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CLOSING THE LOOP

Point-of-purchase may not be glamorous, but it's still the last thing consumers see before
they decide to hand over the cash. Barry Young reports.

t's a fact of life that some marketing channels are seen as ‘sexier’
than others. Why? I guess it’s probably more fun to produce a TV
or radio ad or some funky piece of online creative plus it means
you can turn to your friends between episodes of Desperate House-
wives or the Hamish and Andy Show and casually say: “Check this
out, I made that ad..”
But in 2008, and with marketers under more pressure than ever to
produce measurable campaigns that deliver ROI, some of the marketing

channels that perhaps haven’t previously received the credit they deserve

are coming into their own. Point-of-purchase is one of them.

Put simply, point-of-purchase (POP) closes the marketing loop. Main-
stream channels will help with brand awareness and are a great way to
get a message to the masses and do it quickly - there’s no question. But
with fragmentation becoming a major issue for advertisers, and consum-
ers making the most of their ability to pick and choose when and where
they watch their media, point-of-purchase remains the last opportunity
for marketers to talk to their customers and complete their campaigns
with a sale.

“Recent industry research indicates that POP is growing in impor-
tance, particularly with the rapid changes to media consumption,” says
Phil Smith, CEO Adval Australia.

“The growth in out of home and in-store media stems from the desire
of advertisers to capture the target audience while they’re out of home and,
particularly, influence them while in-store. POP is really the last stretch of
a brand marketing campaign with 47 percent of shoppers more likely to
buy products that have POP advertising than those without. It provides a
point of difference and perceived brand leadership above the competition
both on-shelf and in-store.” 2

Smith argues that POP creates ‘multiple incidental exposures’ that
affect people subliminally — that information is absorbed unconsciously

 and acted on when relevant to purchase. He says that POP is considered
the ‘silent salesperson’ — promoting products cost-effectively and drawing
attention to their unique selling points.

€Crorty-seven percent of
shoppers are more likely

to buy products that have
POP advertising than those
without. 9P PHIL SMITH

Jeremy Taylor-Riley, general manager and strategy director at Kaleidoscope
Marketing Communications, highlights research conducted by interna-
tional point-of-purchase industry association POPAI (Point-of-Purchase
Advertising Institute) that shows approx 70 percent of brand decisions are
made at point-of-sale.

“POP is a crucial communications tool for marketers,” he says. “In-
store, POP reminds consumers of the messaging that they experienced in
the mainstream media and generally, it’s the in-store messaging via POP
that closes ‘the last three feet’ and creates a brand sale.”

So how can marketers achieve success through POP? Interestingly, a
POP campaign’s success or failure can be decided before a consumer has
even entered a shopping environment.

“To achieve success at POP, all communication materials must lead the
consumer on a journey from their TV, via a billboard, through the shop-
ping centre to the shelf in the retail environment,” says Taylor-Riley. “If the
messaging is not consistent and continuous across all their ‘touch points’
the marketer may lose the sale.”

Given that the consumer’s ‘journey’ to the retail environment must
be integrated and consistent for POP to deliver the best results, choice of
media, creative and the timing of the campaign will all play a role in the
product’s ultimate success or failure. Phil Smith says, however, that success
always comes back to understanding your customers’ needs — how to iden-
tify them and, importantly, how to reach and engage with them.
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#‘To optimise ‘switch’ at point-of-purchase,
: marketers need to match the mechanics and
execution to the channel and category (and
the way shoppers shop the category),” contin-
ues Goldring. “With this in mind, good and
relevant POP is POP that markets directly to
the shopper occasion, which is not necessarily
the same as the consumer occasion. POP that
clearly states the offer and outlines the rea-
son to buy. POP that contains occasion-based
messaging, e.g. ‘stock-up early for Christmas
entertaining’. POP marketing that creates inter-
action — shoppers picking up an item are twice
as likely to buy it — this is the role of demon-
strations and sampling”

Logistically, getting the most from a POP
campaign can also be a challenge. While many
marketing campaigns are fairly formulaic —
creative is developed and placement locked in
across various media — POP marketing relies to
a large extent on the particular retailer. If they’re
not on board, your POP materials may end up
sitting out the back and gathering dust.

“It requires a strong understanding of the channel selected. With retaﬂ,ﬂf\ccording to Goldring, marketers greatly help their cause by showing

it also requires knowledge of the retail environment and the ability to
develop a relationship and shared vision with the retailer for your prod-
uct and its position within the category,” Smith advises. “Think about
integrating the marketing campaign; not just the traditional categories of
TV and print, but out-of-home and in-store. Remember to deliver on the
experience in-store because if you fail here, the rest of the media spend has
been wasted and a competitor can ‘steal’ that sale on the back of a more
compelling POP presence.”

Norrelle Goldring, a joint director of Shopportunity, drills even fur-
ther, saying that many marketers fail to differentiate between the roles of

retailers that there is rationale behind their POP campaign — not just send-
ing through a bunch of cardboard stands in a box.

“Showing a retailer that you know how shoppers behave in the
channel, that you understand how they make purchase decisions in your
category and that your messaging is relevant to the shopper and how they
move around the store and is likely to drive sales, goes a long way to get-
ting the agreement you need,” she says. “Sales and merchandising teams
should be furnished with executional guidelines for the category so they
know where to put displays and can explain to the store manager why they
need to go there,

mainstream media and point-of-purchase. She argues that while POP is @8 “Also, being aware of store policies, such as a ‘clean-store’ policy, and

about ‘conversion’ and ‘shoppers, mainstream channels are all about ‘con-
sideration’ for consumers, and warns that consumers and shoppers are not
necessarily the same person.

“Most shoppers will have a repertoire of brands they buy in most cat-
egories,” she says. “POP marketing mechanics can therefore influence the
choice of one brand over another within the shopper’s repertoire for a given
category. It’s far harder to influence category-level ‘switch, however, as the
majority of shoppers already know what category they are there to buy.”

According to Goldring, the success of POP marketing in creating this
‘switch’ varies, depending on:
e¢ the channel: grocery versus pharmacy versus convenience versus
liquor versus mass versus speciality retail
the category: e.g. commodity versus indulgence versus emergency
the purchase decision hierarchy for the category: is it brand first, pack
first, format first, or price first?
=& the type of shopping trip: stock-up, top-up, quick trip, destination

shop, etc.

*% the mechanic employed: price discount, win in-store, gift with
purchase, etc., and

o¢ execution, such as display size and placement; i.e. whether the
shopper actually noticed it or not.
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making your recommendations fit within their overall store parameters
helps with your credibility and relationships with retailers,” adds Gol-
dring. “Never hurts to ask the retailer what works for them, either!”

The trend towards ‘clean-store’ policies is obviously having an impact
on what marketers can and can’t do with their POP campaigns. Retailers
are faced with something of a conundrum here, however, which is why
proper communication between the retailer and the POP marketing team
is crucial.

“The retail sector is constantly evolving and compliance is a great chal-
lenge,” says Simon Back, general manager of ACE Instore. “I think retailer
owners are challenged by trying to create a ‘clean-store’ environment to
enhance the shopper experience, while knowing that POP works and
drives sales for brand owners. The dynamics are simple — one is about
the look and feel of a store, the other is around driving revenue. For a
POP campaign to work it has to get strong placement in-store and the
execution needs to comply with both the store regulations and what the
marketer is trying to achieve with the display.”

Simon James, operations manager at Sparfacts, says that there has
been a shift in retailer culture with regard to controlling stores more
centrally and that this has affected the way stores are regulating their
shopping environments.
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