
1

A Quick User Guide to Maximizing the 
Incredible Sales Potential of  Shopper Marketing

From the NewPoint Marketing team that brought you Moving Your Brand Up the Food Chain™

OWN
CARTthe

Stephanie Bossung
Vice President Account Services & Media Lead



22

Introduction
Over the past few years, NewPoint has fielded hundreds of  
calls inquiring about shopper marketing. The calls range from 
simple “how to” questions such as “how do we get a digital 
coupon on a retailers’ loyalty card program?” to bigger-picture 
questions on how to budget and allocate dollars to certain 
retailers. No matter what the reason for the call, they want to 
reach shoppers before, during and after a trip to the grocery 
store. 

This highly focused pursuit is called  
shopper marketing— a practice that begins with the 
understanding of shoppers and their behaviors so as to develop 
a marketing plan that specifically influences  
that behavior. 

The plan can involve a wide range of tactical components that 
are carried out all along the shopper-marketing cycle. That 
cycle starts at the moment a person is planning a grocery trip 
and runs all the way through the trip itself, right up to the 
actual point of purchase, whether in-store or online. 

Shopper marketing is an extremely powerful sales-growth 
engine for food brands.

While it’s not a new marketing concept, with the advent  
of technology, it’s evolving all the time.

Because of that, the art and science of mastering shopper 
marketing can seem intimidating, even for experienced  
sales and brand managers, if for no other reason than that 
they’re too busy to dig into it.
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According to the  
Point-of-Purchase Advertising 

Institute and the  
Meyers Research Center,  

70% of purchasing decisions  
are made in-store and  

68% of in-store purchases  
are based on impulse. 

With that in mind, doesn’t it make 
sense to invest in marketing strategies 
that think beyond consumers and 
focus more specifically on shoppers? 

After all, what prospects could be 
hotter than those in the act of walking 
the grocery store aisles?

As a matter of fact, when looking at  
a typical shopper-marketing budget  
(spoiler alert: they’re not cheap), it’s  
natural for an experienced marketer  
to suffer from “I know enough to be 
dangerous” anxiety. 

That’s where this 
e-book comes in.

Own the Cart: a Quick User Guide to 
Maximizing the Incredible Sales Potential 
of Shopper Marketing gives busy food sales 
and brand managers a simple shortcut to 
thoroughly understanding and effectively 
leveraging this powerful tool.
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Understanding the  
Shopper Journey
Marketing, as an effective practice of influencing people to 
buy, continues to evolve and become more powerful as we get 
better at defining our ideal prospect and focusing our energy 
on that prospect—i.e., ensuring more of our dollars go into 
reaching only those we want to reach and delivering the right 
message when we do.

That power is further enhanced when the timing of that 
delivery is ideal as well, typically when the target is in  
“buying mode”. We’re talking about the old saying, “Strike 
while the iron is hot.”

This is what shopper marketing is all about.
It’s about getting in front of your target not as a consumer 
(though your broader marketing plan will likely do that),  
but as a shopper.

What’s the difference? 
My daughter consumes the Lucky Charms in our house.  
For that matter, so do I. We’re both consumers.

But I buy the groceries. So, I become a shopper when I’m 
considering the purchase—whether I’m walking the cereal 
aisle, making a grocery list, or seeing an ad that makes me 
think, “Oooh. Lucky Charms. I gotta get me some.”

And this crossover of different phases in the buying mode  
is an important point.

Shopping doesn’t only happen at the store. It happens  
when your target is at home, preparing for a shopping 
trip, looking through a coupon mailer, or visiting a retailer 
website. It’s even happening when your target sees an  
ad or social post and begins to investigate the product. 
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Shoppers are continually engaged with multiple media sources 
and their process of  ‘shopping’ is non-linear. 

This is what’s called the “SHOPPER’S JOURNEY”  
and understanding how it unfolds is critical to developing a smart 
plan that can optimize the inherent power of shopper marketing. 

Let’s flesh out an example
You ready? Bear with me. This is how it works.

I’m a middle-aged woman and, thus, a fan of hard seltzers  
(that’s not an unfair presumption, as you’ll find out in the next 
chapter), among which there seems to be another new brand 
popping up every day.

Because of my shopping history on my grocery app, I continually 
receive ads via social media for numerous brands and, even 
though I’m quite loyal to the brand I prefer, I very often look at 
other brands, curious about what flavors they’re offering. 

I’ll even see ads for these other brands on Facebook and, in the 
moment, I’ll seriously consider buying one of them. And, yet, like 
a true loyalist, when I get to the store, I still find myself picking 
up my favorite brand instead. 

But then, I get together with some of my girlfriends and (I dunno. 
Is it peer pressure at my age?) I try one of these new brands.

It’s pretty good, I must admit. 
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Next thing I know, I start seeing ads all over the place for this 
new-to-me brand. Is it a coincidence? Should I be creeped out? 
Frankly, no. The ads have always been out there. The difference 
is now I’m paying attention. Kind of like when you buy a new car 
and suddenly, you’re seeing the same car everywhere you go. 

And yet, I’m still not convinced of this new seltzer. I need to see 
the calorie/carb content because, let’s face it, that’s what makes 
these drinks appealing for ideal prospects like me. 

I head to the brand’s website, check out all the claims and  
now I’m ready to buy. Next time I’m at the store, I pick up a  
six pack and I like them.

But then—here we go again—I still go back to my tried-and-true 
brand. 

The next grocery store visit, there’s a large summertime display 
with this NEW brand, plus a sale going on (commonly known  
as a temporary price reduction or TPR). So, like a true  
brand loyalist, I bend my rules when it comes to price. 

I’m now buying this new brand. And the cycle continues. 

A key takeaway here is  A key takeaway here is  
the number of touchpoints that  the number of touchpoints that  

had the potential for a marketing tactic  had the potential for a marketing tactic  
to reach and influence me.to reach and influence me.
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At the same time, unlike other 
purchasing events—say, buying that 
car I mentioned—grocery shopping 
happens with great frequency.

That’s a positive because it creates  
many opportunities to reach your 
prospect in “buying mode”. But it  
also presents a challenge you  
must overcome.

According to FMI’s 2021  
Grocery Shopper Report,  

 
52% of shoppers surveyed 
indicated they had bought 
groceries online in 2020. 

 
 However, in 2021, that 

percentage grew to 64%, with 
newcomers from every generation.

People are busy. 
Grocery shopping is a chore. 

Habits save them time.

That’s why, if shoppers find a store  
or a product they like, they’ll keep going  

back to those choices. 

That is — until their process is 

interrupted.

GROCERY SHOPPING
FREQUENCY
FOSTERS SHOPPING

HABITS
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The Shopper’s Journey Is Long—and Never Ending

Your Mission, Should You Accept It:
Interrupt the Shopper’s Journey
Over the course of my hard-seltzer experience, my shopping 
journey or behavior was interrupted several times, over several 
trips and purchases. 

Successful brands incorporate shopper marketing tactics, like the 
summertime display and TPR, at multiple touchpoints along this 
journey to interrupt the shopper’s routine and influence her behavior. 

The goal is to reach shoppers either while planning their trip or 
while shopping. Whether or not they’re making a physical list is 

irrelevant because, when shoppers head to the grocery store,  
most of them already have an idea of what they need to buy. 

