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Objectives

ÅCommission Overview

ÅProgress Report

ÅWork To Be Completed

ÅCommission Member Perspectives
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Collaborating as trading partners to market 

to both ïconsumers and shoppers

Shopper Marketing:

In Theory a Simple Ideaé
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Next 
Generation of 
Co-Marketing 
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ÅBuild and maintain loyalty to store and brand

among targeted shoppers

ÅWin the 1sttwo ñMoments of Truthò: 

store choice and product choice 

But There Are Two 

Common Objectives
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The Industry Needs a Common 

Understanding & Approach

for Shopper Marketing
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The Retail Commission on Shopper Marketing

ÅRetailers and manufacturers placing 

increasing emphasis on influencing the 

shopping experience ïResult is rising 

demand for new collaboration model

ÅDevelop a retailer driven platform for  

Shopper Marketing  - Capitalize on the 

growing base of knowledge about 

shoppers and their behavior to enhance 

the shopping experience and improve 

business results

ÅLeverage the willingness and energy of 

supplier partners to collaborate on and 

activate exciting  new insight-based retail 

marketing programs



ÅCommon industry principles, definition and process

ÅRetailer driven and integrated into business practices 

ÅCollaborative strategic shopper marketing planning

ÅDelivers real shopper value, improved experience

ÅCreates efficiencies and improved returns 

ÅOrganizational capabilities must be in place

A Success Roadmap
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ÅDefine retailer requirements: 

strategic, operational, organizational 

ÅIntegrate Shopper Marketing into 

current business practices

ÅEstablish new collaboration model 

for growth & shopper satisfaction

Purpose of the Commission
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Commission Member Companies

Strategic Advisor Companies



ÅRetailer-centric philosophy

ÅBest Practices approach for Shopper Marketing

ÅCapabilities required by retailers and suppliers 

ÅRoadmap for retailers and suppliers to follow

Commission Deliverables

The Best Practices Shopper Marketing Report:
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Key Principles of 

Shopper Marketing 

1. Shopper and consumer focused

2. Retailer sponsored and enabled

3. Delivers execution excellence

4. Driven by a collaborative process

5. Results in real shopper value

6. Creates efficiencies and improved returns
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Shopper Marketing: 

A Working Definition*

Shopper Marketing is the use of 

insights ïdriven marketing and merchandising

initiatives to satisfy targeted customer needs, 

enhance the shopping experience, and 

optimize business results for 

retailers and suppliers.
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Collaborative Shopper Marketing 
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