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Unexpected market forces rapidly change the way we build 
trust in our brands. It’s time to join the only community that connects 
thousands of professionals to insight and influence essential 
for solving business problems and driving growth into the future.
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“The global economy is dynamic and tumultuous. 
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S’mores at the End 
of the Tunnel
I hope it’s not just wishful 

thinking, but I think I’ve seen 
signs that we might be coming 

out of the chaos. Well, at least one sign.
But that one sign did appear twice 

in mid-May, during shopping trips 
that otherwise were still pretty surreal, 
considering the one one-way aisles, the 
checkout blocking, the still-empty shelves 
(in some key categories), and the masks 
– especially the masks. Even an activity 
as commonplace as grocery shopping 
becomes a scene out of a science � ction 
movie when the face of every shopper and 
store employee is covered.

The � rst time was at Walmart, which 
thankfully was light on shoppers at 8 a.m. 
on the Saturday before Mother’s Day. (The 
presents were already purchased online, 
but I still needed the cards – which, yes, are 
most de� nitely a “necessary purchase” in 

this house.) The store’s 
entryway was � lled 

with signs of the times 
explaining all the safe-

shopping guidelines 
Walmart has 
implemented. To the 

left, Action Alley led to 
checkout, so the � oor 
was marked with the X’s 
needed to keep queued 
shoppers distanced. To 
the right, the path to 
apparel departments 
was similarly clear of 
any secondary displays.

But the aisle 
dissecting the middle of the store did 
carry pallets, including a series of four 
that communicated a most welcome sign 
of normalcy not only for marketing and 
merchandising, but for society as well: 
s’mores. The pallets stocked Hershey’s 
chocolate bars, Jet-Pu� ed marshmallows 

and Honey Maid graham crackers. Pallet 
wraps encouraged shoppers to “Win 
a $5,000 backyard makeover” through 
an exclusive Walmart promotion from 
Hershey’s.

The second time was the Sunday 
after Mother’s Day at ShopRite, which 
unfortunately was already crowded by 8 
a.m. – as expected, since this particular 
ShopRite is never light on shoppers. 
Although I only had a few items to buy, I 
walked every (one-way) aisle to get a sense 
of the environment. There were a handful 
of secondary displays throughout the store, 
some in their standard locations (like the 
promotional aisle) and others in weirdly 
placed positions (like Rice Krispies Treats in 
the paper aisle). 

But in the very last aisle, across from 
the milk cooler, was a three-sided endcap 
inviting shoppers to “Make it a S’mores 
Saturday” and merchandising the same 
three products as above. Seeing another 
execution of this iconic staple of seasonal 
promotions was somehow reassuring that, 
maybe, the end of this crisis is nearing.

My family began tiptoeing our way back 
into social occasions last month by inviting 
one or two people over to enjoy the patio 
� re pit with us for a couple of hours on 
Saturday nights. These small gatherings 
pale in comparison to what has been 
our annual Memorial Day party, which 
typically involves dozens of friends and 
family members sitting on our lawn in the 
morning to watch the municipal parade 
that passes by the house, then staying 
around for brunch, dinner and maybe even 
a third round of grilling before we wrap up. 
The parade was cancelled, of course. So was 
the party.

But while we’re waiting for life to get 
back to normal (and hoping we can all stay 
safe in the process), at least we can make 
some s’mores.

PETER BREEN, EDITOR-IN-CHIEF
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Cause Marketing GET THE RECOGNITION 
THAT YOU DESERVE.

Contact Karen Fenske at the Path to Purchase Institute at kfenske@ensembleiq.com

or (773) 992-4413 for more information.

Don’t miss these other upcoming Solution Guides appearing 

only in Path to Purchase IQ magazine in 2020.
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June 2020
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THE SEPTEMBER 2020 ISSUE CLOSES AUGUST 3

An offi  cial publication of

Showcase your expertise, enhance your reputation, facilitate collaboration
and promote your organization to the consumer goods industry. Pair a 
comprehensive pro� le of your � rm with your best print advertising to make 
a powerful and lasting impression.

PUBLISHED IN THE SEPT ISSUE OF PATH TO PURCHASE IQ MAGAZINE
• Reaches more than 30,000+ decision-makers and in� uencers.

• Promoted through Path to Purchase IQ newsletters, reaching 
50,000+ industry professionals.

YOUR STRATEGIC INVESTMENT OF ONLY $8,750 INCLUDES:
• 2-page spread in the print edition including ad and company pro� le.

• Lead generation for 3 months from the digital edition promoted on the
Path to Purchase IQ website and via Path to Purchase IQ newsletters.

To advertise, contact Arlene Schusteff, Associate Brand Director, 
at (773) 992-4414 or aschusteff@ensembleiq.com today.

Dr. Scholl’s Stands 
With Frontline Workers

BY CHAR LI E M E N CHACA

humanitarian aid group providing support 
and PPE to healthcare workers.

All the campaign activity is housed on a 
dedicated web page within DrScholls.com. 
The bottom of the page is comprised of 
a curated collection of social media posts 
using the #WeStandWithYou hashtag 
including an update from the o�  cial CVS 
Pharmacy Twitter account.

Although there was no in-store activity 
related to the campaign Dr. Scholl’s 
advertised in print media to support those 
in retail. This included honoring retail 
workers in a special edition of USA Today
in May that praised retailers sustaining the 
country and supporting Path to Purchase 
IQ sister publication Drug Store News’ 
“Heroes of the Industry” special feature.

Capwell Communications, Newport 
Beach, California, provided pro-
bono media relations support for the 
advertising campaign. IQ

Scholl’s Wellness Co. supported workers 
on the front lines of the COVID-19 
pandemic through its Dr. Scholl’s brand.

The #WeStandWithYou campaign 
honored healthcare workers, � rst 
responders, delivery people and 
warehouse crews on the job during 
the crisis with a series of actions 
showing gratitude. The ad campaign, 
created by the San Francisco o�  ce 
of McGarryBowen, aired on national 
syndicated and cable TV in the U.S. and 
Canada. The mix of 15- and 30-second 
spots in the U.S., along with 10-second 
spots in Canada, were supported by a 
complementary digital and social media 
campaign.

The inception of the campaign tied 
in to the brand’s heritage. “Supporting 
the health care industry has been part of 
Dr. Scholl’s’ DNA since our founding in 
1904 by Dr. William Mathias Scholl,” says 

Craig Stevenson, CEO of Scholl’s Wellness Co. 
“We wanted to do what we could for all the 
caregivers who are working tirelessly on the 
front lines, and it is our sincerest hope that this 
gesture shows our appreciation for those who 
are there for us when we need them the most.”

Dr. Scholl’s � rst expressed its gratitude in 
April with a donation of roughly $2 million 
in Massaging Gel Work insoles to help more 
than 160,000 healthcare workers reduce 
muscle fatigue and absorb shock when 
standing on their feet all day. Then the ad 
campaign rolled out, followed by a show of 
support in the form of branded messages 
to frontline workers projected in large scale 
outside three New York hospitals in late 
April. At the time, New York was a widely 
publicized hot spot of the pandemic.

The campaign’s � nal phase began in May, 
Stevenson says. It was a social media e� ort 
to encourage consumers to post who they 
stand for and to donate to Direct Relief, a 
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Cause Marketing

Brand Strategy

Walgreens Alters
Red Nose Day Effort

BY T I M B I N D E R

social media. Walgreens 
encouraged consumers 
to then share a sel� e 
taken with the � lter using 
#NosesOn.

In stores, Red Nose 
Day-themed counter units 
from Mars Wrigley began 
appearing at checkout in 
mid-April. The three-shelf 
displays stocked exclusive 
SKUs of M&M’s, whose 
packaging also promoted 

the cause, while also dedicating the top level 
of the unit for the red noses and supporting 
wristbands, which were to be sold for $1. The 
displays indicated that the campaign and 
the promotional pricing were set to run from 
April 13 through May 30.

As it has in years past, Walgreens 
promoted the campaign on its plastic 
shopping bags. Red Nose Day culminated 
with a primetime NBC broadcast on May 21.

Walgreens secured 25 brands as “Red 
Nose Day Proud Supporters,” according to 
its website. IQ

Walgreens’ sixth annual Red Nose Day 
campaign had one major di� erence this 
spring, due to the coronavirus pandemic. 
The retailer did not sell any of the iconic 
red noses.

“In light of the COVID-19 global health 
crisis, and in an e� ort to help the public 
adhere to current health regulations to 
avoid face-touching, Walgreens will not 
be selling red noses in stores this year,” 
the retailer indicated on the Red Nose Day 
landing page within Walgreens.com. “We 
made this decision out of an abundance 
of concern for the safety and well-being 
of the people and communities we serve.”

Comic Relief’s Red 
Nose Day has “a mission 
to end child poverty by 
funding programs that 
keep children safe, healthy, and educated,” 
according to its website. Walgreens is one 
of four corporate partners in the U.S., along 
with NBC, Mars Wrigley Confectionery and 
the Bill & Melinda Gates Foundation.

Walgreens stores typically stock the noses, 
which sold for $1 in the � rst four years of the 
campaign and $2 in 2019 with � ve character 
varieties.

This year, consumers who donated 
through a link on Walgreens’ website or 
RedNoseDay.org received a link to a digital 
red nose � lter that could be used via 

P&G Expands 
Joy + Glee Brands

BY JACQ U E LI N E BAR BA

brand’s full collection – or to 
JoyAndGlee.com for a newly 
added “starter kit” direct-
to-consumer subscription 
option.

At Walmart stores, Joy 
+ Glee receives prime 
merchandising space in the 

personal care department on a pink, teal 
and yellow endcap stocking the wax strips, 
creams, razors and re� lls on designated 
shelves.

The brand has also begun subtly letting 
its presence be known at its new retailer 
partners. CVS, for example, plugged the 
brand in its April 5 circular. CVS only stocks 
select Joy + Glee products in stores and 
has yet to o� er any online. 

Drugstore channel rival Walgreens o� ers 
select SKUs both in stores and on its website, 
where it highlights them with a “New” icon. 

Joy + Glee items bundled with other 
products such as EOS lip balm are also 
available via Amazon, where the shave 
brand additionally enjoys its own brand 
shop. IQ

A year after exclusively launching the 
Joy shaving brand at Walmart, Procter 
& Gamble has expanded both its retail 
reach and brand proposition.

This March, the brand began rolling out 
to more retailers nationally, including CVS 
Pharmacy and Walgreens. Joy also added 
Glee to its branding, repositioning itself 
as Joy + Glee.

As the brand explained in an Instagram 
post: “Joy sells razors and Glee sells shave 
preps. They’re like best friends that are 
also business partners.” Joy’s product 
lineup still comprises a pink or teal 
razor handle and re� ll cartridges, while 
the shaving gel and mousse originally 

presented under the Joy name have since 
rebranded to Glee.

