


“Prediction is very difficult, especially if it is 
about the future” --Bohr

“The future is here, it is just not widely distributed yet”--Gibson

What I do know is that consumers behaviors, aspirations….



Our Framework

The Path to Purchase

I want what I want when I want it

The Economic Landscape---Consumer s and the New 
Normal



PWhat Will Happen To The Economy ïSlowing Six 
Month Annualized growth rate in Q4 to approximately 1.3%

PIncreasing Survival Instinct ïSavings reach 6.0% --
Unemployment is 17% (9.5% real – 7.5% underemployed) 

PContinuing Frugality ïPer capita spending drops 0.2% 
when inflation is taken into account

PPersonalized Affordability ïPurchases driven by 
deals – 2010 projected to exceed $34B – flat consumption

PSimplicity Everywhere ï“Trip Route” dynamics, Down 
branding, Private Brand alternatives, shopping smarter

“Inside the Mind” of the 2010 Shopper

Source: SymphonyIRI Shopper Video, Focus Group and Shopper Interviews, March and April 2010



PRealities of a Very Slow Recovery Set In
Shoppers expect a four to eight year to recovery – 2016 –
living with less/enjoying it – 2011 – 1.0% growth projection

PSearch for Affordability Drives Channel Surfing
Retailers demand more manufacturer investments ($36+B in 
Trade Funds) – new collaboration model evolves

PPrivate Brands Become ñFirst Choiceò
Retailers capitalize on “next generation” of private brands –
innovation = nutritional, functional, labeling, packaging

PIncreased Focus on Health and Wellness
Shoppers rush to affordable nutrition – in all key categories

The Shopper in 2011 – “Dawn of a New 
Age”

Source: SymphonyIRI Shopper Video, Focus Group and Shopper Interviews, March and April 2010



PReassessment Of ñValueò With Limited To No 
Change In Consumption

PSelective ñCuttingò In Purchases ïLuxury, 
Sustainability, Green, Personal Indulgences

PEvolving ñNew Core Valuesò ïFunctional 
Nutrition -- Yogurt, Wrigleyôs 5, Lays Gourmet 
Chips, Zicos Coconut Water

PWinning Requires Changes in Value Statements 
and Positioning ïAs we interact with consumers

Shoppers Psyche Continues to Change

Source: SymphonyIRI Shopper Video, Focus Group and Shopper Interviews, March and April 2010



How will 2011 compare to 2010?
% of Shoppers 

Source: Symphony IRI  Economic Update  August 2010, Shoppers n = 1000

Concern About Rising Cost of Basic Items 



Shoppers Will Continue to Hold Off on 
Expenditures
(PRELIMINARY)

End of 2009 2010 2011

Travel/Vacation 50% 48% 52%

Electronics 41% 47% 47%

Clothing 39% 42% 37%

Automobiles/Trucks 34% 41% 47%

Furniture 38% 39% 44%

Healthcare 20% 28% 25%

No deferred purchases 25% 23% 23%

Deferred Purchases
% of Shoppers



Forecasted

Shopper Spending to See Slight Decline

Shopper Spending Across All CPG
Dollars per Buyer Historic and Forecasted

Source:  SymphonyIRI Economic Shopping Behavior Longitudinal DatabaseÊ, IRI Consumer NetworkÊ through H1 2010, with forecast



Forecasted
Increase in Spending

Consolidation

Trips per Buyer vs. Dollars per Trip  Across All CPG
% Change vs. YAGO Historic and Forecasted

Shopping and Spending Less per Trip will 
Continue
(PRELIMINARY)

Source:  SymphonyIRI Economic Shopping Behavior Longitudinal DatabaseÊ, IRI Consumer NetworkÊ through H1 2010, with forecast



The New Normal
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While Shopping in the Store Before Going to the Store

Source: Symphony IRI  Economic Update  August 2010, Shoppers n = 1000,SymphonyIRI;

FMI Economic Survey Dec 2009, IRI AttitudeLink, Shoppers n = 1340

Where Shopping Decisions are Made
% of Shoppers



Decision-Making Process

CPG marketers have the opportunity to affect the consumer decision-making 

process at three stages along the route from home to store.

Product Marketing:  

Shopping Starts at Home

Customer Marketing:  

Trip Type & Store Choice

In-Store Marketing:  

In-Store Shopping Behavior

Shopper Profile

Source:  IRI Shopper Insights 2010, Shopper Behavior Trends

Definitions

Shopper: Shopping habits; store 

selection; trip mission

Buyer: Purchase behavior process; 

perceptions & expectations toward 

store and shelf space organization

User: Perception, definition, 

segmentation of the 

category;  usage habits



The Information seeking consumer

64% of 

shoppers work 

from a pre-made 

list; store flyers 

and coupons are 

key list-making 

tools.

List-Making Rituals

as % of List-Making Shoppers
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Source:  Longitudinal Economic Study Series, IRI AttitudeLink, n=816 shoppers

Listed categories to buy  (coffee, 

toothpaste, etc)

Made list based on ingredients 

needed for recipes

Used coupons to create list

Listed specific brands to buy

Listed specific private label items to 

buy

Used store  flyer to make list

Used Internet to make list



With an interesting Generation Gap

List-making 

strategies vary 

across 

consumer 

segments.