To successfully influence shopper decisions today, brand teams 
should fully understand their shoppers and support their unique 
journeys. By creating strategies and tactics geared for each step  
in the shopper’s journey, marketers can influence their ideal 
prospect in the right place at the right moment.

Source: Market Track’s Grocery Shopper Insight Series Survey

88% 74%
89%

44%
go two to three 

times a week
of shoppers begin 

planning 0-7 days in 
advance of the trip

go grocery 
shopping at least 

once a week
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The shopper’s journey typically starts  
with a need (“Mom, we’re out of Oreos®!”) 
or some other influencing factor—like 
a sale, a compelling ad, a social media 
thread, or the so-called peer-pressure 
phenomenon. Or the catalyst could be 
seasonal, especially around the holidays. 

Reminds me how every year there seems to 
be a rumor of a canned pumpkin shortage. 

Brands can also proactively create a need 
for a product with marketing. Doing so 
effectively starts with an understanding 
of the five stages of the shopper’s journey. 

AWARENESS
The moment a consumer is first 
introduced to a brand or a new product—
the very basic start of the journey.

CONSIDERATION
After a shopper recognizes a need  
(i.e., we’re out of snacks), the shopper 
actively considers the options available 
to fulfill that need.

PURCHASE
This is when the shopper buys the 
product, but it happens in two phases:

Point of Purchase—when the shopper 
puts the item in the cart 
Point of Sale—when the actual 
monetary transaction takes place

Developing a shopper marketing strategy 
is about gaining a deeper perspective of 
the consumer to influence that person at 
the Point of Purchase phase. 

3

1

2

5 Stages. All Kinds of Possibilities.

EXPERIENCE
It would make sense that, once the 
shopper buys the product, the journey 
is over, right? Wrong. The journey 
continues through the shopper’s 
experience with the product, whether 
they taste or use it themselves or 
gauge the satisfaction of someone else 
for whom they made the purchase. 
Typically, the shopper’s family.

ADVOCACY
After that experience, the last stage 
occurs when the shopper shares their 
views, good or bad.

4

5
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Using marketing to proactively create a need 
for your product is about understanding your 
shopper’s state of mind in each of these stages, 
but with an emphasis on the first three—
Awareness, Consideration and Purchase. 

Most likely, unless your shoppers have read this 
book, they have no idea they’re on a ‘journey.’  
To some degree, they might recognize when 
they’re in the Consideration stage, which we’ll 
cover soon, but they’re unconsciously operating 
within their day-to-day lives and shopping habits.

That’s why the mission is to  
develop tactics and messaging that  
will interrupt that journey.

THE AWARENESS STAGE
Obviously, if shoppers are not aware of a product or service,  
they won’t buy it. So, this is the point at which a brand must 
introduce itself.

Awareness tactics often include some form of advertising to catch 
a consumer’s attention. The tactics will span across all kinds of 
traditional media forms, such as TV, radio, sponsored social 
media ads, online display ads and so forth. 

However, these methods aren’t considered true shopper  
marketing tactics. Instead, the plan should focus on awareness-
level tactics specifically within the retailer space or programs 
that are intended to reach the shopper, as they are in that 
buying-decision process.

Awareness-stage tactics through shopper programs include out-
of-store tactics, such as ads in retailers’ magazines and circulars 
or retailer direct mail. Awareness marketing becomes even more 
heightened with in-store tactics, such as merchandiser displays, 
shelf talkers, cart ads and more. 

Focusing in on theFocusing in on the 3 Most Critical Stages 3 Most Critical Stages
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AWARENESS
This awareness-level of shopper marketing also happens in the 
digital space, via the likes of sponsored ads on retailer websites  
or apps, retailer email blasts and much more. 

Regardless of the medium being used, it’s best to integrate several 
different shopper marketing tactics for a balanced approach to 
reaching your target shopper. While the awareness stage is one of 
the most expensive stages, it can be done cost-effectively, if you 
have a well-defined strategy (which we’ll cover in chapter 4).

Marketers have many opportunities to influence shoppers when they 
enter the store (i.e., display sets), and still more opportunities to increase 
trial and build repeat sales using more effective in-store programs.

I get it. Right now, you’re probably thinking, with the rise of online 
ordering and grocery delivery, in-store marketing isn’t relevant. 

That’s the share of shoppers 
who don’t make their 
brand decision until they’re 
walking the aisles—which 
means, if you’re not marketing 
in the store, you’re missing a 
huge opportunity.
Source: Grocery Manufacturers Association

However, according to SuperMarket News, out of the  
$1.04 trillion grocery market, 90% of all sales still happen 
in store. In-store shopper marketing allows you to engage the 
consumer in ways different from traditional marketing tactics. 
Why?

1. Opportunity to get creative 
Brands can spend a lot of money engaging consumers in store.

Nesquik and Utz both give consumers an opportunity to engage 
in the store by having fun!  Granted, not every brand has the hefty 
budget to execute large shopper displays like these two. But other 
less expensive solutions like, say, shelf talkers can be extremely 
effective and a great way to connect brand campaign components. 

When consumers see a TV commercial they like, followed by 
some kind of creative in-store graphic or display that pays it off, 
the multidimensional impact can not only 
trigger a purchase response. It can begin 
building brand affinity very early. 
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76%

AWARENESS
2. Opportunity to catch consumers outside the aisle
Think St. Patrick’s Day/Easter promotions—products placed in 
different areas of the store other than where you’d expect to find 
the product. Or imagine special product end caps or freestanding 
side displays. Whatever tactics you deploy, the goal should be to 
place displays in both the expected and unexpected locations.

3. Opportunity to Drive Conversion
However, again, shoppers can’t buy your product if they don’t 
know it exists. So, shelf talkers and displays really do more than 
catch the shopper’s attention.

of all purchase decisions  
are made at the shelf.
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CONSIDERATION
THE CONSIDERATION STAGE
Imagine you’re on social media and you see this mouthwatering 
recipe for enchiladas. 

Now, you’ve never made enchiladas before, but you see the list  
of ingredients and one of the items on the list is flour tortillas.  
You make your grocery list and head off to the store.

As with most kinds of products, during your quest for tortillas, 
you’re faced with a wide range of choices—different brands,  
sizes and even flavors. 

But here’s one more thing to consider. Shoppers like yourself 
tend to fall back on known, preferred brands, or, if they really 
don’t have one, they gravitate toward the limited set of brands 
that have made it through the communication noise. 

This is why brand awareness matters.

Brands in the initial-consideration  
set can be up to three times more likely  
to wind up in the cart.

What does this mean for new food brands? Don’t worry. New 
or upcoming food brands aren’t off the consumer purchase list 
just yet! According to itbusiness.ca, a consumer’s product list 
may actually grow in numbers rather than dwindle along the 
shopper journey stages. 

Because shoppers are always researching, they gain an awareness of 
products they may not have considered or known about in the past.

Let’s get back to the tortilla shopping scenario, as you are now in 
the aisle.

As you look through the plethora of choices of delicious floury 
goodness and the array of package colors, sizes and brands, you 
notice on the shelf there’s a recipe holder with (GASP) the same 
social-media enchilada recipe that inspired you in the first place. 
And it’s branded with Old El Paso Tortillas. 

You read the recipe card and immediately pick up a package of Old 
El Paso six-inch tortillas and you’re on to the next item on your list. 