The Glee shave prep product lineup has also 
grown to encompass face, body and bikini 
wax strips as well as honeydew melon-scented 
hair removal creams for the face and body, all 
available  exclusively at Walmart. A new yellow 
razor handle added to the Joy line also appears 
to be a Walmart exclusive, though it isn’t 
marketed as such. It’s unclear if the new items 
will roll out to other retailers.

The brand’s marketing e� orts continue 
to lean heavily on a digital and social 
presence including activity on Facebook, 
Instagram, Twitter and YouTube. Sponsored 
social media ads are also common practice. 
The outreach largely directs to key retail 
partner Walmart – the only place to carry the 
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Member Spotlight

Vibenomics
A Q&A with Paul Brenner, Vibenomics President & Chief Strategy Officer

NOT A PATH TO PURCHASE 
INSTITUTE MEMBER?
Join the 400+ companies who rely on the 
Path to Purchase Institute every day for strat-
egies and best practices on succeeding in 
today’s chaotic omnicommerce environment. 
For more information, contact Ron Orgiefsky 
at rorgiefsky@ensembleiq.com.

and shopper marketers. P2PI will be 
an important resource to our team for 
relevant, current information on our target 
market and industry at-large. 

What are the latest disruptors most 
a� ecting your business now?
BRENNER: Evolving expectations of 
advertisers – especially in regards to their 
marketing investment related to digital 
targeting, proof of performance and 
transparency – are the leading disruptors 
that will o� er audio out-of-home the 
opportunity for rapid growth. Historically, 
the audio music and messaging services 
that retailers use are not built as a 
platform for programmatic ad-serving. 
Our Audio Out-of-Home solution works 
with tech and retail to support the 
disruptive demands of agencies and 
brands now and into the future.

What are your predictions for the 
future of marketing, and how will 
you help your clients navigate it?
BRENNER: Through our conversations 
with our customers, we have seen an 
increased reliance on data that we 
predict will continue in the future with 
even greater importance. Vibenomics 
understands the need and desire to 
deeply understand the data that impacts 
the businesses we work with, especially 
transaction data. Vibenomics can correlate 
audio ads served with retail P-O-P data to 
show brands and retailers how audio out-
of-home ads impact purchase decisions. 
In addition, new digital media continue to 
emerge and � ght to capture the attention 
of consumers. 

The Audio Out-of-Home advertising 
solutions that Vibenomics provides allows 
brands to reach consumers at critical 
moments and in the places that visual 
mediums cannot reach. IQ

What solutions does Vibenomics 
o� er for consumer goods 
manufacturers and retailers?
BRENNER: The cloud-based Vibenomics 
audio experience and advertising 
technology allows retailers to enhance 
the in-store experience through fully-
licensed music and curated, professional 
voice messaging. By becoming a 
Vibenomics Ad Market partner, these 
retailers have the opportunity to 
monetize their space by opening up 
private airwaves to approved advertisers, 
which transforms a legacy expense into a 
new pro� t center. 

On our retail network, brands have the 
ability to capture the attention of on-the-
go consumers with the propensity to buy 

At Huck’s, we are constantly 
looking to enhance the 
customer experience in each 
of our stores while raising 
the bottom line. Our category 
partners are excited by the 
new Huck’s Radio audio 
out-of-home advertising ability, 
and my team is pumped to 
be moving more product and 
creating a new profit center, all 
while enhancing
the in-store experience thanks 
to Vibenomics.
– JON BUNCH, DIRECTOR OF MARKETING 
BUSINESS DEVELOPMENT FOR HUCK’S

– at the moment that matters most – with 
Audio Out-of-Home advertising. With 100% 
uninterrupted share of voice and brand-
safe placement, brands can talk to captive 
consumers at more than 4,000 points of 
interest nationwide on our rapidly expanding 
network of convenience and grocery stores. 
The content is delivered through � exible 
plug-and-play mobile tablet devices.

How does your company plan to use its 
P2PI membership resources?
BRENNER: As a new o� ering in the 
advertising space, the Path to Purchase 
Institute will allow Vibenomics to understand 
the advertising and promotion media that 
retailers are currently leaning into and the 
initiatives that are top-of-mind for brands 
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COVID-19 AT RETAIL

The COVID-19 pandemic has 
fundamentally transformed shopping 
in the U.S. Retailers have taken a wide 
variety of approaches to obeying social 
distancing guidelines and reassuring 
shoppers of hygiene standards. But a 
signifi cant number of shoppers now 
seem to feel safest when they don’t need 
to go into a store at all.

Total online retail sales increased 40% 
in the fi rst two weeks of April, according 
to data from commerce agency TPN. 
Meanwhile, retail analytics specialist 
Numerator reported on April 30 that two-
thirds of the consumers they surveyed 
had placed an online order for home 
delivery over the previous week and 
nearly half had placed a click-and-collect 
order during that time period.”

Omnishopping is now for everyone,” said 
Wendy Liebmann, CEO and chief shopper 
of research consultancy WSL Strategic 
Retail, during an April 9 webinar about 
“How America Shops in a COVID-19 Crisis.” 
“Grocery and health products were two of 
the lowest growth categories in shopping 
online until now; 50% of the people who’ve 
ordered their groceries and health products 
online [since the crisis began] are doing it 
for the fi rst time,” she said. 

and after the pandemic, Rajagopalan said. 
Online sales growth that wasn’t expected 
to be gained for another three to fi ve years 
may already have taken place permanently 
as e-commerce became a far more 
attractive way to shop. Larger CPGs will 
lean into this trend, and the most digitally 
savvy brands will thrive, he suggests.

Cunningham concurs, noting that 
the acceleration is forcing brands to 
rethink their timelines for developing 
e-commerce strategies. And brands that 
previously didn’t have an e-commerce 
plan are now working on digital assets 
to ensure that shoppers can fi nd their 
products online.

“We’ve seen some brands that 
have been exploring or 
ramping up eff orts 

Liebmann also made a prediction that will 
have a major impact on the future of shopper 
engagement: “Once people begin to shop 
online, they don’t walk away from it,” she 
said. “It becomes a hugely useful tool.”

While many retailers and brands have 
dramatically scaled back promotional activity 
during the crisis, some are looking into new 
ways to reach shoppers whose behaviors 
have changed.

“We’ve defi nitely seen a rush for brands to 
ramp up their digital commerce eff orts,” says 
Sarah Cunningham, senior vice president of 
client services at TPN. “We saw a lift and a 
shift in our client spending. We believe that 
the pandemic has forced trial by necessity, 
whether it be with certain brands or certain 
methods of shopping.”

“This is temporary, massive growth for 
e-commerce [but] resulting in what I think 
will be a permanent baseline shift upward 
for e-commerce,” said industry veteran Sri 
Rajagopalan, former e-commerce executive 
at Revlon, Johnson & Johnson and Frito-Lay, 
during an April 6 webinar conducted by Path 
to Purchase IQ sister publications RIS News/CGT.

Executives are suddenly paying more 
attention to their e-commerce capabilities, 
such as their Amazon-specifi c marketing 
strategy, as they make plans to sell during 

SHIFTING 
PRIORITIES

Expecting shoppers to sustain pandemic-driven 
behavioral changes, brands and retailers are 

building up their e-commerce strategies

BY SAMANTHA N E L SO N
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COVID-19 AT RETAIL

into direct to consumer [sales],” she says. 
“A lot of brands that had not traditionally 
done a lot of digital commerce, that 
might have had it in the pipeline for, 
say, 2025, have really had to shift their 
priorities. That’s just based on demand 
and what their shoppers are wanting.”

Brands “that were already up and 
running on e-commerce are doing just 
fine,” said April Carlisle, vice president of 

shopper marketing for national click-and-collect, as well as for sustained 
e-commerce behaviors.”

Cunningham agrees that click-and-
collect will be the ordering option 
most likely to experience increased 
utilization as shoppers begin feeling 

more comfortable leaving 
home. That’s partly because 

a number of shoppers 
reported dissatisfaction 
with direct delivery options 
due to the long wait times 
they were forced to endure 
as the pandemic strained 
the operational capabilities 
of retailers and third-party 
services. 

As one example, delivery 
times on Instacart were in 
high demand and short supply 
during March and April, and 
incidents of out-of-stocks 
(which aren’t evident when 
orders are placed using the 
third-party app) often resulted 
in shoppers having to buy 
substitutes or not getting any 
product at all in some categories, 
according to reports. Numerator 
surveys found that 65%-69% of 
shoppers experienced shortages at 
stores they were trying to buy from 
during April. Fortunately, retailers 
with strong online inventory 
systems have been able to make 
sure that customers know exactly 
what’s available to buy and make 
pick-up times more widely available.

“We believe that more people will 
continue to use click-and-collect 
rather than switch to buying online 
and having their products delivered,” 

retail sales at Coca-Cola Co, during a March 
31 virtual roundtable hosted by the Path to 
Purchase Institute. Consumers who “were 
very traditional brick-and-mortar shoppers 
are finding themselves exploring all the new 

options. I think this will be the 
turning point for 

“I think it’s going to settle out somewhere 
between pre-COVID and peak COVID [levels]. 

Even as in-store comes back, we’re likely to see 
more of that [e-commerce] behavior.”

— Heather Campain, Johnson & Johnson
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says. “I think it’s going to settle out 
somewhere between pre-COVID and 
peak COVID [levels]. Even as in-store 
comes back, we’re likely to see more of 
that behavior.”

That could be a benefit to some 
retailers, since omnichannel shoppers 
historically have spent more money than 
those who only visit brick-and-mortar 

the pandemic will realize the benefits of 
the services, and that could have a lasting 
impact. While online grocery shopping 
previously had been driven by Gen Xers and 
Millennials, analysis of recent activity has 
found all demographic groups picking up the 
practice out of necessity, she notes.

“We’re years ahead in terms of what the 
[e-commerce] projections were,” Campain 

Cunningham says. “Being able to get 
what you need within a certain time 
frame while minimizing contact is a good 
solution for many shoppers.”

Heather Campain, customer leader 
for omnichannel strategy & activation at 
Johnson & Johnson, believes shoppers 
who’ve felt compelled to try click-and-
collect or other online options during 

COVID-19 AT RETAIL

Celebrating in the Time of COVID-19

As shoppers settle into a new normal and state governments start 
easing social restrictions, brands and retailers that had slowed 
promotional spending or directed it almost entirely to cause 
programs are now considering new marketing tactics 
based on rapidly changing realities.

“I think that everyone is focused on trying 
to understand how shoppers are going to 
behave as they prepare for re-entry,” says 
Sarah Cunningham, SVP of client services 
at TPN. “We’re working with our brand 
and retailer clients to create marketing 
plans that are not necessarily anchored 
on specific dates or quarters but on 
stages of the pandemic. I think the big 
questions right now are who’s going to 
come back and what does that look like?”