List-Making Rituals Across Key Consumer Segments

as % of List-Making Shoppers

Source:  Longitudinal Economic Study Series, IRI AttitudeLink, n=816 shoppers

Listed categories to buy  (coffee, 

toothpaste, etc)

Made list based on ingredients 

needed for recipes

Used coupons to create list

Listed specific brands to buy

Listed specific private label items to 

buy

Used store  flyer to make list

Used Internet to make list
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Consumers are in Information Overload

• Consumers have the power to select the messages that appeal to their needs

4500 titles 

4 TV channels 

18 local radio 

stations

1960 2010

234MM Web 

Sites

345M 

Smartphone 

Apps

126M blog 

sites

http://creative.gettyimages.com/source/Search/16','16','1','CD031


The Power Shift from the Brand to the Consumer

Brands are stepping up their consumer intelligence 

to break through competitive clutter with relevant 

messaging and enlisting brand champions

Mass 

Media

My 

Media

We 

Media



How do Shoppers Interact?

• How do communication 
plans impact Brick and 
Mortar activity

• Can social media, 
loyalty etc build loyalty 
to brands and retailers 
beyond price

• How do we include 
predictive behavior with 
real time, actionable 
analysis?



New and more platforms, new consumer 
segmentation require shift in strategy

Advertising to Consumers Dialogue with your 
brand evangelists



New messaging paradigm - Anywhere, 
Anytime Content

• Kraft iFood Assistant
– Smartphone app available on 

iPhone, Andriod and 
Blackberry

– Personalized content
• Recipe sharing on brand site 

and Facebook

• Shopping List generator

• Coupons

– Paid version in top 100 on 
iPhone



The Challenge:  Relevance

• Consumer based audience profiles based on purchase patterns and Internet 
behavior.

Health Site visitors spend 25% fewer dollars/occasion in the Salty 

Snacks category vs. Travel Enthusiasts

Movie site visitors spent the most 

dollars in the Carbonated Beverages 

category: $122/HHD in one year. 

Busy Moms that visit family-oriented sites are most likely to purchase 

frozen dinner entrees for convenience; Foodies, the least. 



How does content relevance translate to 
sales?
Women and Community Forums frequent visitors 

• Sites that women seek advice and tips from other 
women just like them.. that they trust.    

• The Heavy  Wal-mart shoppers

– tend to use more manufacturers coupons 
across all categories 

– buy more on deal than total US

• Also one stop convenience shopping is important 
(less trips than average shopper) but buying only 
when she can buy on deal.

– She is organized (list maker), research and shops value

– Her most highly purchased category is condensed soup vs the 
total US (Recipe driven)

Source: SymphonyIRI Group/AOL



How does content relevance translate to 
sales?

• Foodies – Heavy Surfers on Food, Wine and 
Home community sites
– Exhibit different purchase patterns, especially in 

regards to price, across select categories.   

– They buy brand name food products over private 
label, even when shopping at Supercenters and 
Walmart.

– 30% more dollars spent on Recipe ingredient 
purchases, such as Campbell’s soup

• The purchase at Grocery (Safeway) and not 
Wal-mart or other Mass Merchandisers

• A big opportunity for both manufactures and 
retailers

Source: SymphonyIRI Group



You are only New Once

• Brand and agency team launched new 
snack product in Summer ’10, leveraging 
heavy digital campaign for the first time

• Target: Identify category and competitive 
purchasers to develop products proxies 
across all digital media

• Identified audience skews towards social 
networks and travel related content

• Measure Total Campaign

– Increased  Volume resulting in 1.30 ROI 
to Digital Campaign

– Increased Awareness and intent driven 
from social network visitors vs non-
visitors   



Want to steal share from your competitor?

• Ref. food product was steadily loosing 
share to competitive and private label 
brands

• Brand and Agency team leveraged digital 
including e-coupons leveraging CRM opt-
in lists re-ignite sales and stem leakage

• Promotion was highlighted and 
mentioned on partner coupon message 
board

– Results

• 16% sales lift in two months

• 2% dollar share increase at the expense 
of the closest competitor

• $2.05 ROI



Closing Thoughts

• Technology democratizes information and 
content for that matter

– Allowing consumers to build a relationship with 
brands

– Or simply find the best price

• Marketers and retailers have an opportunity to 
delight 

– providing relevant content to the right people, at the 
right time in the right place



Participatory - Results

Interaction Rates

Brand Post

Friend Post

Conversion Rates

Brand Post

Friend Post

Same sales per impression but...



Participatory - Results

Brand Posts

Friend Posts

Impression Growth
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Portable

SOCIAL

COMMERCE

Personal

Participatory

Bring your 

store and 

offers to me

Filter my news 

feed to offers I 

care about

I have something to say about 

your products
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PORTABLE
IN-STREAM

PERSONAL
RELEVANCE

PARTICIPATORY
EMPOWER 

ADVOCATES

Social Commerce Roadmap
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Wade Gerten
Founder & CEO

Thank you!