Now, what I didn’t tell you at the beginning of the story was  
the recipe you found on the web was also branded Old El Paso.  
In fact, the post was curated by the brand itself. 
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CONSIDERATION
It’s no secret that today’s shoppers don’t need to wait for a brand 
to push information to them. Instead, shoppers can easily do their 
own research directly via social media and websites. 

In fact, shoppers are much more comfortable with this two-way 
exchange of information between the shopper and the brand. 
Some research shows that as much as two-thirds of a customer’s 
pre-purchase interaction with a brand is shopper-driven, 
rather than brand-driven.

The ways brands can influence this stage in the journey have 
certainly changed in the last few decades. New digital channels, 
from retailer websites and email to experiential marketing and 
social media, have created new shopper expectations and new 
opportunities for marketers and advertisers.

It’s the holidays, and it’s time to shop for Thanksgiving dinner... 
Your favorites are on the list, but you recently discovered a  
coupon for $3.00 off a Honeysuckle White Turkey. 

Hmm. You’ve never heard of that brand.  
You typically buy Butterball. 

You might dig a bit deeper and find that, indeed,  
Honeysuckle turkey has some pretty decent reviews.  
Perhaps, you might even consider it... Because 

a coupon generates an incentive  a coupon generates an incentive  
and a way to invite trial, it’s a great and a way to invite trial, it’s a great 

marketing tactic for the shopper’s marketing tactic for the shopper’s 
consideration stage.consideration stage.

Coupons are just one way to advance to the consumer consideration 
stage in the shopper journey and, ultimately, lead to the purchase of 
your product over a competitor’s. Other marketing tactics include 
in-app offers, sales, demos and recipe inspiration.

With the changing landscape of Covid-19, in-store demos have 
understandably taken a pause. However, demos are a great way to 
interact with the consumer instantly, allowing for trial directly in the 
store and aide in potential purchase. Typically, good demo programs 
are also coupled with a coupon to further help with a purchase.

SALES
RETAILER

MARKETING
& YOU
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PURCHASE
THE PURCHASE STAGE
So, the shopper has become aware of a product, considered 
buying it and is now ready to make a purchase. It’s time to win  
the in-store battle and get the product in the cart. 

Marrying this phase of the shopper journey with actual shopper 
marketing tactics is relatively easy. This is where merchandising and 
packaging become very important selling factors. 

Shoppers want to look at a product in Shoppers want to look at a product in 
action and are highly influenced by the action and are highly influenced by the 
visual dimension.visual dimension.
Up to 40% of them change their minds because  
of something they see, learn or do at this point— 
say, packaging, or even placement on the shelf. 

Research also shows that shoppers are far less brand-loyal when 
they’re in the store than if they were making a purchase online.  
In fact, about 70 percent of shoppers “switched brands in 
the aisle.” Most of this brand-swapping relates to product quality 
and packaging content, not problems with availability or out-of-
stock products.

Furthermore, research shows product functionality was  
the #1 decision factor in the aisle, followed by price.  
Point-of-purchase shopper marketing, such as circular ads,  
retailer TPRs and load-to-card promotions can really drive 
shopper behavior, and ultimately have the shopper putting your 
product in their cart.
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Aligning the Shopper 
Marketing Trifecta

Brands that I see struggle to master shopper marketing typically do so because they are 
only attacking shopper marketing from one angle—either Sales, Marketing or from the 
Retailer side of the equation. Often, shopper marketing tactics are first driven by sales, but 
they won’t include the marketing teams. They’ll just let the retailers pick and choose the 
programs. The problem is the retailer doesn’t know the brand as well. Or, it knows nothing 
about other marketing initiatives going on that could hurt or benefit a certain program.

Conversely, if only marketing attacks the opportunity, they may not be aware of product 
shorting or other issues and most of the time the sales team often doesn’t understand how 
to use it in their sales efforts.

In either case, you’re not optimizing your spending.

All that said, this is the trifecta...

Winning the Shelf by Coordinating Sales,  
the Retailer and Marketing
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Most often, the process of developing a 
shopper marketing plan begins when a sales 
representative comes back with an inquiry or 
specific need after a meeting with a retailer.

Typical conversation starters include, “We’re 
pitching to ABC retailer. I need to show them 
how we intend to support turns on shelf,” or 
“XYZ retailer has requested we spend some 
marketing dollars to participate in a program 
they’re running.”

Granted, sometimes the process starts when the 
brand team has a lump sum of marketing dollars 
automatically earmarked for shopper marketing. 
But, even in cases like that, the strategy should 
originate in the sales department, with those 
who are directly engaging the retail buyers.

First question to ask, 
What is the goal of the program?  

Chapter 4 will revisit this in more detail. But, for now,  
getting after the goal comes down to defining such issues as:

:  Shopper Marketing Trifecta  :

SALES  THE RETAILER  MARKETING
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ARE WE SUPPORTING AN  
EXISTING OR NEW PRODUCT? 

New products in the marketplace typically  
need a larger boost than flagship products.  
Plus, retailers tend to have specific programs  
for new products. Knowing this will be 
important in the effort to shape a plan.

IS THE GOAL TO INVITE TRIAL? 

In other words, should we continue marketing to the existing shopper base or  
are we looking for brand switchers?  

If you need a shopper-marketing program that’s retailer specific, your first question 
may be as simple as asking for a “menu,” so to speak, of the retailer’s programs or 
asking to be put in contact with the category manager or marketing department. 

Almost every retailer across the U.S. has a list or .PDF of programs they offer 
manufacturers—all of which tend to be rolled out on an annual basis, featuring 
both in-store and digital tactics.

Ask the sales team what types of shopper-marketing programs a particular retailer 
or category manager likes and why.  For example, one category manager at retailer 
X might really like in-store programs, such as “shelf talkers” or coupon machines, 
whereas category manager at retailer Y likes brands to participate in offering 
digital load-to-card programs within their loyalty club. 

:  Shopper Marketing Trifecta  :

SALES  THE RETAILER  MARKETING
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Continuing to move down the 
investigative funnel with sales,  
the next round of questions should 
arise when the brand team must 
develop a shopper marketing plan 
around a certain product. 

A couple of years ago, one of NewPoint’s clients requested a summer grilling  
shopper-marketing program for several of their hot dog brands. Immediately, the  
first questions went to sales:  

•   What’s the highest selling product and its associated UPCs?
•   Through which retailers are the hotdogs currently selling, and which divisions?
•   Can you provide a store list?
•   If we create a plan, do we have enough supply to make sure the product is  

on the shelf?

As a marketer, one of the worst mistakes you can make is spending dollars on a tactic 
at a store where the product isn’t available. It happens, of course, because you can’t 
control variables like stocking. But having a store list and a plan to execute should cut 
down on waste. 

:  Shopper Marketing Trifecta  :

SALES  THE RETAILER  MARKETING
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With sales’ input to the equation, 
next, turn to the retailer. 
Typically, the process starts with the 
category buyer or, perhaps, a third-party 
broker, if contracted to work on your 
behalf. Again, it’s always good to start with 
the retailer’s list of programs, as most have 
been thoughtfully developed based on the 
retailer’s knowledge of their customers and 
their incentive to create win–win solutions 
for themselves and the brands they stock. 

At this stage, address any questions left 
unanswered by the sales team, such as 
which tactics work with a particular 
category. With the larger retailers, the 
decision to approve or deny a program 
most often falls to the category buyer.  
So, it’s good to get an idea of what type 
of programs that individual likes to see. 

