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In-Store Traffic:
Where are the
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An Omnibus Study on Traffic in
Supermarkets and Drugstores based
on Data and Insights produced by
Nielsen In-Store
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REPORTING ON...

Where customers are shopping in the store (and not)
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Where opportunities existchanging times

Over 30 retail banners across Supermarket and Drug
24 Store Zones and 308 Categories

65 Weeks of Data

Impressions (Traffic) and Conversion (Sales)
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The Original IAStore Consortium Drove
the Creation of this Valuable Data Set

ARetailers, Manufacturers and

Agencies nielsen in-store
AEstablish large scale audience IN-STORE MARKETING
measurement system INSTITUTE

AGuided design of data collection
and modeling methodology

AEstablished data quality standards
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http://www.hy-vee.com/default.asp
http://www.logo-base-library.com/LBL_V2/ACNielsen/SR_logoDetailsACNV2.asp?LogoKey=kmart&selectSearchCategory=Index&FILE_NAME=Kmart4
http://www.logo-base-library.com/LBL_V2/ACNielsen/SR_logoDetailsACNV2.asp?LogoKey=riteaid&selectSearchCategory=Index&FILE_NAME=Riteaid
http://www.logo-base-library.com/LBL_V2/ACNielsen/SR_logoDetailsACNV2.asp?LogoKey=stop&selectSearchCategory=Index&FILE_NAME=Stopshp

Introduction niclsen

Retailers and manufacturers across the CPG industry are faced with a number of daunting
challenges. They are under constant pressure to increase revenues and margin. Shoppers are
faced with more product choices and shopping destinations than ever before.

Trading partners have traditional and alternative channel =
competitors to worry about. Planning and executing at

the national or regional level is no longer adequate.

Income and education levels, ethnic make-up and store
location are all critical factors that drive purchasing habits.
Strategies that work in one location may not work in another.

The time when vendors and merchants alike can rely on
new store growth to fuel increased pipeline and sales
growth is now gone. We must seek to understand an
ever growing number of variables.

One such variable that was introduced in 2007 was

store traffic and conversion introduced by the P.R.[.S.M.
Consortium and Nielsen In-Store. Unfortunately, for a
variety of reasons the commercial offering was discontinued.
We at the In-Store Marketing Institute are fortunate to be
able to offer this groundbreaking study that helps us take advantage of the valuable data that
was collected for a 15 month span.

In-Store Traffici Wher e 6s t h asth® masisigreficant compilation of retail traffic,
impression and closure rates ever undertaken. The fundamental learning you will take from this
will be indispensible in assisting your Shopper Marketing and In-Store Merchandising Strategy. 4
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Analysts can now mine the entire 65 weeks of data, which extends to Jan. 3, 2009, via Excel
spreadsheets that i1 ncorporate four primary Anddi me
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 traffic by category; top products by
conversion rate; center store/store perimeter traffic frequency
changes; etc.

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.1.S.M. dataset. They are showcased here simply
for illustrative purposes, and do not begin to exhaust the range of
analytical possibilities. The attached files will enable users to
conduct their own analysis in their own specific categories and
departments.

A sample of observed traffic (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 five 13-week or quarterly aggregates.
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Executive Summary

AThe struggling U.S. economy had a direct impact on
shopper behavior in supermarkets in 2008

AWnile trips per shopper declined across all outlets
according to other industry sources, trips to food stores as
well as the sheer size of the audience in food stores
increased

AShoppers were determined to make the most out of their
trips to the supermarket in 4Q08, and frequented more
parts of the center of the store than they did in 4Q07

ADespite travelling through more of the center of the store,
shopper conversion necessitated by increased shelf prices
and tighter budget constraintsdeclined overall in 2008,
reflecting a more deliberate and selective shopper

AShopping patterns reflected a trend towards eating at
home and a return to more comfort foods

AShopping patterns reflected a trend away from browsing
in promotionally laden runways

AThe range of audience size as a percent of shoppers in the
store, as well as audience conversion, differs significantly
from retailer to retailer, as well as within a retailer
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