Retailers have started modifying their 
messaging for big events on the seasonal 
calendar. Easter, Mother’s Day and Memorial 
Day campaigns focused on celebrating at home 
by promoting brands used for cooking meals or 
making crafts, and it’s very likely that marketing around 
the Fourth of July will continue that approach.

“People are definitely talking about Fourth of July, particularly 
brands [for which] summer is their busiest time of year,” 

Cunningham says. “A lot of them saw sales in March that were 
similar” to what they’d normally experienced during the summer 
holidays as consumers stocked up on various products. “Not 
knowing what the limitations will be on the Fourth of July and 
when people are going to be able to go out in public, they’re talking 

about how to help families have celebrations at home.”
Now that the initial panic buying of paper products, 

shelf stable foods and other essentials has 
subsided, shoppers are pivoting toward 

purchases that will help them have fun 
at home. Colorful chalk has become 

a popular way to share encouraging 
messages with the neighborhood, while 
backyard pools and floats have become 
an alternative to a trip to the beach or 
public pool. 

Brands like Hershey’s that typically 
have been driven by impulse purchases 

are positioning themselves as a way 
to provide happiness at a time when 

those things are in short supply, according 
to Cunningham. Helping families create 

moments at home to spend time together or 
hold small celebrations is a sound strategy. “It’s 

talking about that, giving them solutions and ideas,” 
she says. “A lot of brands have done really well reminding families 
about different ways they can use products to create moments of 
joy or positive experiences during a very troubling time.”

“We’re  
working with our  

brand and retailer clients  
to create marketing plans 

that are not necessarily 
anchored on specific dates 
or quarters but on stages  

of the pandemic.
— Sarah Cunningham, TPN
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maybe potentially waiting in line – people 
are going to think twice. We believe there 
will be new types of trip drivers.”

However trips might evolve, the 
industry’s journey into the future may 
have just begun. IQ

“I see a lot of retailers talking about all the 
diff erent ways you can shop and making it 
right for shoppers in whichever way they are 
comfortable,” Campain says. “I’ve seen a lot 
more advertising driving to dot-com.”

Cunningham thinks the crisis might also 
transform the types of 
trips shoppers take. They 
might divide their products 
into the ones they need 
immediately from the 
physical store and the less-
essential ones for which 
they can wait and have 
delivered.

“People are going to 
have to run through a new 
set of questions in their 
heads based on, ‘Is it worth 
it?’” she says. “When you 
think about putting on a 
mask on, putting on gloves, 

stores. In response, retailers should 
rethink their marketing strategy and 
focus more on digital advertising, social 
media like Pinterest, and working with 
infl uencers, Campain suggests.

“As e-commerce becomes more and 
more popular, it’s going to be interesting 
to see what retailers do with their 
circulars,” she says. “This may give them 
the opportunity to reinvest. I expect 
people will still shop in stores, but digital 
infl uence will become more important.” 
(A test-and-learn of sorts may have just 
taken place, as many leading retailers 
scaled back signifi cantly on circular 
distribution in March and April at the 
height of the crisis’ panic-buying phase.

Even as sections of the U.S. begin to 
reopen, retailers seem to understand 
that shopping behavior might continue 
to look diff erent as health and safety 
concerns remain high.

COVID-19 AT RETAIL

have just begun. IQCunningham thinks the crisis might also 
transform the types of 
trips shoppers take. They 
might divide their products 
into the ones they need 
immediately from the 
physical store and the less-
essential ones for which 
they can wait and have 

“People are going to 
have to run through a new 
set of questions in their 
heads based on, ‘Is it worth 
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think about putting on a 
mask on, putting on gloves, 

C

M

Y

CM

MY

CY

CMY

K

KinterCSN_PrintAdFINAL.pdf   1   1/30/20   9:13 AM

12-15-P2PIQ_covid19.indd   15 5/20/20   10:56 AM



June 2020 | 16 | pathtopurchaseiq.com

Since 2013, the Coca-Cola Co. has conducted an annual study 
of shoppers as part of its e� orts to provide thought leadership 
to the industry and strategic intelligence to retailer partners. 
Called iSHOP (“Individual Shopping Habits, Occasions and 
Perceptions”), the uniquely comprehensive study surveys 
consumers on a daily basis throughout the year to 
account for seasonal di� erences and other potential 
variables in their needs and habits.

The 2019 study sought to understand shopper 
attitudes about speci� c retailers across 30 
di� erent behavioral drivers, ranging from 
abstract assertions (“Is a store I trust”) to more 
tangible concepts (“Has a clean shopping area”). 
Coca-Cola identi� ed the level of in� uence each 
of these drivers has on three critical shopper 
behaviors: Trial, Frequency and Advocacy.

Through an exclusive arrangement, 
EnsembleIQ presented channel-level results 
across several of its retail-focused publications 
this spring. Members of the Path to Purchase 
Institute received exclusive access to a complete 
analysis of results from every key packaged 
goods channel, including a special interactive 
report covering top-line results (see page 18 ).

The following article presents excerpts from 
the more extensive content available to Institute 
members.

CLUB STORES
The warehouse club channel’s reputation for conducting 
sampling/product demonstrations precedes it: That factor 
ranked highest among the attributes that are driving trial in 
the channel. Also important are general trustworthiness and 
“good overall value,” another channel hallmark related to the 
bulk packaging that has become a de� ning characteristic.

Similarly, among the factors driving frequency are the 
ability for shoppers to � nd the items they want to buy in “easy 

SHOPPER LOYALTY 
DRIVERS AT THE 
CHANNEL LEVEL

BY PATH TO PU RCHAS E I N S TITUTE S TAF F

Exclusive Coca-Cola research identifies leaders in each key CPG store format
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locations” and get in and out of the 
store easily (excluding, Institute editors 
assume, the typical warehouse on a 
Saturday afternoon). In terms of driving 
advocacy, trustworthiness is the most 
important factor (as it is across most 
channels), followed by being a “fun” place 
to shop: the “Treasure Hunt” atmosphere 
that helps shoppers � nd products for 
which they weren’t looking is another key 
aspect of the channel’s business model.

Meanwhile, the shopper ratings for the 
three national warehouse club chains 
also align with the general industry 
consensus about Costco, Sam’s Club and 

BJ’s Wholesale, which typically would 
be ranked in that order for 

operational e�  ciency 
and shopper 

satisfaction.

CONVENIENCE STORES
For convenience store retailers, the research 
determined that the top drivers for trial 
– putting the retailer into the shopper’s 
consideration set – are:

1. A good place to grab a quick meal or 
snack;

2. Easy to get in and out quickly;
3. Familiar layout;
4. Convenient hours; and
5. Good checkout experience.

However, di� erent factors drive frequency 
(repeat visits) and advocacy (recommending 
the store to others). For frequency, the top 
drivers are: items I buy are in easy locations, 
one-stop shopping, is a store I trust, helpful 
employees, and good overall value. For 
advocacy, the top drivers are: store I trust, 
good atmosphere, clean shopping area, 
good overall value, and helpful employees.

Pennsylvania-based Wawa scored the 
highest grades with loyal shoppers on four 
of the top � ve drivers measured: 53% of 
frequent shoppers rated Wawa tops for 
“is a store I trust;” 49% for “has friendly, 
comfortable atmosphere;” 58% for “clean 
shopping area;” and 34% for “provides good 
value.” The food-forward convenience store 
chain also ranked second, at 37%, for the � fth 
driver of “helpful employees.”

DOLLAR STORES
While Coca-Cola’s study found that price 
perception was relatively unimportant as a 
behavioral driver overall, it should come as 
no surprise that it ranked higher as a factor 
within the dollar store channel – aka, the 
value channel – where price is generally 
considered to be the primary factor in 
shopper selection.

For instance, “good overall value” and 
“low everyday prices” were the two most 
important factors in driving trial. “Familiar 
location” is another logical factor, given that 
one of the channel’s chief strengths has 
always been proximity to rural residents and 
other shoppers who otherwise must travel 
distances to reach larger stores.

Looking at the ratings for leading retailers 
in the channel, Dollar Tree emerges as the 
decided leader, earning the highest ratings 
for trial and, more importantly, for advocacy. 

Critical Shopper 
Behaviors
Coca-Cola’s definition for the three 
behaviors that form the basis of the 
iSHOP analysis:

Trial: Drivers that put a retailer into 
the shopper’s consideration set 
for what Coke describes as “light 
shopping” (no more than one trip per 
quarter).

Frequency: Drivers that make the 
retailer a regular destination (at least 
once per month) for the shopper.

Advocacy: Drivers that lead a shopper 
to recommend the retailer to other 
consumers. Among the leading drivers 
in this area is their belief that the 
retailer is “a store I trust.”

It does, however, land third on the list for 
frequency behind the channel’s largest 
chain, Dollar General, and Dollar Tree’s 
own Family Dollar a�  liate.

The comparative ratings of Dollar 
General and Family Dollar could be one 
reason why the former retailer is preparing 
to open 1,000 new stores in 2020 while the 
latter chain will only expand by about 200 
doors. (Parent Dollar Tree will open about 
350 eponymous locations.)

DRUGSTORES
The survey found that consumers were 
generally pleased with their experiences 
at pharmacies across all mass retail outlets, 
though some chains fared better than 
others. The three national drugstore 
chains all performed well in the study with 
regard to consumer trust in the pharmacy. 

Comparing drugstore with other retail 
channels revealed:

• Convenience stores trail grocery 
retailers on the top drivers of 
shopping frequency and advocacy;

• Among grocery chains, H-E-B, 
Wegmans, Trader Joe’s and Publix 
scored the highest marks in four of 
the top � ve drivers. In the � fth, “good 

three national warehouse club chains 
also align with the general industry 
consensus about Costco, Sam’s Club and 

BJ’s Wholesale, which typically would 
be ranked in that order for 

operational e�  ciency 
and shopper 

satisfaction.
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SHOPPER LOYALTY DRIVERS AT THE CHANNEL LEVEL

understood. Meijer, whose reputation as 
a dependable regional retailer (albeit with 
an expanding footprint) is well known 
throughout the industry, leads all chains 
across all three shopper behaviors. Similarly, 
Kroger’s Northwestern regional chain, Fred 
Meyer, lands in second place among key 
factors driving frequency and advocacy.

The prominence of those two regional 
players stands in obvious contrast to the 
channel’s two largest players, Walmart and 
Target, which earned top-� ve positions 
across all three behaviors but clearly take a 
backseat to their smaller competitors. 