Explore what types of shopper-marketing 
mechanics have been known to work 
best in their store—anything from 
endcaps, floor graphics and themed 
events, to boosted ads on the retailer 
website, freezer clings, coupon machines 
and so forth. Be open to their ideas and 
feel free to ask them for creative ways to 
get your product noticed.

In other instances, the buyer will 
immediately point you to the retailer’s 
marketing department, being that 
its staff is charged with the task of 
executing the program. This is typically 
where you’ll get all the “nuts-and-bolts” 
information you need, such as a calendar 
of timelines for submission dates, where 
to send creative, and analytics on the 
back end of the campaign. 

Additionally, there are a TON of  
shopper marketing programs brands 
run that are technically not “retailer 
programs” but, rather, programs 
contracted by third party entities to 
reach a certain retailer’s shoppers. 

This is a widely acceptable practice. 
However, in such a case, it’s still wise  
to let the retailer know you’re marketing 
your brand at their store. Plus, it’s best 
to connect with the retailer BEFORE 
executing your shopper marketing 
arrangements.

It’s not uncommon for brands to plan, 
say, an in-store, on-shelf coupon, only to 
find out the retailer doesn’t support the 
type of shelving unit needed to fit the 
coupon promotion. 

:  Shopper Marketing Trifecta  :

SALES  THE RETAILER  MARKETING
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Finally, winning the shopper-marketing 
trifecta involves the marketing team, 
where the rubber hits the road in its 
management of strategy and execution. 
The brand marketing teams have a 
holistic picture of all the marketing 
programs and should be asking, “How 
does shopper marketing fit into the 
overall marketing program?”

Because the marketing team knows all 
the other marketing tactics throughout 
the year, they are uniquely positioned to 
schedule shopper programs that work in 
concert with other media components. 
The marketing teams also know the 
seasonality of products, for example, and 
will plan accordingly to maximize spend. 

The marketing teams are also positioned 
to help the sales teams communicate 

plans with retail partners in advance.  
As one buyer put it best: “There’s nothing 
better for us than to know we’ve got you 
plugged in, and we know exactly what 
you’re doing for the next 12 months.”

Remember, whether working with a 
retailer specifically or running a shopper 
marketing program on your own, it’s 
important to show them you’re willing  
to invest. 

Be sure to communicate your program 
with the category buyer. 

These programs don’t just increase 
purchases for your brand’s benefit. 
There’s a benefit to the retailer as 
well. It’s a win–win for both.  

:  Shopper Marketing Trifecta  :

SALES  THE RETAILER  MARKETING

SALES
RETAILER

MARKETING
& YOU
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Your Shopper
Brands need to gain insight into their target audiences to 
create a marketing strategy around shopper behavior. That 
means finding the most useful, relevant data and research. 
A good shopper-marketing plan typically focuses on those 
prior behaviors to predict a shopper’s future purchases. 
When conducting or gathering shopper insights, you’re not 
just looking at shopper behavior. You’re also examining the 
attitudes that drive those behaviors.

As covered earlier, the line between shopper and consumer  
is somewhat blurred, in part because a consumer doesn’t  
have to physically enter a store to become a shopper. 

A consumer becomes a shopper the moment 
he or she makes the decision to engage with 
a store, either in person or online. 
With that, brands must be able to recognize the distinction 
between consumer insights and shopper insights—especially 
because the questions being asked, and the resulting 
actions being taken by a consumer versus a shopper, serve 
two entirely different purposes. Yet, when used together, 
consumer and shopper insights can provide brands with 
a good strategy and a strong foundation for an effective 
shopper-marketing plan.

For this book, let’s stay focused on shopper insights, 
starting with a simple example.
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I’m an avid Target shopper, and I participate in the Target 
Circle Rewards program to get the best deals and coupons on all 
my groceries and other consumer goods. I’m constantly served 
“recommended for you” coupons and ads, not only on items 
I’ve purchased before, but also “like” products and competitor 
products.

Taking it one step further, Target’s marketing teams then use 
my shopper data on other platforms to catch my attention. Take 
Facebook. I often see ads for recommended items, and yes, it 
catches my attention because they’re from my retailer of choice. 

Today, in the age of big data, you can know more about 
your shopper than ever before to better target your 
shopper marketing efforts. 

You can find out who they are, where and when they shop, their 
attitudes and interests. All this data allows you to pinpoint your 
marketing efforts rather than casting a wide net over people who 
may or may not buy your product or even shop in the category. 

Let’s say you find out the majority of your shoppers shop at  
Kroger and less at other retailers. If you have a limited budget,  
you can use this data to channel more dollars into a Kroger 
program. Or perhaps you’re an up-and-coming candy company 
and you find out a majority of your sales come from c-stores, so 
you start a merchandising program with your largest c-store  
chain. Big data is out there, but it’s all about the different 
possibilities and how best to use that data once you have it. 

Target’s Reccomended 
For You suggestions 

of “like” products and 
competitor products.
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You can acquire the kind of insights 
needed to paint a clear picture of your 
target shopper any number of ways.

If you’re interested in capturing your 
own proprietary research, the range of 
options can include everything from 
contracting with a third-party firm 
that specializes in this practice—which 
tends to be the more expensive, but also 
uniquely thorough and objective route—
to conducting your own research for free 
using tools you already have in place, 
such as surveying your current loyalty-
club members.

In many cases, brands can learn what 
they need by accessing market data 
that already exists. Much of this data 
is available for purchase, but you can 
also access it by partnering with other 
companies. The latter is often a more 

attractive option because it allows you to 
continuously gather new information over 
time that can then feed your marketing 
strategies in the future. 

Companies such as Catalina—the pioneers 
in offering coupons with receipts at the 
checkout counter based on prior purchases 
or like purchases—offer these insights as 
part of a whole program where the data is 
included. 

Programs that offer retailer- 
specific insights can really zero  
in on your shopper.

Ask your partners if they have data that you 
can then use in a shopper marketing program.

For example, insights that are retailer 
specific will give you even deeper 
knowledge into your shopper’s behavior 
that is unique to that particular retailer. 

Similar retailers will share some 
common elements, such as who the 
shoppers are, what type of shopping trip 
they are on, and buying-decision type. 
But every retailer’s shopper data tends  
to be unique. 

Here’s another way of looking at this 
when it comes to shopper behaviors. 

Compare, say, Costco versus Kroger. 
Costco might be more commonly used 
once a month to stock up on certain 
items. Kroger might be more popular for 
quick trips during the week. In such a 
comparison, the shopper may be buying 
the same brand, but other factors are 
certainly different, from the duration 
of the shopping trip to the type of 
purchases being made, to the shopper’s 
in-store attitude and behavior.

How Do You Gain Deep Insight 
on Your Target Shopper?
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Naturally, after determining how you’ll 
gain your insights, you’ll need to know 
what questions to ask. This is commonly 
referred to as the Who, What, When, 
Where, Why and How. 

Remember, you are using this insight to 
put together shopper marketing plans. So, 
you want to target one type of shopper—
your ideal shopper—not all your shoppers. 

Again, this exercise doesn’t have to be 
complicated. But, in the effort to really 
learn and analyze shopper behavior, it’s 
critical to address these core questions.

The profile of the target shopper, defined by demographics,  
such as age, family size, income and so forth. 

Specifically, what the shopper buys, all the way down to the 
product, size, serving size, flavor—you name it. For example,  
a shopper with a large family as opposed to a small family is 
probably looking for “family size” products.

