Actionable insight is the key
to shopper marketing success

Working with global FMCG organisations, Triniti Marketing has seen “shopper marketing”
rapidly rise up the corporate agenda.

At Triniti, we define shopper marketing very simply as “influencing shoppers’
behaviour by delighting them on the path to purchase”.
We believe there are three core reasons why it is gaining increased attention:

Recession and wider choice of channel and store formats are
rapidly changing shopper behaviour and attitudes

Consolidation and intensifying competition drive retailers to seek i
more support from brand owners, but also enables them to :
' present greater marketing opportunities :

The results of shopper marketing initiatives (particularly those i
in-store) are highly measurable, demonstrating return on :
! investment )

Our experience suggests there are 3 aspects to winning shopper insight

Companies that are winning in shopper marketing are doing so by getting their brand and customer teams to
engage with and take faster action on shopper insight.

Triniti’s experience suggests there are three aspects to focus on:

Connection Engagement Action
Winning shopper insight Shopper insight musn’t be Deliver actionable shopper
involves the connection of exclusive to the insight insight through a more rigorous
consumer and shopper function. Full engagement of approach to insight
attitudes and behaviour, brand and customer teams is development and clear linkage
together with an critical to success. This can be to the levers that influence
understanding of achieved with simple and shopper behaviour
brand and retailer memorable communication of
influences ( shopper insights

~

Triniti Marketing’s own shopSMART framework
drives these connections. Simple, memorable
and sequenced, it ensures shopper insights are
engaging and actionable.
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Triniti Marketing’s shopSMART solution for
actionable insight

Triniti’s shopSMART is a simple but actionable framework that drives a deep exploration of each
stage in the path to purchase.

Each stage aligns with different shopper marketing levers helping translate insight into rapid, relevant
action.

( 7 Sources of Sharpening the focus for insight development by identifying sources of
S h growth. Can involve key barriers to category growth or prioritising specific

L Growt channels, retail formats, or retailer groups.
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Understanding the key shopper missions for the brand/category and their
impact on channel or format choice. Determining what this context means
in terms of how they behave and their motivation.

Understanding how shoppers are influenced prior to entering a physical or
online store, including the point at which the category and brand
decisions are made.

A Approach

Understanding the physical or online journey a shopper takes and areas
that are of interest/influence en-route. Determining which areas, displays,
etc will be seen or ignored on a specific mission.
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Understanding the triggers that will drive a particular brand or format
selection and close the sale.
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Triggers

So where can our shopSMART framework make a real difference?

No client or project requirement is ever exactly the same but there are undoubtedly shared
frustrations. Our shopSMART framework can play a pivotal role in addressing key challenges including:

&) Squeezing more actionable insight from your existing research
With stretched research budgets, it’s vital to squeeze the maximum value from existing
knowledge, but proliferating data makes it harder to extract real insight. Our shopSMART
approach synthesises multiple sources of shopper knowledge quickly and effectively.

@) Focusing research investment
Our shopSMART approach delivers clear visibility of what is known and not known, so you
can focus investment on key gaps and new issues, not repeating what you already know.

& Making shopper insight more visible and accessible
Our shopSMART framework is simple and memorable. The output is highly visual, with
findings presented in an accessible, actionable and inspirational way.

g;'**' @ Building capability across teams

- ~ Our shopSMART approach is collaborative and interactive — promoting shared
understanding across customer and marketing teams. We can deliver a common toolkit
for your organisation to develop shopper insights.

@ Delivering growth opportunities.
Triniti Marketing’s shopSMART framework ensures consideration of all relevant levers to
influence the shopper in their path to purchase and can be combined with ideation
approaches to create new growth opportunities.
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