SUPERMARKETS
Grocers earning the top rankings were:

1. H-E-B
2. Trader Joe’s
3. Wegmans
4. Publix
When it comes to shopper advocacy, 

overall value,” the top grocers were 
H-E-B, Aldi, King Soopers (owned by 
Kroger) and Lidl;

• Dollar stores’ and drugstores’ rankings 
were more similar to those of c-stores 
than grocery stores and clubs;

• Dollar Tree and Dollar General had 
generally higher scores on the top 
drivers than 99 Cents Only Stores and 
Family Dollar;

• Costco led the clubs, trailed by BJ’s 
and then Sam’s Club.

MASS MERCHANTS
As it is across all channels, the somewhat 
abstract concept of being “a store I trust” 
is the leading driver of shopper advocacy. 
Other factors include delivering a fun 
shopping experience, having a good 
atmosphere and being well-organized.

Keeping those factors in mind, shopper 
ratings of speci� c retailers can be clearly 

regional operators seem to do especially 
well due to their ability to foster trust 
among their shoppers.

Texas-centric H-E-B earned the highest 
scores for “Is a store I trust,” followed by 
Southeastern operator Publix (see chart).

Overall, six of the 10 chains with the 
highest trust ratings are independent 
regional grocers, with three others – 
Harris Teeter, King Soopers and Fry’s – 
likely bene� tting from parent company 
Kroger’s largely localized operating model. 
Alternate grocer Trader Joe’s was the only 
“national” player in the top 10.

Trader Joe’s, however, took the top honor 
as a “fun place to shop,” with New York-
based Wegmans coming in second. 

Publix topped both the “good 
atmosphere” and “helpful employees” 
rankings but failed to score in the top 10 
for “good overall value,” a category where 
H-E-B and Aldi reigned supreme. IQ

SHOPPER LOYALTY DRIVERS AT THE CHANNEL LEVEL
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DIRECT TO CONSUMER:

LAUNCH PAD OR 
LONG-TERM PLAN?

In a maturing market with greater interest from big CPG, 
remaining a direct-to-consumer brand is a dubious proposition

BY M I CHAE L APPLE BAU M
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The now-legendary reputations of 
direct-to-consumer brands like Casper, 
Dollar Shave Club and Warby Parker 
suggest an open-and-shut case for the 
next class of disruptor brands to chart a 
similar path. 

Many early DTC brands employed 
a version of the same basic approach: 
Launch the brand online with enormous 
buzz, then attract investors while 
growing sales at a frantic pace. Then, 
as greater scale becomes necessary, 
open physical stores or � nd relevant 
retailers to put the products on their 
shelves (or both). In many cases, the 
ultimate endgame is acquisition by a 
larger company that can speed up the 
growth strategy, as Dollar Shave Club 
accomplished with Unilever in 2016 and 
Native deodorant did with Procter & 
Gamble one year later. 

The DTC market has matured, however, 
and for the thousands of brands that 
currently employ the strategy, the 
playbook is more varied and complex. In 
January 2019, for example, Los Angeles-
based SkinTē launched a line of collagen-
infused sparkling teas that o� er the dual 
promise of a refreshing beverage and 
younger-looking skin. In their � rst six 
months in market, the products were sold 
primarily through the company’s website 
and at a single retail outlet, Erewhon, an 
upscale California grocery chain known 
for its trend-setting clientele. 

Today, SkinTē is sold on Amazon.com 
and at more than 1,000 retail stores. 
According to CEO and co-founder 
Bassima Mroue, SkinTē is on track 
to triple its � rst-year sales in 2020. A 
de� ning moment came at the end of 
second-quarter 2019, when the company 
expanded distribution to grocery chains 
with a larger footprint, including Sprouts 
Farmer’s Market. “We made that decision 
to build awareness,” recalls Mroue. “No 
one had � gured out a way to carbonate 
collagen in sparkling tea and make it 

taste good. There was 
an education curve. 
People needed to be 

able to interact with the 

product and brand will always � nd a way 
to get into people’s hands.”

Digitally native brands that have 
migrated into retail get much of the 
industry’s attention, including a growing 
array that followed the lead of brands like 
Bonobos, Allbirds and Warby Parker by 
opening their own storefronts. Yet the 
reverse can also be true. Laundry product 
maker Dropps, the � rst brand to bring 
detergent pods to market, started out at 
retail in 2009. But since 2016, the products 
have been sold exclusively DTC.

Jonathan Propper, founder and CEO of 

Dropps, says the move was precipitated 
by an entrenched retail environment that 
can be tough on emerging brands: “We 
got horrible shelf placement, particularly 
after P&G came out with Tide Pods,” 
he says. But the timing couldn’t have 
worked out better. “We no longer had 
to educate people about pods or DTC. 
Even subscription-based models were 
established by then,” says Propper. “We 
just needed to show that our products 
had superior cleaning to the big laundry 
brands and one-tenth the harmful 
ingredients.” The private company has 
reported 13 straight quarters of growth 
since going entirely DTC.

BIG BRANDS TAKE THE 
LONG VIEW
In recent years, as organic growth for 
established brands has become more 
di�  cult due to shifting consumer trends 
toward healthier eating and more 
sustainable living, many CPGs have 

products in stores, learn about them and 
discover them online, and vice versa.”

For promising startups like SkinTē, the lure 
of selling direct to consumers exclusively 
often clashes with the prohibitive costs 
of marketing and promoting a new brand 
online. “Every startup wants to own the 
customer relationship,” says Mroue. “The 
challenge comes with generating brand 
awareness and the cost of digital marketing. 
In the beverage world, you have to raise a lot 
of capital in order to grow. Then the question 
is, how do I allocate all of that funding?”

The answer to that and other questions 
aren’t always clear-cut. While securing 
funding and growing revenue is certainly 
possible, turning a pro� t while selling only 
through e-commerce channels can be more 
challenging, especially for low-margin and 
commodity-driven products. 

 “It is very hard to make money shipping 
individual products, especially if folks are 
o� ering free shipping,” says Craig Dubitsky, 
founder of Hello Products, a line of natural 
oral-care items that was acquired by Colgate-
Palmolive earlier this year.

TO RETAIL OR NOT TO RETAIL
Regardless of how much they might rely on 
DTC, most CPG brands need to sell through 
retail stores simply because that’s where 
most products are still purchased, says 
Dubitsky. In fact, Hello has never been a 
DTC-only brand and didn’t even start out 
as one, having launched at mass retailers 
including Walmart and Target in 2013. “That 
was by design,” he explains. “Ninety-� ve 
percent of all the items we were making 
were purchased in traditional retail stores. I 
wanted to � sh where the � sh were.” 

When Dubitsky began selling via 
HelloProducts.com about three years ago, 
he added a subscription service in which 
every toothpaste purchase included a free 
toothbrush. That o� er, he says, not only 
softened the blow for shoppers having to 
pay for shipping, it also helps them develop 
better hygiene practices by reminding them 
to replace their toothbrushes every 90 days. 
“The [goal] isn’t to just be able to sell directly. 
It’s to o� er a better experience around the 
actual product,” says Dubitsky. “A better 

“DTC is an amazing 
way to launch new 
brands … but it’s 
never going to give 
you scale.” 
 — Tim Madigan

larger company that can speed up the 
growth strategy, as Dollar Shave Club 
accomplished with Unilever in 2016 and 
Native deodorant did with Procter & 
Gamble one year later. 

The DTC market has matured, however, 
and for the thousands of brands that 
currently employ the strategy, the 
playbook is more varied and complex. In 
January 2019, for example, Los Angeles-
based SkinTē launched a line of collagen-
infused sparkling teas that o� er the dual 
promise of a refreshing beverage and 
younger-looking skin. In their � rst six 
months in market, the products were sold 
primarily through the company’s website 
and at a single retail outlet, Erewhon, an 
upscale California grocery chain known 
for its trend-setting clientele. 

Today, SkinTē is sold on Amazon.com 
and at more than 1,000 retail stores. 
According to CEO and co-founder 
Bassima Mroue, SkinTē is on track 
to triple its � rst-year sales in 2020. A 
de� ning moment came at the end of 
second-quarter 2019, when the company 
expanded distribution to grocery chains 
with a larger footprint, including Sprouts 
Farmer’s Market. “We made that decision 
to build awareness,” recalls Mroue. “No 
one had � gured out a way to carbonate 
collagen in sparkling tea and make it 

taste good. There was 
an education curve. 
People needed to be 

able to interact with the 
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supplements acquired by Clorox Co. for 
$700 million in 2018. The Nutranext unit 
is now led by Jackson Jeyanayagam, a 
former CMO of Boxed, and vice president 
of growth Vivian Chang, formerly of 
Plated. 

“Working within Clorox allows us 
to have a longer-term planning and 
investment strategy,” explains Chang. “If 
you’re at a startup, you only have so much 
capital to go out and get new customers 
and data, and you’ve got to pay your 
developers. Until you’re generating pro� ts, 
you can’t feed all that information back 
into the growth loop to get new users. 
With Clorox, we are working on multiple 
DTC brands simultaneously, so we can 
balance out that investment. We don’t 
have to put all of our eggs in one basket.”

Of course, each of these brands needs 
to be revenue-building and driving toward 
pro� tability, Chang notes. “But the bigger 
prize is how we integrate DTC approaches 
and expand the DTC presence across all the 
Clorox brands for which it makes sense.”

Nutranext has helped Clorox develop 
the skills needed to work faster and be 
more agile when bringing new brands to 
market. Last October, Clorox launched an 
Objective Wellness line of supplements in 
a four-month window that Chang says is 
likely the fastest brand launch in company 
history. “What made that possible is, we 
were developing a new brand, a product 
formulation and a website that we knew 
were going to change,” she says. “We 
were constantly testing and changing 
everything.”

For example, when Nutranext saw 
that one of the new products – Fast 
Asleep, a non-melatonin sleep aid sold 
in the form of dark chocolate – was 
outperforming other supplements 
in the line, it was able to put the full 
weight of Clorox’s marketing behind 
it. “We were testing 25 to 30 creative 

variations and five to 10 
different landing pages in 

a matter of weeks,” recalls 
Chang. “We were utilizing insights 
through third-party research, search 
and social tools, and letting consumers 

if you really want to penetrate the market, 
you’ve got to be in stores.”

Big CPGs can a� ord to take a longer-
term view of DTC brand performance 
than the average digital startup, which 
makes for an attractive career move for 
many entrepreneurs. One good example is 
Nutranext, a manufacturer of vitamins and 

sought to acquire, invest in or even 
build direct-to-consumer brands. But 
whether those endeavors remain purely 
DTC depends on the company’s broader 
strategic objectives, says Tim Madigan, a 
former Tyson Foods marketing executive 
who now heads up the e-commerce 
practice at Chicago-based consultancy 
The Partnering Group. For one, 
confectionery giants have used DTC as 
a way to let consumers engage more 
deeply with their brands, says Madigan, 
citing Hershey’s themed stores and Mars 
Inc.’s personalized M&M’s promotions as 
examples. But he says most CPGs won’t 
hit their sales targets for new brands by 
relying solely on DTC. 