Does the shopper tend to purchase the product on Tuesdays?  
At 6:00 p.m.? How about during the holidays? This really informs 
a shopper marketing strategy. If your ideal shopper only buys  
a product during the holidays, it’s likely a waste of marketing 
dollars to run a program in July. 

The location where the purchase is made, narrowed down to the 
actual in-store aisle or the online channel. This has become even 
more important with the rise of online ordering, curbside pickup 
and home delivery services, as there are several tactics that align 
with the “where” answer. For example, some shoppers will leave 
their browser open for days and add items to it as they think of 
them. Or, they might click on a website-display or social-media 
ad that directs them to a landing page. Once there, they can click 
“add to cart” to have the item automatically placed in their online 
shopping cart.

What Kind of Insights Do You Need?What Kind of Insights Do You Need?

WHO:

WHAT:

WHEN:

WHERE:
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What Kind of Insights Do You Need?What Kind of Insights Do You Need?

WHY:

HOW:

The reason a shopper buys a product. But, also, the reason he  
or she doesn’t buy another similar product.

The way in which the customer makes the purchase. Does the 
shopper plan to make the purchase ahead of the grocery trip?  
Or does it happen after browsing the store and looking at 
competitive brands? Or is it an impulse buy, with no planning  
or comparison shopping whatsoever?

Remember, the best shopper 
target is the one that’s most 
profitable for your brand. 

Ask your insight partner about the 
capability to drill for even deeper 
insights, such as your shoppers’ 
current spending in the category, 
or a market-basket analysis, 
which will analyze what other 
products are in your shoppers’ 
carts or, maybe, if they have any 
price sensitivity. 
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YOU’VE GAINED YOUR

INSIGHTS.
NOW WHAT?
So, you’ve asked all the right questions and attained 
some very compelling data. It’s time to take what you’ve 
learned about your shoppers’ behaviors and develop 
a smart shopper-marketing strategy that involves 
prioritizing channels and identifying key activities 
and goals.
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Before you can start budgeting and creating a shopper 
marketing plan, you need to establish the plan’s goals, define 
the strategy to pursue those goals and, finally, determine how 
to measure your success.

What’s the Goal?
Once you’ve locked onto your  
shopper target, it’s time to focus on  
what you want this person to do. 4Shopper Marketing Plan

I’m going to go out on a limb here and say the answer is: 
You want your target to buy your product. Clearly.
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Such is the case with all the other food brands 
constantly trying to get in front of these 
shoppers based on their behaviors. 

Yet, even beyond the task of trying to gain and 
optimize this behavior knowledge to influence a 
purchase outcome, brand teams should always 

think more broadly than that  
and identify other specific 
shopper-marketing goals. 

Elicit more purchases? 
Yes, but ask the questions . . . 
Are you marketing a new product and need to drive trial? 

Is the product a completely new brand or a line-extension item?

Does it have the potential to be a category disruptor or, perhaps, 
create a new category?

Or, are you marketing a well-known brand leader with high  
affinity and, in trying to hold your market position, your intent  
is to make an impression and stay top of mind?
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Consider 
this example

If Coke was selling a new flavor—say, Marshmallow Coke  
(Can someone please make this line extension happen?!)—its 
brand teams would likely use marketing tactics different from 
those used to sell the tried-and-true flagship Coke. New products 
need different thinking and creative to stand out. 

So, what about you? What is the goal of your program? 

Let’s distill the possibilities down to the  

5 most common goals or outcomes  
typically associated with a shopper-marketing program.
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At the end of the day, all marketing programs are designed to drive sales, 
but shopper marketing programs are where the rubber hits the road, as they 
represent the one tactical marketing interaction that is closest to the actual 
purchase moment. 

Many shopper marketing programs 
developed to drive sales have measurable 
quantifiable results. For example, TPRs (temporary price 
reductions) and digital coupons are highly visible both to the brand teams 
and retailers who want to closely monitor a specific program’s success.

the 5 most common goals or outcomes 
typically associated with a shopper-marketing program1.

DRIVE
SALES

How Loyal Is a “Brand 
Shopper”, Really?

of shoppers would 
switch from the brands 
they usually buy if they 
saw a different brand 

(like item) on sale.

Source: Market Track’s Grocery Shopper Insight Series Survey

1.
74%
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Whether you have a brand-new product or a product that’s been on 
the market for years, inviting trial is another strategic goal for shopper 
marketing programs. Driving trial is considered a proactive goal and one 
that is traditionally pursued through the use of two common tactics: 

Couponing and in-store demos.

Depending on the goal of your program, one way to increase trial is to add 
a coupon to whatever broader marketing tactic (digital or in-store) you’re 
deploying. Digital load-to-card retailer programs are a popular modern-
day example. However, it’s just as easy to invite trial in-store as well, using 
instant redeemable coupons (IRCs) or value-off discounts applied on-pack 
or via tear pads that often work in tandem with in-store signage.

Demos are a great way to instantly and personally interact with the 
consumer, generating trial and enhancing purchase potential on the 
spot. Typically, good demo programs are also coupled with a coupon to 
further help with the path to purchase. 

2.
DRIVE
NEW-ITEM
TRIAL

the 5 most common goals or outcomes 
typically associated with a shopper-marketing program2.
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This is about recognizing and nurturing the long-term value of a business 
relationship and it’s a perfectly direct tie back to Chapter 2’s Shopper 
Marketing Trifecta where sales, the retailer and marketing are all aligned. 

Let’s be real. Getting your product in front of consumers who shop at a 
particular retail partner is an intended payoff in this instance. But the 
underlying motivation is to demonstrate your willingness to be a 
partner—to understand and work towards the retailer’s specific goals, 
knowing that you’ll both be a long-term beneficiary in the effort.  

Bear in mind, while every retailer has its own shopper-marketing program, 
showing your support for retailers does not mean you have to participate in 
their programs. Developing and executing your own can still demonstrate 
your partnership intent.

The most underrated return on this investment is the passive message it 
sends to shoppers who already have a brand affinity for the retailer. When 
you partner in this way, you enhance your brand by association, 
which does inspire more sales of your product. Yes, it’s a subconscious 
thing. But it works.

3.
SHOW
RETAILER
SUPPORT

the 5 most common goals or outcomes 
typically associated with a shopper-marketing program3.
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4. Brand and sales teams are always tasked with taking more category share. 
This is true not only among national brands, but competing regional and 
private-label brands as well. 

Gaining more share is a hefty challenge, 
however, and a serious marketing-budget 
undertaking.
It’s one of the primary reasons retailers often place their own private label 
brands at the top of their website search results and, likewise, give them 
priority placement on the store shelf. Generally, the only way to overcome this 
is to pay for preferred placement—which, as you can imagine, isn’t cheap.

So, as shopper marketing goals go, this one is typically a nice-to-have  
for big brands with deep pockets and the ability to take advantage of a 
perceived opportunity to shake up the category.

INCREASE
CATEGORY
SHARE

the 5 most common goals or outcomes 
typically associated with a shopper-marketing program4.
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Let’s say, initially, for a couple of years, your shopper-marketing goal was to 
drive trial. At some point in the success of that effort, the goal should evolve 
to converting those consumer samplers into users and, eventually, 
brand loyalists. Shopper marketing is a great way to do this. 

