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W
hen Procter & Gamble
(P&G) unveiled its “store
back” strategy last fall,
the global brand sent a
clear message to mar-
keters: Any new advertis-

ing message or program must drive shop-
pers to action at the store level. “The
smart brands know that their advertising
has to resonate within the store,” said Bill
Schober, editorial director of the In-Store
Marketing Institute in Skokie, IL. “By start-
ing with the store and working backward,
you design an integrated program that
makes sense to the consumer.”

As the nation emerges from recession,
marketers are rediscovering the power of

in-store marketing to bring their brands to
life. A recent consumer survey found that
60 percent of respondents make brand
decisions at the store, even though two-
thirds of shoppers arrive with a list,
according to the Miller Zell study “Gone in
2.3 Seconds: Capturing Shoppers with
Effective In-Store Triggers” released in
October 2009. 

As shopper marketing becomes a high-
er priority for brands, retailers are hoping
that increased spending translates into
their own sales lift. “Retailers will see
opportunities to grow market share in
2010 and get a larger share of wallet from
the consumer,” said John Anderson,
chairman of the board of POPAI (Point of

Purchase Advertising International). 

FINDING THE RIGHT MESSAGE
Marketers today are focusing on action-
able content, easy-to-read signage,
attractive displays and an appealing store
environment to drive shoppers’ point-of-
purchase decisions. But finding the right
in-store marketing combination remains a
moving target since consumer behavior is
constantly changing. 

For 2010, value will continue to be one
of the basic messages for marketers, from
the store all the way back to the home.
“Couponing continues to be a highly
effective strategy for brands and retailers

BRINGING
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The power of in-store marketing
by Richard Westlund
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because it is a way to deliver value to the
consumer,” said Mike Kowalczyk, vice
president and general manager of in-store,
Valassis. “Couponing has proven itself
over the past two years in the in-home,
interactive and in-store sectors.”

At the same time, shoppers want more
information about product content and
quality. According to the Miller Zell survey,
between 40 and 50 percent of shoppers
polled would like to see more in-store
product comparisons, product details and
quality information. 

However, Schober says it’s difficult to
generalize about individual consumer
preferences and behaviors. “People com-
ing into the store for the same product
may have very different trip missions,” he
says. “A woman who is sick might go
straight to the cold medicine aisle, pick up
a bottle and leave, while a shopper who is
simply stocking up for the future might
come in and carefully compare each prod-
uct on the shelf.” 

Anderson believes that digital signage
will become an increasing important mes-
saging vehicle going forward. “With digital
signage, a retailer can change the mes-
sage as needed, even during the day,” he
said. “Think of it as temporary display with
the flexibility to reach a wider customer
segment. Digital can improve marketing at
the store level and has the potential to
reduce costs long term.” 

Other in-store trends include streamlin-

ing the floor plan and display layout. “A
sharper, cleaner look can drive bottom-
line sales and get people coming back,”
said Anderson. “It’s part of building your
environment around your customer base.”

BEST PRACTICES
In the coming year, brands, marketers and
retailers will be sharpening their focus in
order to improve profitability. As Anderson
said, “Companies are looking more close-
ly at their core businesses and asking the
question: What can we do better? They
want to deliver excellence and value to

customers while enhancing bottom-line
results.” 

For retailers, one of the keys is building
partnerships with vendors and suppliers,
as well as brands and marketers. “Give
your vendors as much information as you
can,” said Mike Mackley, director of sales,
Meridian Display & Merchandising in St.
Paul, MN. “Try to communicate your vision
for the store and explain your goals to the
vendor.” 

Anderson adds that brands should align
their organizations with key retailers.
“That’s one of the best practices of shop-
per marketing,” he said, “because it helps
build an effective dialogue. You don’t want
to come in with a new product or message
that doesn’t fit with the retailer. Be aware
of what your chain partners are thinking
and work your brand messaging around
that.” 

It’s particularly important for brands,
because the retail sector is likely to see
increased vitality this year. “As we emerge
from the recession, product innovation in
the store will be renewed,” said
Kowalczyk. “There will be more new prod-
uct introductions and line extensions in
2010, along with increased marketing and
advertising activity.” ■

Save $ (thousands) with our Pre-Designed Displays¤ 
Over 100 designs...pay no tooling!  Customizable in days.