“DTC is an amazing way to launch new 
brands and it can very e�  ciently be used 
to target di� erent consumer groups 
online, but it’s never going to give you 
scale,” says Madigan. “Even in the most 
aggressive online businesses, such as 
electronics, you have at most 40% of 
the category’s sales occurring online. So 

“There’s only a 
certain percentage 
of consumers who 

will continue to order 
razor blades only 

from a razor blade 
company – that just 

doesn’t make sense.”
— Joel Warady
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insists. “The bloom is o�  the rose.”
“I think the strategy of ‘Let’s be highly 

disruptive, acquire customers at all 
costs, build a brand quickly, raise lots of 
capital and have an exit’ is clearly going 
to shift,” says Dubitsky, who continues 
to oversee Hello’s marketing as Colgate’s 
chief innovation strategist. “To me, the 
focus always needs to be on building 
better products, a more relevant brand 
and a complete o� ering, and to run the 
business like a business – which means to 
be pro� table. There are some great DTC 
brands that are doing this, but it takes a 
lot of discipline.”

“At some point, people are no longer 
going to care where or how they get 
something. They will only care what that 
something is,” Dubitsky concludes. “The 
trick will be to make the experience more 
than just convenient.” IQ

DTC channels for the � rst 
time.” According to Peretz, those 
“unicorns” spend freely because they 
have deep pockets enabled by venture capital 
– and they don’t expect to be pro� table in 
the short term. “The smaller players don’t 
have those resources so they play the game 
di� erently and make more sustainable 
investments at the expense of speed,” he says. 
“They can a� ord to be more conservative 
because they’re only looking for a small piece 
of the market.” 

As for that minimal interest in attracting 
an acquisition payday, Warady doesn’t buy 
it. “Every brand that launches as a DTC says, 
we’re going to be DTC only. I can tell you to 
a person that they’re not telling the truth,” 
he says. “There’s only a certain percentage of 
consumers who will continue to order razor 
blades only from a razor blade company – 
that just doesn’t make sense. 

“They start out [as DTC] because that’s how 
they’re getting investors,” says Warady. But 
recently, growing concerns about pro� tability 
have caused investors to sour a bit on pure-
play DTC opportunities. “No one is really 
proving how they can make a pro� t,” Warady 

and live data tell us how we were doing. 
That allowed us to refine the approach 
and iterate very quickly.”

THE PROFITABILITY QUESTION
According to eMarketer, DTC sales are 
expected to grow 24% to $17.75 billion 
in 2020, twice the expected rate for total 
e-commerce sales. That growth rate is 
down signi� cantly from 2016 to 2019, 
when DTC e-commerce grew at three to 
six times the rate of total e-commerce 
sales. According to eMarketer, the slowing 
growth is due to mounting competition 
and other more recent headwinds, 
including reduced demand for nice-to-
have items and supply chain disruptions 
related to the coronavirus crisis.

Meanwhile, 90% of DTC companies say 
they became pro� table within 
three years, according to an IAB 
report analyzing a recent Ipsos 
survey. The survey’s 203 respondents 
cited establishing a new category (31%) 
and opening brick-and-mortar locations 
(30%) as their strategic priorities – with 
only 15% naming acquisition as a key goal.

Industry experts are skeptical of some 
of those claims, however. “Making a pro� t 
in DTC has proven elusive, which is why 
Casper, Warby Parker and others have 
opened up stores,” says Joel Warady, 
who led marketing at Enjoy Life Foods 
before and after Mondelez International’s 
2015 acquisition of the “free from” snack 
brand. Warady now advises emerging 
brands on digital strategy. 

Pro� tability might change among 
di� erent types of companies, adds Allan 
Peretz, president and co-founder of 
e-commerce marketing specialist Bold 
Strategies. “One group is the big ‘unicorns’ 
competing in the mattress or vision care 
spaces and spending incredible amounts 
of money acquiring customers in the 
hopes of achieving dominant market 
share,” he says. “Then you have innovative 
smaller companies that are funding DTC 
[through] their retail businesses – for 
example, food brands that have been 
selling at traditional retailers for years and 
are now starting to distribute through 
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in large chains.”
“These types of relationships are 

exploding. We can likely fi nd three to 
four dozen major introductions of these 
exclusive off erings in the last year alone,” 
says Path to Purchase Institute veteran 
Steve Frenda, founder and president at 
Inspiring-Retail. “They are sourced from 
major brands, led by Procter & Gamble, 
as well as very muscular emerging brands 
that have the funding and production 
capabilities to eff ectively compete on a 
large scale.”

P&G, which launched the Gleem, 
Joy and Just brands only at Walmart 
in 2019, has stood out among large 
manufacturers with its agility in off ering 
exclusive brands. “Many times, larger 
national brands have too many internal 
barriers that prevent them from jumping 
on trends quickly,” Gretkowski says.

Some of those barriers at traditional 
CPGs may be coming down in direct 
response to those aforementioned 

shopping behavior. “More and more 
consumers – led by Millennials and Gen 
Z – are looking for experiences and not just 
‘stuff  to buy,’” suggests Jarratt. “Discovery 
and FOMO [fear of missing out] are key 
drivers for this behavior. One way for 
retailers to provide experiences is through 
exclusive items that are only available for 
a limited time at a particular store, and 
which have a diff erent ‘story’ that makes the 
product or service more interesting than it 
might typically be.”

“The landscape is very dynamic right now, 
with shoppers more willing to buy brands 
that they emotionally connect with,” says 
Elizabeth Gretkowski, senior consultant at 
WSL Strategic Retail. “For example, brands 
that are sustainable, organic, ‘free from’ 
… or brands that off er a compelling value 
proposition or tell a unique story. Because 
of the internet (e-commerce, social media, 
infl uencers), startups are able to develop new 
products that gain a following, substantiate 
their success to retailers, and get distribution 

Shoppers walking down the main aisle 
at Target these days are just as likely 
to see an endcap for Emerge products 
as they are for Tide. And shoppers 
at Walmart will encounter a display 
for Hairitage just as easily as one for 
Maybelline. 

But Walmart shoppers won’t see 
Emerge products, and Target shoppers 
won’t see Hairitage items. That’s because 
those brands are exclusive to each retailer 
– at least for now.

While brand exclusivity is not a new 
tactic, the practice is alive and well – and 
growing – at these mass merchants and 
elsewhere, including in the convenience 
store channel.

“Providing exclusive products and 
experiences is even more important 
today as the lines that were historically 
clear between traditional channels are 
now completely blurred,” says Marissa 
Jarratt, SVP and chief marketing offi  cer 
at 7-Eleven. “Convenience and value 
are table stakes across retail – grocery, 
drug, dollar, c-store, e-commerce, 
mass – and so exclusives are a way for 
retailers to diff erentiate their off ering 
and position themselves as a destination 
for shoppers.”

Of course, the benefi ts aren’t exclusive 
to retailers. “We like to be a go-to partner 
for large retailers such as Walmart and 
Amazon that reach so many consumers,” 
said one brand marketer in the cosmetics/
personal care category while responding 
to a question about product exclusivity 
in the Institute’s “Path to Purchase Trends 
2020” survey. “It’s a great opportunity to 
test new things on a large scale and off er 
something that’s truly geared for the 
specifi c retailer’s shopper.”

It’s also a great way to gain greater 
attention from retailers, who typically are 
far more inclined to provide promotional 
prominence to exclusive brands, as 
the Emerge and Hairitage examples 
mentioned above can attest (see sidebar 
on page 26).

One explanation for what seems to 
have been a recent surge in exclusive 
brands and products is a change in 

“More and more consumers are 
looking for experiences and not 
just ‘stuff to buy.’ … One way for 
retailers to provide experiences 
is through exclusive items 
that are only available for a 
limited time at a particular 
store, and which have a 
different ‘story’ that 
makes the product 
or service more 
interesting than it 
might typically be.”
—Marissa Jarratt , SVP and chief 
marketi ng offi  cer,7-Eleven
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emerging brands, who lately have been stealing 
prime store real estate from traditional players as they 
sign distribution deals. 

TYPES OF EXCLUSIVE 
RELATIONSHIPS
While the number of exclusive relationships seems 
to be growing, exclusivity may not be any more 
benefi cial now than it was 10 years ago, according 
to Christopher Brace, founder and CEO of Syntegrate 
Consulting. “The strategic benefi ts remain the same, 
as far as I can see,” he says.

The arrangements can take various forms:
Exclusive brand/product, limited time. “A retailer 

has exclusive distribution for a limited time before 
the brands roll out in other retailers,” Brace says. “The 
benefi t to a brand is, this is basically an in-market 
test-and-learn situation. Another benefi t is that it 
makes them a good partner for the retailer. This gives 
the retailer something new to talk about, plus it does 
have the potential of pulling new or light shoppers 
into their stores during the time of exclusivity.”

Exclusive product, permanent. A brand makes 
a product or product line for the retailer with the 
intention of being exclusive permanently. “This is, of 
course, benefi cial to the brand if the line fi lls a gap 
in the portfolio,” he says. “This option is the most 
benefi cial to retailers because it provides them a new 
revenue stream by fi lling a gap in their assortment to 
fi ll a specifi c shopper target’s need.”

Exclusive brand, permanent. “This is basically a 
private-label situation,” Brace says. The nature of the 
relationship would leave the retailer with substantial 
control. These opportunities are limited.

“Based on what we’ve seen, a period ranging from 
6-18 months is most common [for exclusives],” says 
Brandon Leong, VP of marketing and growth for 
RangeMe, an online sourcing platform that streamlines 
new product discovery between suppliers and 
retailers. “However, plenty of brands will off er specifi c 
products to be exclusive for much longer.”

And not surprisingly, the largest retailers get the 
most attention. In the aforementioned Trends survey 
(published in the January issue), 51% of respondents 
said they were already partnering with Walmart 
and/or Amazon to off er exclusive brands or at least 
considering the strategy. Their motivations ranged 
from the desire to foster a spirit of partnership (and/or 
avoid trade confl ict in regard to private label) to the 
opportunity to test new products on a large scale and 
increase sales volume.

Whatever the arrangement, the goal is for it to 

HAIRITAGE AT WALMART

Walmart in January tapped 
YouTube influencer Mindy McKnight 
to exclusively launch Hairitage, a 
line of plant-based solutions for 
diverse hair care needs. Proprietor 
of the popular Cute Girls Hairstyles 
YouTube channel, McKnight 
worked with Maesa Group, known 
as a global provider of beauty 
brand incubation and strategic 
outsourcing, to launch the products. 

