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IN-STORE TRAFFIC OMNIBUS

THE P.R.I.S.M. 
PROJECT
Consumer packaged goods (CPG) companies, 

retailers and agencies have long used in-

store marketing in the promotional mix, but 

there’s never been a metric to measure its 

reach. Shopping metrics such as “impressions” 

and “conversions” would, when coupled 

with observed stimuli or other e� ectiveness 

measures, put in-store opportunities on a level 

playing � eld with other media. 

 To � ll this gap, in 2006, a store tra�  c 

measurement project – unprecedented in 

scope and ambition – was initiated by the 

P.R.I.S.M. (Pioneering Research for an In-Store 

Metric) Consortium, a team of CPGs and retailers 

spearheaded by the Nielsen Company 

and the In-Store Marketing Institute. After a 

successful pilot program1, by late 2007 the 

commercialization of P.R.I.S.M. methodologies 

had advanced to the point that a massive 

15-month audience estimation e� ort was 

initiated using data collected through the 

participating supermarket, drug-store and mass 

merchant chains. 

 The supermarket and drug-store tra�  c-

measurement and conversion data compiled 

during those 65 weeks comprise the largest 

and most signi� cant tra�  c-measurement and 

conversion data-collection e� ort in the history 

of the retailing business:

   
       • In supermarkets, the number of transactions (t-log) to be used as input exceeded 650 million; 

       • In drug stores, the number of transactions (t-log) to be used as input exceeded 350 million.

 The scope of the commercial 

o� ering was also broadened 

beyond the pilot’s 64 product 

categories to “cover the entire 

store,” resulting in measures of no 

fewer than 308 categories in 24 

primary store zones.

 Although the commercial 

venture was discontinued, The 

In-Store Marketing Institute, with 

Nielsen’s support, has assembled 

the essence of this massive 

database into spreadsheets, 

charts and a summary report 

 Background on the P.R.I.S.M. test phases, names of companies participating in the Consortium and the overall history of the program is contained in an 

Appendix to this report. 

P.R.I.S.M. F.A.Q.’S

Accumulate all sales transactions for a given in-store 

category during a period of time;

Divide that number by the number of impressions 

measured in the storepart that is the primary stocking 

location for that category.

HOW WERE CLOSURE RATES CALCULATED?

   (308+ product categories)

WHAT STORE ZONES ARE DELIVERED IN THIS P.R.I.S.M. REPORT?

WHAT RETAILERS ARE COVERED, IN THE AGGREGATE, IN THIS 

REPORT? – OVER 30 BANNERS RESPONDED

WHAT TIME PERIODS ARE COVERED IN THIS P.R.I.S.M. REPORT?

   (Jewel, Albertsons, etc.)
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entitled “In-Store Traffi  c: Where’s the Shopper?” 
Analysts can now mine the entire 65 weeks of data, which extends to Jan. 3, 2009, via Excel spreadsheets that incorporate four primary “dimensions” of Geographies, Time, Product and Measures. On the pages that follow, In-Store Marketing Institute analysts have prepared sample charts and tables that illustrate some of the customer intelligence that can be mined during deep dives into this data: shopper traffi  c by category; top products by conversion rate; center store/store perimeter traffi  c frequency changes; etc. 

 However, the charts seen on these pages represent only a very small fraction of the zones, departments, categories, impressions, conversion rates, etc. that can be extracted and manipulated within this P.R.I.S.M. dataset. They are showcased here simply for illustrative purposes, and do not begin to exhaust the range of analytical possibilities. The attached fi les will enable users to conduct their own analysis in their own specifi c categories and departments.  A sample of observed traffi  c (audit and electronic) along with sales transactions was gathered from over 30 banners - supermarkets and drug chains (no independent retailers were studied) on a daily basis by Nielsen In-Store. It was then modeled into store impression locations that were aggregated into weekly totals (the lowest level of detail delivered in this report) and combined into fi ve 13-week or quarterly aggregates.  A deeper understanding of shopper traffi  c levels and sales conversion patterns will enable brands, retailers and their agencies to: improve the eff ectiveness of retail merchandising by creating more pleasant, informative shopping experiences for customers; assess the value of shopper marketing more eff ectively, including its value as a vehicle for building brand awareness and trial; and ultimately, better grasp the ROI of everything they do in-store. 

Analysis by DRAFTFCB Retail Intelligence Practice on In-Store MarketingIntroduction
For retailers and manufacturers alike, two key metrics well reported in 
this study – aisle turn-in and shopper conversion rate – off er insights that can shape their strategic approach to in-store marketing. Using measures like aisle turn-in (i.e., the number of shoppers who visit a particular zone as a percentage of total shoppers) and conversion rate represent a pragmatic way to identify the issue for a product/category (e.g., need to increase aisle traffi  c, need to reach non-users outside the aisle, improve conversion rates, etc.), but also to develop strategies for addressing the issue (e.g., use of secondary displays to attract non-users, 

use of cross-promotion to create more in-store awareness, developing in-aisle tactics to improve aisle turn-in, etc.). For example, Milk is an area of the store with both good traffi  c and 
conversion. Since it is most likely to occur near the end of stock-up trips, 
it represents an opportunity to serve as a reminder to shoppers who may 
not have visited the cereal or cookie aisle. Household Cleaning is a low turn-in aisle, but has reasonable conver-
sion. People will shop when they need it, but less likely to browse. So for 
non-users of a particular cleaning product, the challenge is how to drive 
them to the aisle and engage them once they going down the aisle.A look at aisle turn-in and conversion rate provides the beginnings of shopper strategy and helps identify opportunities.

Great ineffi  ciency in aisle turn-in rate vs. conversion rateAnalysis of data collected during this study reveals very weak correla-tion between overall aisle turn-in and conversion rates (see chart 1.1). Th e strength of correlation improves slightly when the raw numbers of 
transactions and shopper impressions are analyzed (see chart 1.2). While 
these fi ndings indicates that more traffi  c to a zone equates to a greater 
number of sales they also reveal, more importantly, great ineffi  ciency in the retail environment and confi rm that category aisles are typically 
clogged with non-category shoppers. 
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A supplement to Shopper Marketing

OVERVIEW
• Where customers are shopping in the store (and where they’re not)

• What‘s considered essential to shoppers (and what’s not)

• Where opportunities exist in changing times

• Excel spreadsheet dimensions:

 � Over 30 retailer banners aggregated across supermarkets & drug stores

 � 24 store zones & 308 categories

 � 65 weeks of data, ending Jan. 3, 2009

 � Impressions (tra�  c) & Conversion (sales)

In-Store Traffi  c:
Where are the 
Shoppers, and Where 
are Opportunities? 
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RESEARCH REPORT

The data in this Research Report was provided by The Nielsen Company.  All  observations, statements and 
projections within the report are attributable to  In-Store Marketing Institute personnel or, where noted, 
Draftfcb, and do not necessarily represent the opinions of Nielsen, its employees or its clients.

ORDER YOUR STUDY TODAY!

PLEASE MAIL OR  FAX TO: (847) 675-7495
7400 Skokie Blvd. • Skokie, IL  60077 • Tel:  (847) 675-7400 • Fax: (847) 675-7494 • www.instoremarketer.org
Access information will be sent after  receipt of payment. Questions? Call Steve Frenda at (847) 675-7400, ext. 178. 

 Enclosed is my check made payable to In-Store Marketing Institute

 Charge my:       Visa             MC             AmEx   	  								      
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Cost: $5,000
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	 •	Research Report
	 •	Research Data