Think about your target shopper and what 
will move him or her to continually buy 
your product. 
Does the target use a “click and collect” digital shopping method? If so, 
perhaps serving that shopper meal-inspiration recipes on a retailer’s site 
makes sense. 

If your shoppers are more of a brick-and-mortar audience, a ‘shelf talker’ 
sign announcing the launch of your loyalty club with a sweepstakes is a 
great way to shepherd them towards becoming loyalists by getting them  
to engage with your brand outside the store.

5.
ACQUIRE
NEW
SHOPPERS

the 5 most common goals or outcomes 
typically associated with a shopper-marketing program5.
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With your goals established, the next step is  
to assess and define the types of activity most 
likely to impact these shoppers as it relates  
to your goals. 

When I help make shopper plans for clients,  
I’ll typically break the plan into buckets 
based on the above goals. The buckets have 
somewhat clear tactics that align with the goal. 
For example: demos and on-shelf coupons are 
typically in the drive trial bucket. This allows  
for a clear-cut strategy based on the goals but 
will sometime overlap.

Here are 3 types  
of plans/strategy examples

NEW PRODUCT LAUNCH STRATEGY

RETAILER STRATEGY

SEASONAL STRATEGY

Develop A Clear StrategyDevelop A Clear Strategy
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NEW PRODUCT LAUNCH
NEW PRODUCT LAUNCH STRATEGY
A couple of years ago I was tasked with planning the launch for a 
new line-extension product. 

I started by asking sales for the top 15 retail accounts where they 
were planning to pitch the new product. (See why I call it the 
“Shopper Marketing Trifecta?”)  

I approached all 15 to gather each retailer’s shopper-
marketing program, looking at those with anything 
outlined specifically for NEW items. 

Of course, the broader goal of the program was to drive trial  
and increase sales. But, as a new item, we also wanted to show 
retailer support in a true partnership that served both our sales 
teams’ most pressing need—getting the product placed—and  
our retailers’ prime concern that, once placed, the product has  
to move off the shelf.

Together, our ‘Trifecta’ team developed this product-launch  
plan separately from other shopper marketing initiatives we  
also had in motion for the brand’s more mature products.

We did this for a few reasons.
New-item launches are traditionally expensive. They also 
tend to be a moving target, constantly changing as part of the 
negotiations that happen once placement is confirmed. 
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NEW PRODUCT LAUNCH
In a launch scenario, it’s wise to make plans BEFORE the 
sales teams have their meetings with the category 
buyers, because a proactive marketing plan can sweeten  
the sales pitch to gain placement.

Again, the buyer’s mind is on turns. He or she wants to be as 
confident as possible that the product will sell. Walking into 
a meeting with a calendar of specific marketing activities 
designed to promote the launch will go a long way to  
instilling that confidence.

That said, sometimes, great marketing plan or not,  
the retailer doesn’t take the product. 

So, what then?
Reallocate.
This is why, in my example, I asked for the top 15 accounts,  
and why the expectation should be that the overall launch  
plan is fluid, with marketing dollars ultimately flowing 
toward the retailers that do take the product.

And, who knows? Sometimes those dollars can make all the 
difference. It’s not uncommon for a retailer that originally  
declined placement to turn around and sign on the dotted  
line because the marketing budget increased.
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RETAILER STRATEGY
RETAILER STRATEGY
As it should be for a launch, a shopper marketing strategy  
can be proactive. But it can also be reactive.

A retailer strategy, designed to support existing product sales 
across a store chain of any size, can certainly be proactive.  
But, most often, it’s a brand team’s response to a sales alarm  
bell, so to speak. On the ground, sales might recognize a  
product isn’t turning fast enough or, maybe, it sees some  
kind of opportunity to increase category share.

Conversations typically start with: 

“ We can get two more SKUs if we participate in  
this XYZ program” OR

 “ We’ve got to get more traction in this market.  
Can we steer some dollars toward a digital coupon  
to boost sell-through?” 

Translation: Retailers want support at the shelf,  
and they look to brands for solutions—i.e. dollars— 
to facilitate a sale. The message is usually delivered  
through the sales team on the front lines. 

Moving forward with this strategy, retailers’ own shopper-
marketing programs can be very expensive. It’s always worth 
exploring other programs that might be available through  
third-party vendors. 

Either way, in the endeavor to grow your brand, the retailer 
should be viewed as a partner. Ask them what types of  
shopper marketing works best for their store—be it end-caps,  
floor graphics, freezer clings, coupon machines, whatever.  
They should have a firm grasp on this. 

Be open to their ideas and feel free to 
ask them for creative ways to get your 
product noticed.
It’s best to do this before signing contracts and always be  
prepared to adapt. We’ve seen brands plan for in-store, on-shelf 
coupons, for example, only to find out a particular retailer  
does not support the type of shelving unit needed to fit the  
coupon promotion.
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89%

SEASONAL STRATEGY
SEASONAL STRATEGY
Shopper marketing can really shine during holidays and 
seasonal events. 

Think POP (Point of Purchase) and in-store displays,  
like cases of soda in the shape of Christmas trees, or 

beer in the shape of goal posts leading up to  
the kickoff of a new football season. 

Because this kind of strategy centers on a specific calendar event, 
planning lead time is more important than ever. How often have 
you’ve noticed Halloween candy still lingering on the shelves 
when Christmas rolls around? It happens and it’s a drag on sales.

Start fleshing out your strategy early to ensure your plans are 
locked in place well before the holiday or season is underway. 

In the process, take a close look at your shoppers’ behaviors or 
preferences that can be unique to seasonal occasions and be open 
to new possibilities likely to emerge from what you learn. 

For example, a 2018 State of Grocery Retail Report surveying 
more than 2,000 U.S. consumers uncovered some intriguing 
holiday-season shopper trends. 

First, the report found...

of consumers want to shop in a grocery 
store that understands how to make 
buying groceries an easier or more 
efficient experience. That’s generally 
speaking, year-round.

During the holidays, when consumers are busier and shopping 
gets more stressful, this demand for convenience is heightened 
even further, with 55% of respondents expressing 
how grocery retailers could make their lives easier 
during the holidays by grouping related seasonal 
items together in one area of the store. 
These kinds of insights should impact your shopper-marketing 
plan, in this case, opening consideration for placing your product 
outside your typical aisle location and, perhaps, inspiring the idea 
to bundle your plan with holiday-related digital programs on the 
retailer’s site.
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None of this is worth the effort if you aren’t prepared 
to measure the results.
It’s important at the outset of your shopper marketing strategy that 
you identify and put in place the metrics and means, quantitively or 
qualitatively, to get an honest read on your program’s success.

WHEN YOUR PLANNING

IS DONE
IT ISN’T.
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Often where I see teams struggle with 
results is when the success of a program 
is determined solely by sales lift. 
However, it’s not that simple. Your sales 
lift may not look satisfactory to the sales 
team, but what if the lift came from 
new shoppers? You can always learn 
something from analytics, and you will 
if you look closely.

The best measurement of any shopper marketing 
activity should combine outcomes, such as 

(across UPC, brand, subcategory and total category levels) 

with a clear narrative on why it worked  
(or didn’t) and what should be done 

differently next time.

This aspect of your planning should always start with establishing 
benchmarks against which you can compare your sales numbers 
at the program’s conclusion. Otherwise, your success is only based 
on theories.

IMPRESSIONS & 
SALES UPLIFT 
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Numbers Never Lie, Even 
When They Don’t Add Up

“Wait... a $.50 off coupon 
performed just as well as the 

$1.00 off coupon?”