The 16-SKU collection rolled out 
to all stores and Walmart.com. It 
earned secondary merchandising 
space in some 1,700 locations for 
a dedicated endcap display in the 
beauty department. A dedicated 
e-commerce shop corrals the 
products within Walmart.com, 
touting that everything is priced at 
$7.94. The destination also offers 
a video showing McKnight’s family 
styling their hair with the products. A 
Walmart circular feature supported.

EMERGE AT TARGET

Target is stocking an exclusive line of textured hair care products from 
Unilever’s Sundial Brands subsidiary targeting Gen Z multicultural 
women. Emerge products recently rolled out to stores and Target.com, 

encompassing six 
moisture-rich SKUs.

In stores, the 
SKUs get the 
spotlight on shelf 
trays positioned on 
endcaps that sort 
the items by those 
intended to “cleanse 
& hydrate,” treat 
and style. A banner 
ad and promotional 
page within Target.
com support. 

To spread brand awareness, Emerge assembled an “Emerge Creative 
Collective” comprising influencers “with diverse hair types, styles and 
creative passions.” The influencers include professional ballet dancer Erica 
Lall, LGBTQIA activist Jessica Zyrie and musician Tonina Saputo.
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share and align on strategic priorities and 
initiatives we want to work on together to 
build a win-win partnership.”

THE TREND GOING FORWARD
Frenda doesn’t see the trend slowing down 
anytime soon. “Major brands have suffered 
greatly” in recent years due to negative 
consumer perceptions about their track 
record related to such key trends as health 
and wellness and sustainability, he says. 
“They see exclusive brands as a remedy to 
their woes, to some degree, (because] they 
enter the market with no baggage.”

One respondent to the Trends survey 
went even further, proclaiming: “Mass 
market cookie-cutter brands are dead” 
because good strategy requires building 
around unique shoppers at key retailers. 
“Not all shoppers are the same. Retailers 
have a point of difference, and good retailers 
build a strategy around the uniqueness of 
their shopper,” said the respondent, who 
represents a health/beauty product.

But there are some risks, Frenda admits. 
“What happens when shoppers discover 
that these new products are owned by the 
traditional brands, which they rejected in the 
first place? And what will be the reaction of 
Kroger, Walgreens, Target and other retailers 
to the brands produced by P&G that are now 
available in Walmart exclusively?”

But if key retailers are asking for it and 
brands are obliging, why would things change? 
“Retailers gain the benefit of exclusivity itself, 
and the demand for the brand is pointed 
at them,” RangeMe’s Leong says. “So, the 
bottom line will always be the primary benefit 
here. Retailers have a bit more control over 
the product, packaging, etc. Additionally, 
it positions the retailer as a destination for 
consumer traffic both in-store and online.”

As another respondent to the Trends 
survey indicated, brands still need retailers: 
“We want to serve these leaders in their 
respective segments of the industry. 
Amazon was thrilled to have one of our 
brands used exclusively for them. We always 
want to partner with our top customers in 
innovation, which is why we are always open 
to developing custom-made programs with 
them – including brands.” IQ

be a win-win situation. “Brands that are 
open to exclusivity have an opportunity 
to get their foot in the door and build 
new retailer relationships,” Leong says. 
“Additionally, the more hands-on the 
retailer is, the more a brand will learn, and 
sell, through this process.”

FROM THE RETAILER  
PERSPECTIVE
Industry insiders interviewed for 
this report indicated that exclusive 
relationships typically start on the 
retailer’s end. “Retailers have been the 
ones leading this charge,” Leong says. 
“Brands, especially when they are newer 
to market, are more open to working 
with retailers and creating relationships. 
This can be a great way for brands to 
get their foot in the door. We have seen, 
however, more and more brands offering 
exclusivity upfront.”

Says WSL’s Gretkowski: “Retailers want 
exclusives to help differentiate from 
other retailers – especially in this retail 
world where everything is available 
everywhere. This can be in the form of 
exclusive brands, exclusive pack sizes, 
exclusive flavors or colors, or exclusive 
packaging.”

Take, for example, 7-Eleven. When 
brands partner on exclusives with the 
retailer, they tap into the massive scale 
of the 7-Eleven system, gaining the 
opportunity to drive awareness across 
more than 9,000 U.S. stores and 10 million-
plus transactions per day, Jarratt says. 
“Providing exclusive experiences to our 
customers builds consideration and equity 
for the brand relative to competitors. 
Depending on the product, it provides 
additional ‘surprise and delight’ for our 
customers, especially [the regulars] who 
visit us multiple times per week.”

The retailer “encourages our 
manufacturing and vendor partners 
to provide a point of differentiation vs. 
the competition,” says 7-Eleven’s Jawad 
Bisbis, VP, proprietary beverages. “It’s a 
collaboration with manufacturers that 
starts during the joint business planning 
process the year before, where we 

THE ART OF 
MERCHANDISINGTM

HOOKS  |  SHELF MERCHANDISING | LABELING
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Digital Activation Gallery

Procter & Gamble promoted the exclusive launch of its Rooted Rituals hair care 
line at Walmart with display ads running throughout the retailer’s website. First 

spotted in February, the ads linked to a brand showcase that lets visitors browse by 
products that cleanse, condition or treat, while also o� ering instructions and touting 
the bene� ts of speci� c product ingredients. The brand also operates its own website on 
RootedRitualsHair.com that redirects shoppers to Walmart.com for purchase.

Ulta Beauty leaned on its Sparked program – launched in 2019 and 
powered by virtual e-commerce startup Obsess – to give shoppers an 

in-store-like, digital shopping experience while spotlighting and prompting 
discovery of new and emerging beauty brands. Sparked enables shoppers to 
browse through multiple vignettes dedicated to particular emerging brands 
such as Carbon Theory, a UK-based natural skincare brand spotlighted in 
Ulta’s spring collection (and latest virtual store drop in May). Clickable arrows 
lead to a closer look at each of the brand vignettes, which highlight a few 
SKUs as well as provide product and brand details and video testimonials 
(often from the founders via splash windows). Users can add product directly 
to their carts without exiting the Sparked experience.

CVS Pharmacy staged its monthlong, 
bi-annual “Epic Beauty Event” to 

precede major discount events at beauty 
giants Ulta and Sephora. The CVS event ran 
from Feb. 16 through March 14 and dangled 
$100 in available ExtraBucks rewards. Major 
brand participants included Pixi Beauty, Bliss, 
Physicians Formula, Ardell and Procter & 
Gamble’s Pantene and Olay. Digital support 
included heavy social media including 
sponsored ads on Snapchat and Instagram, 
as well as promotion throughout CVS.com.

Beauty
When stay-at-home orders were given in March as the coronavirus took hold, digital 
activations became more important than ever in the beauty category and elsewhere. 
In recent months, brands and retailers have used a variety of digital tactics to continue 
communicating with their consumers and shoppers. On the following pages, we present 
a sampling of recent digital beauty activity the editors of the Path to Purchase Institute 
have observed. Institute members can see much more related activity in the image vault 
at P2PI.org.
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Sam’s Club recently elevated 
Procter & Gamble’s Olay 

Regenerist Retinol24 night collection 
within SamsClub.com by promoting 
the products, which were released 
in September 2019, as “new.” Display 
ads touted the line’s night moisturizer 
SKU and invited shoppers to “Join the 
Retinol Revolution” for “visibly smoother, 
brighter skin in 24 hours.” The ads 
linked to a dedicated e-commerce shop 
corralling Olay products. A leaderboard 
employed a “wake up and shine bright” 
message.

L’Oreal’s Garnier indirectly 
tied in to April’s designation as 

Earth Month to elevate certain 
products within its brand shop 
on CVS Pharmacy’s website, 
inviting shoppers to “beauty 
responsibly with Garnier skin 
and hair care products.” The 
dedicated e-commerce shop 
touted Garnier’s commitment 
to “keeping the Earth green & 
gorgeous one bottle at a time,” 
highlighting collections o� ering 
eco-friendly bene� ts.

Henkel Corp.’s Schwarzkopf ran a home page carousel ad on 
Walmart.com in April touting its new Simply Color hair dye as a way for 

consumers unable to visit the salon to achieve “gentle color at home.” The ad 
boasted that the formula does not contain any ammonia, silicone or alcohol, 
and it linked to an e-commerce product page.

In April, Procter & Gamble’s Olay ran 
sponsored Facebook updates plugging 

an Olay Regenerist Whip moisturizer gift set 
available at Target for a limited time. The 
package contained a free ready-to-color box 
designed by New York artist Kelsey Montague, 
stickers and 12 mini-markers. The ads linked 
to the Target.com product detail page for the 
bundle, priced at $28.99 (the same price as the 
1.7-ounce Olay moisturizer included).
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Digital Activation Gallery

Walmart promoted “beauty at 
home” via ads running throughout 

its website, including on its home page, 
in the drop-down category menu and on 
various product pages. The ads linked to 
an e-commerce page grouping 14 pages 
of items including a list of “sponsored 
products” from L’Oreal. Some of the ads 
also linked to video tutorials spotlighting 
SKUs from brands including Revlon, 
Tweezerman and No Mo-Stache.

When Hello by Lionel Richie
fragrances rolled out to Walgreens

stores in February, the music legend 
attended a promotional event in Chicago 
where he interacted with the retailer’s 
beauty experts. Video clips of the event 
were posted on social media.

A Dollar General home page display ad promoted new SKUs from the retailer’s Studio 
Selection personal care private label including dry shampoo and body wipes with shea 

butter. The ad linked to a brand showcase plugging the brand’s money-back satisfaction 
guarantee and encouraging men and women to integrate the products into their daily routine.

Estee Lauder’s Clinique ran a Mother’s Day-themed Instagram story ad inviting consumers to swipe up to “play now for a chance 
to redeem blooming treats” spanning 30% o�  any online order, a free full-size item with a $50 order or a free limited-edition kit 

with a $50 order. The landing page noted that all items have to be in stock to qualify while also o� ering a “Shop Now” link to limited-
edition gift sets and separately dangling a free full-size Moisture Surge lip treatment with any $28 moisturizer purchase. The destination 
also o� ered live chat or video chat consultations under a “We’re here for you” message, touted its Clinical Reality skin analysis tool as 
personalized online service, and plugged the launch of shoppable livestreams.

Display ads within Target.com positioned Winky Lux
SKUs as “cruelty-free, luxury makeup & skin care that’s 

joyfully playful.” Earlier this year, the DTC beauty brand rolled 
out a collection of its cosmetic and skin care SKUs to Target 
stores, where they enjoy secondary merchandising space via 
unique, dedicated endcaps with pink neon signs.
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Technology  Innovation

In mid-April, IKEA (via its Ingka Group) acquired Geomagical Labs, an AI-
imaging startup based in Mountain View, California. Geomagical is said to be 

on the “bleeding edge” of high-fi delity indoor reconstruction and photorealistic 
augmented reality by using AI advancements in computer vision and deep learning. 
Its fi rst product will enable a smartphone user to scan a room, render the image 
into a panoramic 3-D picture in a few minutes, remove all the existing furniture in it, 
and create accurate visualizations within the space. Users will be able to manipulate 
imagery of IKEA pieces (furniture, lamps, rugs, paintings, etc.) and wall colors to 
envision how they’d look in that room. IKEA deployed an AR-visualization tool several 
years ago that was based on the Apple developer kit. The Geomagical product is said 
to represent a far more accurate technology. Geomagical says it is preparing to release 
its fi rst products in late 2020, but has a sign-up sheet up now (Geomagical.com) for 
those hoping for early access.

