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Packaging is a potent medium




A strong in-store choice driver
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TV advertising
Product innovation

In-store promos

Pack design

Pack information

Price

Brand image
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The latest marketing
buzz word?

What’s it all about?
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Decline in media

effectiveness

More channels
Time-shift viewing

Digital message overload
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Over-saturated consumer
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Create Consumer
love buys



But ad spending is being squeezed

£bn
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70% of
purchase
decisions
made in
store

68% are
brand
switchers




Retailer power

20 million Tesco 16 million peak X-
shoppers per week Factor viewers
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Key realisation....

r7 5

Consumers are ....shoppers



And so ....

Shopper
Marketing
was born




One of the three good fairies

“l get shoppers to
make buying decisions

“I d_rlve rfetaller and act upon them!” “l create
relationships and awareness,
ensure the brand brand

is well engagement,
presented” and
consumer

desire”

TRADE
MARKETING




The formal definition

An alignment of all marketing
stimull, based on a deep
understanding of the shopper
(I.e. aconsumer in shopping
mode), designed to lead him/her
to make a purchase



Marketing budgets are rapidly
changing out of traditional media

Print Media

Consumer Promotions B Decrease >5%

Paid Search M Decrease 0-5%
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Needto = =5
understand -
the shopper
journey




Which can be very complex ...
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Need /

Peer
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Neuromarketing

Neurobiology F e Psychology
Genetics & g | - Psychiatry

Semiotics

Ethnography




The brain converts subliminal
stimuli into buying behaviour

Consciousness

Emotions +
Cognitions

Limbic System
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Unconscious (subliminal)

PoS Stimuli | evaluation Behaviour
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Canned fruit
Desserts




Three basic neural drivers

Stimulation
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DominanceJ

Competition

Assertiveness
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Security
Stability

Balance
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Determine most human behaviour
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Balance
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Authority
Power, Prestige
Career

Dominance



Which change over time

up to 20 years 20



And determine key traits
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rebellion  yj < Dominance
extravagance victory

impulsiveness
Adventure / sower

creativity B

adventurousni; .
art status
o indiaiduality T rl" raise fame .
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LA fantasy freedom autonomy pride
humour tolerance . .
logic functionality
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pleasure |maglnatIOn ORETNESS Order/
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trust family loyalty permanence practicality
sociability duty
comfort tradition
friendship reliability

safety




The 7 key behavioural drivers
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7 key Limbic® types
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Of course, there are gender and
age variations




But broadly...
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Limbic® colour psychology
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Silver




So, who are these most likely to
appeal to?
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Shopper Marketing must'
Start with deep insight
of'shopper mind set
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and provide the
right solutions
at the right
time
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Swipe your nectar card o eater

A chance e | - O A
to win?
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Save time
and effort
not
shopping
around?






Feel you are
doing good?
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& Baby Care Information & Advice |

@Uv |§_J http://www.pampers.co.uk/en_GB/home F X | ‘7' X—l E" pampers P -
% &% Windows Live Vpampers B~ Profile Mail Photos Calendar MSN  Share [,ﬂ v [@ » 3% | ] Signin

What's New

74 Favorites ‘ /& Baby Care Information & Advice For You & Your ... 1 ‘

4 ® Join in!

Join now for exclusive Pampers
perks

oaalt

A Truly Life-saving Story

1read =1 vaccine* =)
Read now

All ready for
your new arrival ?

UK Mums’ No.1 nappy choice
No more carrying awkward boxes. Buy your
Pampers online and have it delivered to your door

{Q Buy Pampers Now

What's New at Pampers Village

For My Family |

For My baby | & World .

@ Menu Tips for Toddlers Who Hate Vegetables
By Kim Galeaz, R.D. Is your little one a classic... Learn
More

@ Three Days of Toddier Menus
By Kim Galeaz,

R.D. What parent hasn't racked her

>

Hello, already 3 member?Sign in

Are you new here?Join in

Search Pampers

m

Questions about your new Pampers Active Fit?

Everything you want to know
about the new and Improved i
Pampers Active Fit with Dry Max

If you have any question, call us
freephone on 08003283281 or email
us pamp ctiv com

'J Baby Yoga
Click here to
discover movements
in comfort in the
Yoga Jungle

Get Pampers Perks

Join in Pampers Village and
have the Pampers baby or
pregnancy calendar delivered
straight to your inbox -
discover exciting new facts

e veek.




Easy ways to donate more vaccines

This year, Pampers has created even
more ways for you to get invelved and
make a difference. With your support.
we'll be able to help UNICEF reach out
to more women and babies in the
world’'s poorest and hardest to reach
communities.

4 simple ways to help*

This year it's even easier to help save the life of a baby in need. Every
time you do any of these 4 things. we'll donate the cost of one vaccine
against maternal and newborn tetanus to UNICEF.

1 LIKE = 1 LIFE-SAVING VACCINE
Just Like us on Facebook.
Joinus »

1 READ = 1 LIFE-SAVING VACCINE
Enjoy personalising and reading Miffy's story with your little one
Start »

1 APP = 1 LIFE-SAVING VACCINE
\ d Download the free Pampers Out and About App showing baby
»  friendly locations nearyou

App store »
Out&About

1 PACK = 1 LIFE-SAVING VACCINE

Buy a special pack of Pampers




The rise and rise of Social Media
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Social media marketing interest vs TV and email
digital-marketing-hub.com
40 Source: Google (G2 2011)
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PackagingNews
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Targeted

Out-standing

Simple

Compelling

Appropriate



Thank
You

and enjoy
the
conference!
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