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Use Shopper Insights to Drive Sales & ROI: 

From Living Rooms to the Center Aisles

Presented by Dan Hunter on October 8, 2009

Consulting Since 1971

http://www.instorexpo.com/
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Consumer Impact Study Coverage 

3

Winter 2008-09: 3,500 Consumers Surveyed in 15 Countries
Summer 2009: 1,500 Consumers Surveyed in   5 Countries
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ñEssentialsò Are Relative...

4

Whatôs the Value Proposition?
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IMI International Overview

Consulting Since 1971

http://www.instorexpo.com/
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IMIôs Core Focus:
Drive Marketing Effectiveness & ROI

Consulting Through Insights

9,000+ program optimizations;

80 categories; 15 countries

Best Practice Immersion

300 companies; 400 agencies;

50+ conferences; 6 countries
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Trends

Food

Social Networking

User-Gen Content

Non-Traditional

Entertainment

Cause

Environment

Education

Health

Mobile

Lifestyle 

Sports

Themes

Shopper 

Marketing

Turbulent 

Times

Brand 

Names

Channel

Innovation

Segments

50+ 

Categories

Moms

Women

Kids

Luxury

Cultural

Brand Activation

Sampling

Sponsorship

Experiential

Product Placement

New Product

Line Extension

Advertising

Promotion

Creative

Direct

Digital

LTO

IMIôs Database & Experience

7
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IM
IPercent of activations that brands launch that 

have NO potential to drive sales or image of 

9,000+ studies:

Consider...

1) 91%

2) 41%

3) 21%

4) 8%
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Driving Shopper Impact

Using the Latest in Consumer-Validated Facts

Consulting Since 1971

http://www.instorexpo.com/
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Compared to 

IMIôs Database
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h
t

10

Im
p

a
c
t

Awareness

Comprehension

Interest & Engagement

Consideration

Trial

Purchase

Re-Purchase

Recommendation

Amplification

Reach

Relevant/

Believable

Compelling/

Ownable

Better Than 

Competition

New/

Different

Shift:  Attitude, Behavior, Loyalty & Momentum

Key Stages to Drive Effectiveness
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Compared to 

IMIôs Database
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Im
p

a
c
t

Awareness

Comprehension

Interest & Engagement

Consideration

Trial

Purchase

Re-Purchase

Recommendation

Amplification

Reach

Relevant/

Believable

Compelling/

Ownable

Better Than 

Competition

New/

Different

Shift:  Attitude, Behavior, Loyalty & Momentum

1) Building Awareness & 

Comprehension
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Challenge: Your Consumerôs Mindé

Share of 

Voice = 

Exposure

Share of 

Mind = 

Engagement

http://www.fosters.com.au/index.htm
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Sources of Product Information
Surround Your Consumer

13

Friends Family

In-Store 

Staff
Television

Retailer/ Manufacturer Web; 

Online Reviews; 

Magazines

Newspapers

Email & Mobile 

Notifications

60%

38%46%

32% 10%
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Provide ñWhatôs In It For Meò Benefit

ÅAdd Value by providing 

fans/followers of your brand 

with special offers, 

promotions, and sneak 

previews of new products

ÅMake it Relevant and

Compelling for the consumer
Å Eg. Gourmet taco truck twittering their 

location for lovers of their food

14

http://www.flickr.com/photos/grache/3453548756/
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?
Ownable/

Believable

Relevant& 

Compelling

Better than 

Competition

New/

Different

Case Study (GlobalPulseÊ)
Activating on Website via CGC