In late April, Fort Lauderdale, Florida-
based Chiquita partnered with Spotify, 

placing interactive stickers on Chiquita bananas 
at grocery stores that, when scanned by 
shoppers, unlock exclusive playlists of “feel-
good” music. An additional “Golden Banana” 
sticker takes them to a Spotify podcast that 
opens a Chiquita website game. The playlists, 
which range from trending tunes and hits from 
the past to mood music and singalongs, give 
Chiquita a touchpoint with Spotify’s base of 248 
million active monthly users in need of mood 
elevation during the pandemic.

In a semi-related move, the “Miss Chiquita” 
icon was taken off  the logo on the company’s 
classic blue sticker as part of a global eff ort 
(amplifi ed mainly through Twitter) to support 
social distancing.

P2P Toolkit
A roundup of technology-driven tools that drive consumer understanding, 
engagement and conversion on every step of the path to purchase.

Bill Schober is Editor Emeritus of Path to Purchase IQ. He’s been associated with the 
Institute since 1994, covering all aspects of consumer marketing with a special em-
phasis on the shopping experience. He welcomes any questions, comments, requests 
or pitches about P2P Toolkit, and can be reached at bschober@ensembleiq.com.
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One behavior that just might endure post-pandemic is the neighborhood social-
distancing cocktail hour. Oscar Mayer hopped onto this trend quickly, declaring May 

2 “#FrontYardCookout” day. Kraft-Heinz will monitor the number of tweets using the 
hashtag during the promotion and donate a like number of meals to Feeding America.

Despite countless surveys and 
seminars over the years, “Reports of 

the death of paper coupons have been 
greatly exaggerated,” to paraphrase 
Mark Twain. But now digital-couponing 
giant Ibotta is taking its shot, using some 
heavy artillery. In late April, the Denver-
based mobile rewards and payments 
platform launched a sustainability event 
to spotlight the “37,000 trees wasted 
every day on unused paper coupons.” 
Ibotta partnered with Trees for the Future 
to plant up to 1 million trees during a 
monthlong sustainability campaign, 
featuring a real-time tree tracker on its 
website to show its progress.

Ibotta is also summoning the 
support of a coalition of 20-plus CPG 
brands, using special cash-back offers 
and promotions. Danone, Edgewell 
Personal Care, Nestle, New Belgium 
Brewing, Pacific Foods and Post 
Consumer Brands are among 
participants.

In semi-related news, Winston-
Salem, North Carolina-based Inmar 
has announced it will be combining its 
digital promotion platform with Ibotta’s 
performance-based promotional 
content. Ibotta thus becomes the 
first content-technology “Platform 
Accelerator” in Inmar’s “Innovator 
Ecosystem.” 

Shopify kicked off May with the release 
of “Shop,” a “first-of-its-kind” mobile 

shopping app designed to unify all stages 
of its services, from product discovery and 
personalized recommendations to payment and 
package delivery tracking. (It’s a great app name 
as long as it doesn’t get buried under a pile of 
search results.) During its launch on the iTunes 
store, it came up instantly as the first result. 

The Shopify commerce platform features 
more than 1 million (mostly local) businesses 
in more than 175 countries, along with 
participation by prominent brands such as 
Allbirds, PepsiCo and Staples. As part of the 
release, the “Arrive” app (which Apptopia says 
is the delivery tracker most often downloaded 
by quarantined shoppers) was integrated into 
the “Shop” app, along with “Local Filters,” which 
helps users discover nearby merchants; “Shop 
Pay,” a checkout system that works across all 
brands; and “Customized Recommendations,” 
which alerts users to new releases and deals. 

What’s the opposite of a “doorbuster”? 
Social distancing, as retailers slow store 

traffic to minimize contagion. 
But what about retail employees and brand 

distribution personnel? BeverageX, a supply-
chain management startup based in Denver, 
believes it has a machine-learning social-
distancing tool that can help reduce workers’ 
in-aisle exposure as well. It launched a Web-
based application that enables off-premise 
retailers to share inventory data for analysis via 
algorithms to ID and group products that are 
likely to stock out. The software, already rolled 
out at Colorado’s Big Bear Wine & Liquor chain, 
enables distributors and suppliers to “manage 
by exception” and reduce their employees’ 
time in store aisles by not having to count 
inventory or verify sales performance for items 
without issues. Proactive communication 
alerts are triggered for products that require 
immediate attention. In late April, BeverageX 
announced that off-premise retailers and 
distributors nationwide can access the service, 
and that the company is waiving all fees while 
COVID-19 guidelines are in place.
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Great companies need great women

E ntry and mid-level women are leaving our industry at nearly twice the rate of men — 
senior-level women are leaving at nearly four times the rate of men.* NEW provides 
solutions that retain and develop great women leaders. Our learning programs, career 

development, conferences and local events help tens of thousands of women advance each 
year. Our insights, best practices and advocacy help transform organizations and create a better 
industry workplace for all. Join our movement today at newonline.org. 

Caetlyn Roberts
Giant Food

Download our report
The Female Leadership Crisis
Why women are leaving 
(and what we can do about it)
newonline.org/crisis Advancing all women. It’s just good business.

*

The Dole Food Co. will launch blockchain product 
tagging and other “advanced traceability solutions” 

across its tropical fruits, fresh vegetables and other diversifi ed 
products business divisions by 2025. Dole is undertaking a 
system-wide redesign of how it traces its food and identifi es 
trouble spots in the supply chain as part of its association with 
Walmart, the IBM Food Trust and other partners. According to 
a company report, “Blockchain cuts the average time needed 
for food safety investigations from weeks to mere seconds,” 
enabling instantaneous tracking back through the supply 
chain, and “giving retailers and consumers confi dence in the 
event of a recall.” Dole has shared blockchain data already with 
several retail customers, using security measures that limit the 
dissemination of proprietary information. 

“Distributed data” not only makes investigations more 
nimble, the company says, but the data can even be shared 
with shoppers. Eventually, the company will off er scannable 
vegetable packages that track the product’s “journey from farm 
to store shelf.”

“Porch Pirates” who snatch Amazon deliveries off  front stoops 
aren’t on the FBI’s “Most Wanted” list – yet. The New York Times

says 1.7 million packages are stolen or go missing every day (90,000 
a day in New York City alone). Well, guess what: Drone pirating may 
be next.

In November, IBM won a patent for “Preventing anonymous theft 
by drones.” In this software solution, an IoT sensor is placed on a 
package and is triggered if, after the package has been delivered 
and left on a doorstep, it detects a change in altitude far above what 
would be expected – i.e., it is suddenly grasped and lifted up, up and 
away by a pirate drone. The sensor will track the package’s altitude, 
store the info on a blockchain platform and then send its location to 
the intended recipient. Using blockchain, IBM says, allows disparate 
trusted entities such as the merchant and shipping company to 
input the package’s whereabouts.

In early April, Eka Software Solutions released “COVID-19 
Risk Monitoring,” a free app designed to give customers 

visibility into supply chain risks by showing a company’s contract 
positions across those countries with reported cases of the 
virus. The app’s cloud platform uses blockchain, AI and machine 
learning to visualize and anticipate which contracts are at risk and 
identify alternate suppliers to maintain business continuity. Using 
advanced machine-learning analytical algorithms, customers can 
continuously assess the impact on inventory across geographies, 
commodities, business partners, customers and suppliers. Eka has 
pledged to make the app available free of charge for 90 days. 

32-35-P2PIQ_toolkit.indd   34 5/20/20   11:04 AM



Great companies need great women

E ntry and mid-level women are leaving our industry at nearly twice the rate of men — 
senior-level women are leaving at nearly four times the rate of men.* NEW provides 
solutions that retain and develop great women leaders. Our learning programs, career 

development, conferences and local events help tens of thousands of women advance each 
year. Our insights, best practices and advocacy help transform organizations and create a better 
industry workplace for all. Join our movement today at newonline.org. 

Caetlyn Roberts
Giant Food

Download our report
The Female Leadership Crisis
Why women are leaving 
(and what we can do about it)
newonline.org/crisis Advancing all women. It’s just good business.

*

32-35-P2PIQ_toolkit.indd   35 5/20/20   11:04 AM



June 2020 | 36 | pathtopurchaseiq.com

StoreSpotlight

Patel Brothers is the largest Indian grocer in the U.S., with more than 50 stores in 
19 states. Mafat and Tulsi Patel opened the � rst store on Devon Avenue in Chicago 

in 1974. From there, the brothers and their families gradually expanded nationwide in 
response to the growing Indian population across the U.S.

True to its tagline of “Celebrating our food … our culture,” the retailer carries a variety of 
Indian and Middle Eastern food products made internationally and locally. An assortment 
of national brands is also available. In-line, Patel stocks SKUs from the U.S. and international 
subsidiaries of global manufacturers. Examples include Unilever’s Hellmann’s mayonnaise 
sharing shelf space with Hindustan Unilever Limited’s Kissan jam.

To address the COVID-19 pandemic, Patel Brothers temporarily closed all of its locations 
from March 30-April 8 before reopening with limited hours and enhanced safety protocols. 

The retailer makes clear on posters that a mask is required to enter the store. Disposable 
gloves are recommended and o� ered upon arrival near a hand sanitizer dispenser in the 
foyer.

If you consider the transient nature of my 
shopping visits, this approach saves me a lot 
of time, considering that every store is new 
to me and � nding products on my shopping 
list can be a bit of a challenge. 

Patel 
Brothers-

branded posters 
and � oor clings with 
social distancing guidelines are posted 
throughout the store. Some of the messaging 
asks shoppers to “Spread joy, not rumors” and 
contact the retailer directly with any questions 
or concerns. Another poster asked customers 
not to hoard and cautioned that purchase 
limits might be implemented on staple foods.

Patel Brothers
BY CHAR LI E M E N CHACA

branded posters 
and � oor clings with 
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Behind the produce department is Patel’s Fresh Kitchen, o� ering Zabiha Halal meat 
and other food prepared to order.

Lower permanent 
shelves under the 

fresh produce displays are 
stocked with brands such as 
All Market’s Vita Coco and 
Domino Foods’ � agship.

The retailer employs 
digital price signs in 

its refrigerated section and 
also along the side of an 
aisle devoted to rice.