800-786-2501 or www.meridian-display.com

Meridian Display

For pictures and dimensions, visit
www.meridian-display.com or we will send
you our new 48 page catalog if you send 
your name and address to 
sales@meridiandisplay.com

New 48 Page Catalog!
New PDQ Trays
New PDQ Tiered Floor Stands
New PDQ Vertical Floor Stand
New Double Sidewing with Base
New Four Pocket Display
New Tapered Bin Display
New Case Stacker Pallet Display

Bill Schober
In-Store Marketing Institute

John Anderson
POPAI

Mike Kowalczyk
Valassis

As a global non-profit partner for
retailers, brand marketers, producers
and ad agencies, POPAI is hosting its
2010 Market Smart Conference on
Jan. 21 in Miami. At the event, POPAI
will debut “RetailNet,” a new social
networking platform for marketing at
retail professionals. POPAI will also be
holding GlobalShop 2010, March 10-
12 in Las Vegas. For more informa-
tion: www.popai.com.
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F or over 40 years, Valassis has been
helping brands and marketers
reach and engage consumers with
a variety of media tactics, primarily

through mail, newspapers and interactive
products. The company’s RedPlum™

products reach more than 100 million
households each week and offer savings
from 15,000 local, regional and national
advertisers. With retailers buoyed by
Valassis’ recent court victory against News
America in a monopolistic advertising
case, Valassis is responding to customer
interest by developing innovative in-store
media solutions for today’s shoppers.

“Valassis has great relationships with
retailers in the food, drug and mass retail
sectors,” says Michael Kowalczyk, Valassis
vice president and general manager of 
in-store. “We believe our solutions will 
provide new opportunities for retailers to
reach consumers at the moment-of-truth
when standing in front of a product.”

For advertisers and retailers, it’s vital to
keep in-store messaging simple and easy
to understand, says Kowalczyk. An 
engaging in-store shelf signage program
with a consumer-friendly look and feel can 
produce a 40 to 50 
percent return on 
investment (ROI) for
advertisers, he says. On the
other hand, simply using
the advanced technology
that is available in the
marketplace today is no
guarantee of success if
the consumer interface
is overly challenging. 

“Simply running an 
in-store ad doesn’t mean
you are engaging the
consumer or influencing
purchase behaviors to any degree,”
Kowalczyk adds. “Execution is also 
essential. After all, the best tactic, if not
executed properly, can be ineffective or
even detrimental to the brand. That’s an
important consideration. Customers have
told us that some forms of in-store media
are only done correctly 50 to 60 percent 
of the time.”

Looking at the in-store environment on a

macro level, Kowalczyk believes for
decades, retailers have given up control of
the store to media companies. “At

Valassis, we think it’s the retailer’s store,
not the media co’s store,” he says. “In the
future, we think the retailer will be taking
more control, determining what forms of
media are best suited for their stores and
their consumers.” For example, one retailer
might believe that applying decals on the
floor detracts from the store’s image and
appeal. Even though an advertiser pays for
that signage, a retail chain with a long-term

perspective might decline the offer.
As retailers take a bigger role in the look,

feel, execution and efficacy of in-store
advertising, Kowalczyk sees Valassis playing
a key collaborative role as a third-party
media expert. “We offer a fresh approach
and a fresh way of dealing with things,” he
adds. “Our retail partners share the same
vision—the consumer is king. Any media
products we develop are based on that
covenant. That means easy-to-understand
graphics and information that make the
shopping experience better for the 
consumer.”

In May, Valassis will unveil its RedPlum
suite of in-store media developed in 
partnership with one of the nation’s largest
supermarket chains. “This retailer had
voiced concern about improving the 
consumer experience in their stores, and
we listened to them,” Kowalczyk says. 
“The initial reaction to our new suite 
from the advertising community has been
overwhelming.”

Valassis is also committed to a simple
pricing model for the advertiser. “At the
end of the day, in-store media needs to
generate a positive ROI for the advertiser,”

notes Kowalczyk. “In the
past, advertisers have
been subjected to 
confusing pricing and
high production costs.
Again, Valassis is taking 
a new approach to the 
in-store sector.” 
One of the nation’s 

leading media and 
marketing services 
companies, Valassis
(NYSE: VCI) reaches 
100 million shoppers
each week, delivering

print and online messages from 15,000
advertisers through its RedPlum 
consumer brand. Valassis’ solutions enable
marketers to be visible where consumers
look for value, engage consumers, activate
a response and measure results.
Headquartered in Livonia, Michigan, with
7,000 associates worldwide, Valassis is a
$2.4 billion company founded in 1970.
For more information: www.valassis.com. ■

Valassis
A new partner for in-store media solutions 

by Richard Westlund

ADVERTISEMENT

“As we emerge from the recession, product
innovation in the store will be renewed.There
will be more new product introductions and
line extensions in 2010, along with increased
marketing and advertising activity.”
—Mike Kowalczyk, vice president and general manager of in-store, Valassis
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