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Question:

"Collaboration” Is much on the lips of CPG suppliers and refailers.
But meaningful collaboration must start with FACTS __ solid. agreed-upon
information about a mutual problem or mutval opportunity. Pleass name a
SPEQAC industry problem / opportunity that trading pariners could fruirfulby
collaborate on, ¥ only they had the FACTS [read: good information).
What facts about this preblem / opportunity do troding partners typlcalky

lack? How could they obtain them? In the fad-gathering process, what role should be played
by the supplier? By the retailer? Whar difference would / could having thess FACTS make, in trading parmer
relationships and in sulcome?
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HE CFFORTUMITY: THERE E A HUGE SHOFPER

PEIGHTS FMOWLEDCE GAP that can onby be clossd

when retailers and supplies realize the importance
af working tegether to understand the experiences,
thoughts and emctiors that drive shopper purchase deci-
.. the key to creating growth

Llnderstanding "Shopping Moment” Thinking
The store, and what goes on within the store is more

imiportant than ever before. Oher 70 percent of all pur-
chase decisions are made in the store, at the shelf, during

[Aons

the shopping moment. What transpires in the store, and
the store'’s ability to help corsumens make good decisions,
determines lovalby ta the store, departnent and category.
ltinflusrces category and product sales. In this 2rvircn-
ment, the rale of the store should ke to help the shopper
rake up her mind by providirg an information-rich expe-
riznce, to spark thinking about what she wants. This
enables the shopper to construct the information readed
o make the “rigkd choice. " The shopper is mtished and kels
geeod about the decision. Shopping becomes routinized.

W'HEN THE SHOPAMGC EXFERIENCE FAILS TC FROVIDE THE
SHOPPER THE HELP KEEDED to decide what she wants, and
quest ons rernain unanswered, demand can be turned off.
The shopper can shut down ard leave empiy handed. In
this case, the shopper will probabby chocse anather store.
Cir, the shopper will make do and leave with a less-than-

desimable aleermative.

What will help shoppers who want to make wp their mind
when they are in the store? Hew should brand adwvertis.
ing, on pack communicatiors, merchandising and retailer
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bazed communicaticns work together to help the shopper
decide what che wanis?

Addressing the information needs of the shopping
marnent is key to strengthening center of the store per-
formance. [t provides the greatest apportunity to geremte
incremental category and brand sales,

The Knowledge Cap

WHILE MOST SUPPLERS BELEVE THEY ARE FLLLY ARMED with 3
wealth of corsumer data, there & no compelling data avail-
able to explain what really goes on in the shopper's mind
at the shelf, during the shopping moment Especially when
the shopper does mot go into the store with a ight specifi-
cation of what she is lacking for

P¥S data ard traditicnal consumer research methodologies
such as panel data, focus groups, observed behervior, enimy !/
exit intervisws e, are usehul for explaining what shoppers
haer purchesed. However, they fall lar short of understand-
ing the thoughts, ematicns and experiences that drive
shopper behavior. What shoppers do seldom explains what
they fed inside, What shoppers sy is clten different than what
they do. Purchase decisions are influsnced by factors other
than dernagraphics and the products shappers mutinely by

It showild b= mentiored that these methodalagies anly
carrelate with kdin: market structure and past behevion
They are urswited for predicisg the foure.

WHAT'S DRIVING IMN-STORE SHOFPER BEHAVICR? How can
shapper behavior be changed o improve the effectivensss
af the shopping moment? Without being able to arswer
thess questions, neither suppliers ner retailers are ade-
quatehy equipped to make shopping moments more effec-
tivve. Both will miss significant sales growth opporimities
because of this knowledge gap.
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“PS data and traditional consumer research methodologles such
as panel data, focus groups, observed behawior, entrpfeit inber-
views etc. ane usshul for explaining what shoppers have purchased.

"However, they fall far short of undemstanding the thoughts,
emotons and experkences that drive shopper behavior.

"WWhat shoppers do seldom expliing what they feel inside.”

The Collaborative Challenge

Resporsibility for cosing the knowledge gap falls squarsly
an the shoulders of the retiler and the supplier. Both par-
tizs must b2 willing to rethink their collaborative relation-
ship pricrities. Based on a recent survey, which reveals
widespread remiler dissatiskaction with supplizrs in provid-
ing actionable corsumer insights, we should expect reil-
ers to be responsive to mdefined supplier capabilities and
initiatives

Ta meet this challenge head on, it will ke necessary for
suppliers to take the lead and respond as follows:

B bove beyvand relyving sclzly on consumer ressarch that
apezrates on a relatively narresw band of brand! praduct
attributes to albocating rescurces to shopper research that
[ocuses an what goes on in-store, at the shell.. how shap-
pers maks decisiors during the shopping moment and why,

B Collsborate with retail partrers in the desgn and inter-

pretation of retailerspecilic shopper research, place more
ermphasis on the development of inrcvative and differentat-
ed menchandising soluticns, joint concept ideation sessians,
B Create a Shopper Insights hanction, apart from
Carsumer Ressarch, that operates with its own mes=arch
budget and is positioned to support account team go-to-
rnarket initiatives,

B Add shopping moment research interpretation and
application capabilities to account teams through restruc-
turing and training, reduce excessive rescurces being
deployed to analytic support for categary maragement.

Retailers must respond as follows

WIHSTON WEBER
Cheirman w CEO)
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B Ee willing to move bevond the "best cost of the day”
regotation mentalicy to whens the shopperis the primary
emphasis of all collaborative planning initiatives and align

categoTy marager performance measures according v,

B Create a Shopper Irsights function, within
Merchandising, that supports categery management and is
aligred with the suppliers’ Shopper Insight capabilities,

B Redefine the role and responsibilities of category man-
agers to truly reflect a commitment ta a shopper-focusad
relatiorship with supplizrs (requires rew skills ard tmding

practices),

B Require retailer-specific shopper irsights immestment 2 a
critericn for being s=bected as a category captain‘advisor,

B Encourage all suppliers in targeted categories to con-

tribute their fair share of rescurces mquired for shopper
reszarch at the category, aiske or department level.

[e4 SLBAARY, BOTH FARTIES MUST BE AELE TO ALICH THEIR
RESPECTIVE ORCAMIZATIONS to effectively collabormte on the
type of qualitative ressarch required to determine what
drives the shopper purchase decision in the store, at the
category level, they must be able to work together in the
developrent of merchandising sclutiors, and they nust ke
able to collaborate on the ppe of quantittive ressarch rec-
essary tovalidate growth concepis.

Research that can close this knewlzdge gap, though more
costly than comeentioral msearch methodologies, is now

available in the marketplace. W
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