At NewPoint, we see it all the time. Or, 
if you dig deeper, you might find the 
redemption rates for the $.50 coupon 
were equal with less cost. But then, 
when you run the exact same campaign 
with a $2.00 off coupon, the redemption 
rates double. The point is consumers are 
unpredictable. Don’t trust your instinct. 
Test and measure. 

Right alongside that, you should identify  
all the variables with the potential to impact  
your results, from the promotional offer to  
the creative messaging, conducting A/B tests 
when and where you can.

Why do all this? 
Because systematic measuring of shopper 
marketing campaigns based on performance 
allows brand teams to justify spending and 
optimize budget allocation for maximum sales 
ROI, while enabling them to take advantage 
of future buyer-relationships and shopper-
marketing opportunities with programs that  
are proven to work.
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in the Digital Age

From the major nationals to the regionals and on down,  
every retailer has its own idea of a shopper marketing 
program, usually with an entire menu of tactical elements 
ranging from end-cap displays to website banners and 
everything in between.

Navigating the costs, gaining buyer approval and actually 
executing these programs is where the shopper marketing 
game becomes tricky, as services are priced differently 
depending on such common factors as the number of 
consumers reached, where the promotion takes place  
(online or in-store) and the duration of the program.

You could be launching your food brand in  
Kroger, Giant Eagle, Walmart or wherever.
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What drives the differentiation 
of these programs is how each 
retailer sees its own customer 
base—the profiles, preferences 
and buying behavior of their 
shoppers.

Much like how you need to develop solutions with your BRAND shoppers in mind, 
retailers do the same, and have a deep understanding what generates their shoppers’ 
response, mostly through analysis of loyalty card data. 

This is key to engaging with shoppers at multiple 
touchpoints along the path to purchase.
Brands, on the other hand (at least the ones that know how to bring value to the 
business relationship), offer retailers a broader, deeper understanding of their 
ideal shopper, as it pertains to their product categories, along with a far greater 
understanding of the competitive retail landscape—all information retailers  
typically don’t have the resources to gather on their own.

In return, retailers want to offer their manufacturers shopper-focused tactics that 
create relevance, build brand affinity and drive growth with their shopper base. To 
that end, their shopper marketing programs are designed to protect and grow market 
share and loyalty among their best shoppers. Therefore, they look to partner with key 
manufacturers in developing what they offer within their loyalty program, targeted 
against the needs and wants of key shopper segments.

Underneath it all—and this is a very important point to remember—retailers have 
their own brands to build and their intention is to create shopper marketing 
programs that set them apart from other competitive retailers.
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The big nationals are KINGS at 
communicating with core shoppers 
early and often—

In the home. 
On the web and mobile devices.  
And in the store. 
 
Using highly targeted messaging.  

They develop and manage core 
product offerings based on what 
the priority of their shoppers 
are buying with frequency and, 
then, marry that with the right 
brand manufacturer.

Because they accrue all this data from 
loyalty cards, they can tailor messaging 
that is personalized to the shopper. This 
is how a Kroger shopper, for example, 
will receive an at-home mailer from 
the local Kroger store with promotions 
specifically mirroring the items he or 
she frequently buys. Kroger gains this 
personalized information every time 
shoppers scan their “Kroger Payless 
Cards” at the register.

Retailers also work with brand sales 
teams to develop pricing strategies based 
upon the needs, wants and appetites 
of their best shopper and continually 
measure and hone to attain optimum 
shopper response. 

A Closer Look at How Retailers Operate

Retailers develop programs based on 
insights they gain from their loyalty-card 
and other data sources to align their 
planograms, merchandising displays 
and themed events to encourage cross-
purchase behavior.

Being no stranger to retailer-specific 
shopper-marketing programs, I know 
these programs carry a hefty price tag. 
While it’s important to choose a program 
that will support your product in the 
stores, it’s equally important to select 
tactics within a retailer’s omnichannel 
marketing that give your brand the 
biggest bang for the buck.
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This is absolutely critical when you have a limited budget, 
but can less afford to completely opt out of a program. 

So, what do you do?

Simply put, retailer programs can be very 
expensive. Just to give you a range, we’re talking 
$60-$100K minimums for two-week campaigns. 

Typically, this is because they can cover all of their 
stores efficiently. Most of them have their own 
loyalty program complete with a proprietary app, 
website, coupon program and email platform.  
They have a captive audience, and they know it, 
and brands are willing to pay for that audience.
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How to Maximize Shopper 
Marketing Programs
These types of programs are usually dynamic enough—
they have to be to bring value to both manufacturers and 
buyers—that you can find ways to leverage what they have to 
offer without going all in on every component.

Look for Bundled Programs

Be selective for aspects that bundle a number of tactics together 
in one buy—such as in-store, online and coupons. This can really 
maximize the power of your dollars and can be as simple as a 
call-out on the shelf, bundled with a promoted product via the 
online shopping cart and even a load-to-card offer inviting trial.

Integrated bundle programs offer a chance to reach 
shoppers how they like to shop or find deals, as every 
shopper is different. 

If the retailer doesn’t have a specific bundle deal in its menu 
of tactics, ASK!  It never hurts to see what kind of deals can be 
worked out just by giving them your ideas, at a discounted rate of 
course, regarding how you can put together á la carte programs.

IN-STORE DISPLAY PRINT SOCIAL MEDIA DIGITAL MEDIA

The Benefits:
| Drives brand awareness | Open to food and non-food brands | 
| Generates incremental sales |
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Coupons. Coupons. Coupons.
When looking at retailer programs, the minimum entry  
point is coupons. 

Typically, retailers offer digital load-to-card, in-ad programs and 
loyalty rewards programs for shoppers. These programs can be 
difficult to understand how they work, especially calculating costs 
for open-ended loyalty rewards. 

However, when you understand them, they can be a very 
cost-effective way to show your willingness to invest 
in a retailer’s programs, reach consumers and invite trial. 
Just make sure you calculate and plan for the redemption of the 
coupons in your budgeting, otherwise you might have a large 
surprise invoice at the end. 

Promote with Your Own 
Programs
Running a load-to-card offer at a certain retailer, or offering an  
in-ad coupon?  

Promote that via your brand’s own social media. Creating 
and boosting ads within an 8- to 10-mile radius of the retailer is a 
great way to push shoppers to your product, especially if it’s a new 
product placement scenario.  

Our team once ran a two-week program with Meijer featuring 
a deep discount via their Mperks program—Meijer’s version of 
loyalty rewards. We made sure our radio spots, social media posts 
and in-store aisle blades all had call outs emphasizing an Mperks 
offer for $2.00 off the product. 

This integrated approach maximized the budget across the entire 
marketing plan and ultimately, was a complete package to launch a 
new product at Meijer.
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Shopper Marketing
Within the broader context of overall shopper marketing and 
with the advent of ecommerce, click-and-pick-up shopping 
and the increasing digitalization of the shopping experience, 
digital shopper marketing programs could, arguably be the 
most important piece of a shopper marketing program.

It’s no secret  
digital grocery shopping is on the rise. 
Shoppers seeking safer methods of buying groceries amid the 
pandemic helped drive adoption of services such as online 
ordering, pickup and delivery.

Insight-Driven Targeting
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According to FMI’s 2021 Grocery Shopper Report, 
52% of shoppers surveyed indicated they 
had bought groceries online in 2020. But, 

in 2021, that percent grew to 64%, with 
newcomers from every generation.

