-
ficient, will often have a new product
in their stores before the other retail
chains,” said PRN’s Mr. Mitchell.
“Because of that, there’s not likely to
be national media awareness. … We
create programming to instanta-
neously build awareness.” 

Beyond the network, Wal-Mart
buyers also push for in-store demos
and entertainment—even in such cat-
egories as toilet paper, detergent and
paper towels, where entertainment
can be hard to deliver. “I’m not sure as
a consumer you really get anything
out of [the demos],” said a former
P&G brand manager. “But if demon-
strating in the store drives [Wal-
Mart] to merchandise the product bet-
ter, that’s what drives business.”

While senior Wal-Mart manage-
ment still preaches the gospel of low-
est net cost, package-goods execu-
tives said buyers increasingly push
special and bonus packs. One reason
buyers want special packs is that
Wal-Mart’s everyday low price poli-
cy means beating deep discounts by
local competitors, often supermar-

kets that use high-low merchandis-
ing. But supermarkets are less likely
to carry large or special packs. 

Wal-Mart buyers have grown
especially fond of shrink-wrapped
buy-one-get-one-free offers. But
the retailer has banned the word
“free,” deeming it misleading, since
the whole package isn’t free. For effi-
ciency’s sake, many marketers have
stopped using the word on packaging
everywhere. “They have enough
clout to eliminate a word from the
English vocabulary,” the chief mar-
keting officer said. 

ONLY AT WAL-MART
Beyond special packs, Wal-Mart also
increasingly wants special products,
either pushing concepts for products
that consumers request or looking
for exclusive deals from suppliers. 

Sara Lee Corp. recently exclu-
sively launched Hanes Her Way at

Home sleepwear at Wal-Mart, to be
followed by a men’s line next year.
“It’s actually displaced five other
vendors,” said Sara Lee Chairman-
CEO Steven McMillan proudly of
the sleepwear launch in a September
investor meeting, adding he expects
to generate $30 million from the deal
in 2004.

POWER OF SUGGESTION
Georgia-Pacific developed Brawny
Fresh-kins moist towelettes and
Heavy Duty Cleaning Towels at
Wal-Mart’s suggestion earlier this
year and marketed them there ex-
clusively for several months before
rolling the products broadly.

Wal-Mart urged Cadbury
Schweppes to launch Mott’s Hawai-
ian Punch Lite with McNeil Nutri-
tional’s sugar substitute Splenda in
July, six months before a full nation-
al rollout.

But Wal-Mart’s suggestions
don’t always pan out. Orange Glo
tried an Oxi Clean automatic dish-
washer detergent at Wal-Mart’s be-
hest in some stores before pulling
the plug, though the product still

sells with die-hard brand fans via di-
rect-response TV, said marketing di-
rector Kristin Nordstrom.

Beyond speeding new products to
market, Wal-Mart policies have fun-
damentally reshaped the package-
goods industry, analysts believe. The
retailer’s growing power and price
focus may be making any other
proposition less relevant. Deutsche
Bank Securities analyst Andrew
Shore’s research shows widespread
and growing deflation in most pack-
age-goods categories globally for the
past decade, and he believes Wal-
Mart is mainly responsible.

Ominously, suppliers believe a
global Wal-Mart is starting to com-
pare prices globally, asking why the
same product can’t sell for the same
price in the U.S. as China or Mexico.

Wal-Mart’s business model may
encourage more advertising—as
gains in the past year in ad spending

as a percent of sales by such major
vendors as P&G, Unilever, Clorox
Co. and Gillette Co. indicate. But
Mr. Shore believes Wal-Mart’s
growing footprint and overriding
emphasis on price is rendering that
advertising less effective. “Wal-
Mart has created a deflationary en-
vironment, which creates more
price-based decisions by con-
sumers,” he said. “That hurts the
ability of conventional advertising
to gain traction.”

Budget-minded as it may be, Wal-
Mart’s media spending has grown to
the point where brand Wal-Mart has
spent more on U.S. media than any
single brand sold in its stores during
the 21st century, according to data
from TNS Media Intelligence/CMR.
Its media budget only barely edges
such smaller national rivals as Target
and J.C. Penney. But because it shuns
newspaper inserts that gobble up
competitors’ budgets, more than
80% of Wal-Mart media dollars go to
TV, where its share of voice beats sup-
pliers and competitors alike.

The message is always clear. “Al-
ways low prices. Always.”■ 

REPORT

INCOME
Average household income for Wal-Mart shoppers is $41,847. That’s
8% below the $45,245 average income for the shopping universe.

AVERAGE AMERICAN
Compared to the universe of U.S. consumers, the average 
Wal-Mart shopper has lower income and is slightly older and 
less educated. Charts below show percentages of consumers 
in different groups of income, age and education. 

Source: BIGresearch September 2003 opt-in e-mail survey of 8,399 consumers, including 5,198 Wal-Mart shoppers.

AGE
The average Wal-Mart adult shopper is 45 years old, vs. 44.6 for adult
shoppers overall. Wal-Mart’s weakest ranking is with young adults.

EDUCATION
Wal-Mart’s average adult shopper has 13.9 years of education, vs. 14.1 
for the  shopping universe; 23% have a four-year degree or higher. 

STOCKING UP: Amy L. Rutt of Swoyersville, Pa., shops for a variety of items at Wal-Mart in
Stroudsburg, Pa., on her lunch hour. The retailer now has more than 3,000 stores in the U.S.

W
IL

LI
A

M
 T

H
O

M
A

S 
C

A
IN

AD AGE MAIN 10-06-03 A 28 AADB  10/3/03  10:22 AM  Page 1


