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1.	
  	
  You	
  need	
  one	
  quick	
  
sec/on	
  on	
  Acosta.	
  	
  For	
  
Acosta	
  "bigness"	
  is	
  
looked	
  as	
  nega/ve	
  
because	
  they	
  client	
  feels	
  
they	
  get	
  lost.	
  	
  Key	
  
elements	
  here	
  should	
  be	
  
about	
  our	
  proven	
  track	
  
record	
  on	
  results,	
  
extensive	
  reach	
  
(110,000+	
  calls	
  per	
  
month	
  across	
  10+	
  
channels),	
  our	
  influence	
  
at	
  retail	
  (represen/ng	
  
more	
  than	
  44%	
  branded	
  
center	
  store	
  sales,	
  serving	
  
over	
  96%	
  of	
  all	
  categories	
  
in	
  food	
  channel),	
  home	
  
for	
  65%+	
  of	
  all	
  #1	
  and	
  #2	
  
brands,	
  8/13	
  top	
  fortune	
  
500	
  companies,	
  essen/al	
  
exper/se	
  to	
  drive	
  growth	
  
for	
  our	
  clients,	
  our	
  clients	
  
outperform	
  their	
  
compe//on,



why are
wehere



Built over 1500 Shopper Marketing 
programs

Published over 50 articles in key 
publications

Lectured across North America at over 20 
conferences

Consulted for Fortune 100 CPG Companies
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why arewehere



Most importantly...

why arewehere

... we spend
time instores



So what have
we done

about this?



So what have
we done

TMTMpackage
+

brand design

the
pathway

to
purchase

+ TM

=



Retail Tour - 
Packaging/
Display



some of the best
and why





INSERT PICTURE(S) 
HERE



Campbell’s - forever changing the way people buy soup 



Non-Grocery:_Rocky	
  Mountain	
  Ice	
  Cream







INSERT PICTURE(S) 
HERE



INSERT PICTURE(S) 
HERE



ConAgra - creating a new section with a powerful insight



INSERT PICTURE(S) 
HERE





INSERT PICTURE(S) 
HERE
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some of the worst
and why



INSERT PICTURE(S) 
HERE



INSERT PICTURE(S) 
HERE
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Best	
  of	
  the	
  Best	
  and	
  Worst	
  of	
  the	
  Worst
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Retail Tour - 
Promotion/
Innovation



some of the best
and why



INSERT PICTURE(S) 
HERE



INSERT PICTURE(S) 
HERE



INSERT PICTURE(S) 
HERE







Results



some of the worst
and why



INSERT PICTURE(S) 
HERE



INSERT PICTURE(S) 
HERE







why it
matters



300
SHOPPERS

150
SHOPPERS 

VIEW 
a Display

50
SHOPPERS 

INTERACT 
with Display

10
SHOPPERS 

PURCHASE 
from Display

300
SHOPPERS

225
SHOPPERS 

VIEW 
a Display

75
SHOPPERS 

INTERACT 
with Display

15
SHOPPERS 

PURCHASE 
from Display

By making the display more IMPACTFUL, and increasing the number of people who view the display

SALES HAVE INCREASED BY 50%

50%
MORE 
VIEWS

50%
MORE 
SALES

=



A few key takeaways:

1)  The package can be your most valuable asset - use it

2)  There are rules for communication - 3,4,5 - follow them

3)  The brain has an order of operations for processing information - 
we need to understand that when communicating in-store

4)  You need to spend time in-stores

5)  Remember - Shoppers is Dumb!!



mdiamond@hunterstraker.com
jfraser@hunterstraker.com
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