Digital shopper marketing can be one of the most 
cost-effective tactics in your shopper marketing plan, 
with costs to reach 1,000 shoppers pennies on the dollar 
compared to expensive in-store tactics. But there’s another 
layer on how you can target shoppers that makes digital 
shopper marketing so appealing to brands. 

Much like shopper marketing in general, digital shopper 
marketing takes all the data insights discussed earlier 
(especially from retailers) and can target shoppers in  
real time.

Nearly every grocery retailer has an app that delivers 
brand specific content to shoppers. However, for brands 
to  capitalize on these digital platforms, it makes sense to  
make sure you optimize these campaigns to reach the 
“right” shopper.

Source: FMI U.S. Grocery Stopper Trends, 2021.

ORDERED  
DIRECTLY W/STORE

INSTACART

DOORDASH

UBER

POSTMATES

SHIPT

OTHER

service % among
online shoppers

45%
31%
28%
26%
16%
11%
3%
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As discussed in chapter 3, it’s extremely important to know  
your shopper, but for digital shopper marketing, you then  
must understand the different types of 
targeting segments available. 

Below are the most commonly used types of  
digital targeting segments.

ATTRIBUTE
GEOGRAPHIC
BEHAVIORAL
DEMOGRAPHIC
CONTEXTUAL
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ATTRIBUTE
ATTRIBUTE TARGETING
As the name suggests, this is the practice of targeting consumers 
who tend to buy products grouped together according to a 
specific set of product or brand attributes. Attributes could be 
related to anything from ingredients, such as plant- 
based, gluten-free or organic products, to quantity purchases,  
such as family-size items. What’s great about using this targeting 
method is it ties into the primary factor behind the purchase. 

Let’s look at targeting plant-based product purchases as an 
example. According to the Good Food Institute and SPINS retail 
sales data released in March 2020, dollar sales of plant-based foods 
grew almost 11% in the past year and 29% over the past two years. 

Targeting this type of consumer makes sense if your product is 
plant-based meat, plant-based milk or any other type of plant-
based food item, as it’s reasonable to presume that, if your shopper 
buys other plant-based foods, they would be much more open to 
trying yours. Of course, the power of this method is only realized 
if you’re truly “targeting” an attribute that the vast majority of 
products in the store do not possess.  
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GEOGRAPHIC TARGETING
This allows you to pinpoint shoppers within or near  
a specific location, making it what we call a “core” or  
“must-have” targeting method, because it’s scalable. 

This is a great solution when you’re trying to boost sales  
and move product in a particular region or, perhaps, throw  
some more weight behind a specific retailer. But...

the real power of this method is that it 
allows you to control your spend where  
you have product placed. 
The last thing you want to do is funnel dollars into a  
region where consumers can’t find and purchase your 
product. Not only is it an obvious waste of money, but  
the letdown can damage your brand. 

Granted, some may argue geographic targeting is somewhat 
flawed in its assumption that all shoppers in the specified area 
are interested in your product. But that’s precisely why a strategic 
digital shopper marketing program should have multiple  
targeting dimensions. Mid-South SoutheastSouth Central

West

California

Plains NortheastGreat Lakes

GEOGRAPHIC
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BEHAVIORAL
BEHAVIORAL TARGETING
This digital shopper marketing targeting method allows brands 
to display relevant ads and marketing messages to consumers 
based on their previous browsing history. 

Ever look up a recipe that uses certain 
ingredients, only to find your next trip to 
Walmart.com has those same products in 
the “suggested for you” section? That’s 
behavioral targeting. 

Really good behavioral targeting tied  
with IRI data can dig deep and even find  
purchase history.
Obviously, past purchases can be predictive of future purchases. 
So, targeting past purchases is very effective. That said, it’s 
important to not overlook lapse buyers and even shoppers who 
purchase competitors’ products. Where it gets tricky is this type  
of targeting doesn’t account for brand switching, one-off actions, 
or even changes in lifestyle.

Walmart.com 
“Suggested for You”
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DEMOGRAPHIC
DEMOGRAPHIC TARGETING
This is the most basic targeting method—another “core” method, 
if you will—as it’s extremely identifiable and easily segmented.  
It takes into account all the conventional groupings you can 
imagine, such as:

Age  
Gender 
Household Income 
Education Level 
and so forth.

Just like geographic targeting, 
a demographic component is a 
must-have, but always serves 
best when part of a more 
dynamic plan. 
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CONTEXTUAL
CONTEXTUAL TARGETING
Contextual targeting is the practice of displaying ads based on 
a website’s content. This form of targeting may seem similar to 
our other shopper marketing targeting methods, but it’s a bit more 
nuanced. 

Let’s pretend you’ve decided to jump on the low-carb bandwagon, 
and you stumble on a blog focusing on the low-carb lifestyle. 
While you’re reviewing the blog and its associated pages, lo and 
behold, you start seeing ads for the latest and greatest low-carb 
alcoholic seltzer. 

That is the very definition of contextual targeting—genius in that 
it includes anyone searching for a relevant topic and, therefore, is 
showcasing your product to people in the right frame of mind, but 
somewhat of a long-shot spend from the standpoint that, clearly, 
not every individual perusing low-carb content is inclined to buy 
an alcoholic seltzer. 

So, there you have it. 
Remember you don’t have to pick just one targeting method.  
Combining several of the targeting criteria above  
can be the building blocks of a smart digital shopper 
marketing campaign. 
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Conclusion
Shopper marketing is an  
extremely powerful sales-growth  
engine for food brands.

And it’s evolving all the time.
 
Own the Cart: a Quick User Guide to Maximizing 
the Incredible Sales Potential of Shopper Marketing 
provided a shortcut to thoroughly understanding and 
effectively leveraging this powerful tool.

Need more in-depth help?  
Call NewPoint. 

NewPoint is a full-service strategic 
marketing and branding firm with one goal:

Move Your Brand Up the Food Chain™.

A FOOD AND BEVERAGE MARKETING AGENCY 
FOR GROWTH-MINDED BRANDS
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The Best Insights Come from 
Full Immersion
Knowing the consumer is essential to understanding what the 
buyer is looking for in a food supplier.

We believe in making informed decisions about growing your 
sales, margins and brand by making business decisions based 
on facts—not speculation—about your market.

Bring on the Midwestern work ethic, which means we do the 
homework. It’s been proven time and again. . . the best insights 
come from full immersion. 

Moving Your Brand Up the Food Chain
Be sure to check out Moving Your Brand Up the Food Chain, 
NewPoint Founder Patrick Nycz’ 5-Star (Clarian and Kirkus 
Reviews) food industry marketing book for local and regional 
emerging food brands.

Meet NewPoint
NewPoint is a full-service strategic marketing and 
branding firm with one goal—to Move Your Brand 
Up the Food Chain™. 

The core NewPoint team is a veteran squad of top 
strategists, planners and creatives to ensure your 
goals—and by extension—your brands succeed. 

Equal Parts Art & Science
NewPoint is a creative agency that’s 
all business, meaning we conceive 
and implement marketing ideas only 
after conducting the executive-level 
groundwork that justifies them.

Within the critical context of your 
broader food-industry marketplace, 
we work to fully understand your 
company—what makes your operation 
run, your brand competitive, your 
bottom line profitable. Only then can 
we set out to innovate.
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