Tractizn

Winning in Store

Maximising the chances of a shopper seeing, engaging with, an
buying, NPD



What we do Tractizn

We help FMCG companies win with consumers and shoppers.

We work with them to develop winning strategies for categorie
channels and each element of the marketing mix.

S,

We focus on simple, clear, directive insight and we do the things
that are most likely to get insight heard and actioned in an
organisation.
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A The majority of new products fail.

A Good potential propositions, that
test well, still often fail in the
marketplace.

A There are a few reasons for this.
Though we believe a key one is
gKIFId R2Sa&a 2NJ R2S
store.

A Too often innovation is not seen,
understood, or made relevant
enough, to the shopper in store.




The issue Insicht Tractign
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process pays enough attention to
the store.
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about how we are going to win in
store, in a structured enough way.

A We think a few simple principles,
when followed repeatedly, will
give innovation a much better
chance of winning in store.

A And if we win in store, the
Innovation is much more likely to
be a success.




We are often too close to our brands Insight Tractign
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We are often too close to our brands

Insicht Tractign

Each stripe pattern is
unigue to each individual
zebra.

Zebras can recognize one
another by their stripes.

Can you..?

We see every stripe
pattern on a brand.

A shopper often just sees
zebra.



Shopper Driven NPD Principles Insight Tractisn

Fish Where the Fish Arddentify where you have the best opportunit

Be in the Right Place
to sell.

Be Seen

Be Understood

BeBgught
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Be in the Right PlaceFish Where the Fish Are Insight Tractigin

We have very different opportunities to sell different products in different channe

Channel A share across categories

varies fromlBO/(Io 71%

Retailer B share within a category

varies from1 Y0to 6 1%.

What are the winning channels or retailers for the product you are launching?
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Be in the Right Placd-ish Where the Fish Are Tractign

Align your product to the usage & purchase occasion or cycle in your target
channels.

NEWLYNX BULLET
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Be in the Right Placd-ish Where the Fish Are Tractign

|dentify where shoppers are more open to new things.

More general stores More specialist stores

A More habitual behaviour A Less habitual behaviour
A Narrow choice frame A Wider choice frame
A Less browsing A More browsing

A Less open to new A More open to new
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Shopper Driven NPD Principles Insight Tractisn

Be in the Right Place

Visual Priming Establish clear visual cueso the shopper knows what
to look for before they go into store.

Get on the Cognitive Map Tell the shopper exactly where to find the

Be Seen .
product in store.

Spotlighting- Stand out. Make sure the shopper sees you in store.

Be Understood

BeBgught
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Be Seerg Visual Priming Insight Tractign

Shoppers shop using very simple visual cues, usually based around colour and
shape.



http://www.google.co.uk/url?sa=i&rct=j&q=coca%20cola%20polar%20bear%20pack&source=images&cd=&cad=rja&docid=XN8C3-CBdFHL0M&tbnid=Ez_nydNkilCswM:&ved=0CAUQjRw&url=http%3A%2F%2Fwww.telegraph.co.uk%2Ffoodanddrink%2Ffoodanddrinknews%2F8933476%2FCoca-Cola-drops-polar-bear-cans-because-consumers-prefer-to-see-red.html&ei=L_AVUvO8AdTI0AWyroDwCA&bvm=bv.51156542,d.d2k&psig=AFQjCNGIje2ZAL7bxIkH0_8zwZJJ0ski0g&ust=1377255634913001

Be Seer Visual Priming Insight Tractisgn

Any new product needs to establish this visual cue and then consistently reinfor
through the line and across the range.

intro-juicing T @

our new apple juice & elderflower

find out more » Q;

innocent

Juicy Juicy
drink drink
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Insicht Tractign

Be Seer Visual Priming

The visual cue could be implicit or explicit.
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Be Seen Cognitive Map Tractign

Most shoppers have learnt a cognitive map of the stores they use most frequen
This determines their footprint across the store.

A Most shoppers could
mark regularly purchasec
categories on a map of
their regular store.

A Some even write their
shopping list in the order
of the store.