Store locations 
were fairly light on 

freestanding displays before 
the pandemic. Previously 
spotted � oorstands and 
a basket stand with free 
fruit near the exit were 
presumably removed to 
allow more space between 
shoppers. One example in 
the produce department 
was a dedicated � oorstand 
for Tajin seasoning out� tted 
with bilingual side panels 
and a header plugging a 
#TajinMoments campaign.
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More Online
Path to Purchase Institute members can see more Patel Brothers 
store photos in the image vault at P2PI.org.

At checkout, masked 
cashiers assist shoppers 

behind partitions. The 
displays here carry Frito-Lay 
snacks as well as candy from 
Ferrero, Mars and Mondelez 
International.

A majority of the packaged 
goods is comprised of store 

brands from Raja Foods, which 
started as Patel’s procurement 
division and grew into its own 
company. The main Patel Brothers 
brand is Swad, a Hindu word for 
“taste.” The retailer’s grocery carts 
also are branded Swad with the 
tagline “Best Taste in Town.”
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Path to Purchase Solutions Guide

COMPANY/WEBSITE
PL ATFORM/
PRODUCT

KEY CLIENTS UNIQUE FEATURES/BENEFITS

Aki Technologies 
www.a.ki

Moment 
marketing

• Clorox 
• Johnson & Johnson  
• Red Bull

Through moment marketing, Aki delivers personalized advertising 
that aligns with consumer preferences and ad receptivity in the 
moment across mobile, desktop, connected TV and digital out-of-
home to deliver better consumer experiences and revolutionary 
business results.

Breaktime Media 
www.breaktimemedia.com

Breaktime 
Engagement 
Platform

• General Mills
• J.M. Smucker
• SC Johnson

Breaktime connects shoppers and brands through bite-sized and 
engaging commerce-focused content that can live all along the path 
to purchase. Breaktime reaches 36 million monthly shoppers and can 
activate against individual or multiple retailers.

BrandShare 
www.brandshare.us

Connected 
Sampling

• Ferraro
• L’Oreal
• Unilever

Brandshare creates omnichannel brand experiences to accelerate 
purchase conversion. Through curated subscription boxes, loyalty 
programs and e-commerce sampling with digital connectivity, 
Brandshare engages millions of consumers monthly, connecting 
brands to their target consumer.

Consumer Engagement Tools   
The following is a comparison chart of 
23 companies providing digital solutions 
that help consumer goods manufacturers 
and retailers connect with consumers in 
shopping mode, both in-store and online. 
For more information about these and 
other consumer engagement solution 
providers, visit P2PI.org.

 * Information compiled by Path to Purchase IQ
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COMPANY/WEBSITE
PL ATFORM/
PRODUCT

KEY CLIENTS UNIQUE FEATURES/BENEFITS

Catalina 
www.catalina.com

Digital Place-
Based Network Did not provide

Partnering with Starlite Media, Catalina is providing large-format, 
full-motion digital signage by entrances of grocery/drugstores to 
help retailers and brands deliver more compelling, personalized 
experiences at the outset of in-store shopper journeys.

*CoOptions Sampling 
Store
www.samplingstore.com

Lifestyle 
Product 
Sampling

• Kraft-Heinz
• Procter & Gamble  
• Unilever

CoOptions is focused on active/healthy lifestyle sampling with 
brands that meaningfully engage consumers along their wellness 
and passion paths. Its points of difference include in-depth 
consumer research, professional-grade geolocation of sampling 
touchpoints around key retail account locations, and strategic 
marketing capabilities.

Fandango 
www.fandangorewards.com

Fandango 
Rewards

• Johnson & Johnson 
• Monster Energy 
• Unilever

Fandango helps clients launch a points-based loyalty program 
consumers will enjoy. Its portfolio of products extends to movie, 
shopping and lifestyle rewards providing something for everyone 
in a unique, mobile-friendly web-based product.

Fetch Rewards
www.fetchrewards.com

Fetch Rewards
• General Mills 
• Kimberly-Clark 
• Unilever

Brands leverage category exclusivity on the Fetch mobile platform 
to foster a 1:1 relationship with consumers. This unique, retailer-
agnostic approach combines digital promotion, sampling and 
survey to drive trial and loyalty.

Freeosk
www.freeoskinc.com

Freeosk 
In-Store 
Engagement 
Platform

• Bayer AG
• Kellogg’s 
• Procter & Gamble

Freeosk’s consumer engagement platform transforms in-store 
experiences into cross-channel relationships. Its 1,300 interactive 
kiosks nationwide reach more than 25 million consumers weekly. 
Brands build direct relationships with curious shoppers through 
in-store media, automated trial, and digital marketing.

*Frontline Marketing 
frontlinemarketing.com

Perimeter  
Display  
Programs

Not available

Frontline is a specialized retail marketing, merchandising 
activation and media company. Its proprietary, turnkey Perimeter 
Display Programs drive incremental sales for CPG brands at 
top national grocery retailers across the U.S. including Kroger, 
Albertsons Cos., Ahold Delhaize and Southeastern Grocers.

*GroundTruth
www.groundtruth.com

Ads Manager/ 
Demand Side 
Platform, 
Blueprints/
Mapping 
platform

• Kraft-Heinz 
• PepsiCo 
• Procter & Gamble

GroundTruth’s mobile location advertising platform is powered 
by a proprietary Blueprints mapping technology and patented 
location signal verification algorithm. The platform allows 
advertisers to create shopper audiences, target them in real time, 
and drive real results.

*Ibotta 
cpg.ibotta.com

Ibotta Not available

Ibotta has provided millions of dollars in cash back rewards to 
shoppers on their everyday purchases. For brand and retailer 
partners, Ibotta is an efficient way to generate incremental 
purchases on a pay-per-sale mobile platform.

Inmar Intelligence 
www.inmar.com

Inmar Retail 
Engagement 
Platform

Did not provide

Inmar provides an integrated, data-driven platform powered 
by a unique data spine connecting retailers and brands with 
modular to full-service solutions across media, promotions 
and e-commerce. The company delivers targeted reach and 
measurable, sales-driving consumer engagement solutions. 

*Insignia Systems
www.insigniasystems.com

Insignia POPS 
with Price, 
Equity Signs

Not available

Insignia offers a wide variety of in-store signage that can be 
seamlessly executed in one of the largest national retail networks 
that spans thousands of stores. Additional engagement solutions 
include tearpads, IRCs and neck hangers.

  *Information compiled by Path to Purchase IQ
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COMPANY/WEBSITE
PL ATFORM/
PRODUCT

KEY CLIENTS UNIQUE FEATURES/BENEFITS

Merkle
merkleinc.com

New Stream 
Media, 
RAL Retail, 
Amazon, M1, 
4Cite

• Anheuser-Busch 
• Coca-Cola 
• Johnson & Johnson

Merkle is a leading global performance marketing agency with 
a 32-year record of helping brands deliver hyper-personalized 
customer experiences. Data, analytics, and technology underpin 
people-based marketing strategies that build customer 
relationships and drive competitive advantage.

*News America  
Marketing 
www.newsamerica.com

SmartSource Not available

News America Marketing’s in-store media options span more 
than 60,000 stores in the U.S. and Canada while its direct-home 
incentive program has a circulation of more than 60 million 
through nearly 2,000 publications. It also has an extensive digital 
media network.

Prodege
www.prodege.com

Shoply, 
Powered by 
Prodege

• Bayer
• 3M

Shoply is an innovative solution for driving brand engagement, 
moving units and exploring the why behind the buy. Shoply’s 
next-generation approach results in powerful real-time insights, 
an improved experience and loyal consumers. 

Quotient
www.quotient.com

Quotient
• Clorox
• General Mills
• Procter & Gamble

Quotient connects retailers and CPG brands with consumers 
through personalized digital media and promotions, targeted 
via proprietary shopper purchase and intent data. The company’s 
technology platform includes its Quotient Promotions Network, 
social influencer, e-commerce and digital out-of-home media, and 
Retail Performance Media.

*Shopkick
shopkick.com

Shopkick Not available

One of the longest-operating shopper rewards apps, Shopkick 
provides consumer engagement across the full path to 
purchase. The platform drives store visits, center aisle traffic 
and incremental sales. The pay-for-performance pricing model 
delivers ROI at levels above industry norms.

ShopperBridge Inc. 
www.shopperbridge.com

ShopperBridge
• Colgate-Palmolive 
• General Mills
• Procter & Gamble

ShopperBridge is a digital advertising solution that uses precise 
latitude/longitude targeting to connect brands with shoppers to 
drive measurable sales lift. The primary offering is in-app mobile 
advertising which reaches shoppers in store in real time, plus pre-
shop and post-shop retargeting.

*SmartCommerce
www.smartcommerce.com

Click2Cart Not available

Click2Cart removes the friction that has limited the potential 
for digital impulse purchases for brands. Ads, social media, 
websites, videos, etc., that once built only awareness are now 
direct e-commerce response points driving millions of dollars of 
products into retailer carts.

Snipp Interactive
www.snipp.com

SnippCheck 
– Transaction 
Processing 
Platform

• Kellogg’s
• L’Oreal
• Starbucks

Snipp is a global loyalty and promotions company with a focus 
on fostering meaningful brand relationships through disruptive 
engagement solutions. Its shopper marketing programs generate 
unique first-party data that help build robust, proprietary data 
sets to enable intelligent decision making.

TPG Rewards
www.tpgrewards.com

TAP Don’t 
Touch Mobile 
Engagement

• Kellogg 
• Keurig Dr Pepper 
• Johnson & Johnson

In a world where distance and “don’t touch” is prevalent, TAP 
Don’t Touch Mobile Engagement enables brands, retailers and 
restaurants to engage consumers digitally with a simple tap on 
their phones. The platform is app-free and available on all late-
model phones (iPhone, Android).

Valassis
www.valassis.com

Valassis
• Clorox Co.
• Revlon
• Unilever

Valassis turns intent into action using predictive intelligence. 
Every day, Valassis converts billions of data points into 
meaningful engagement across multichannel media, 
transforming the way brands motivate consumers, optimize 
campaigns, and drive measurable results.

  *Information compiled by Path to Purchase IQ
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NEW Horizons

Equal Pay for Equal Work
BY SAR AH ALTE R

last century, women are still doing more 
unpaid housework than men. According to 
CNBC, if men and women were compensated 
for housework at the average American pay 
rate of $26.82 an hour, “men would earn an 
extra $469.35 a week, and women would 
earn an extra $761.69 a week – which comes 
out to nearly $40,000 a year.”

Debates that play out on the public stage 
remind us that preconceptions are still very 
much in the way of pay equity for women. In 
the � ght for pay equity between the women’s 
and men’s U.S. soccer teams, U.S. Soccer has 
argued that “The job of a [men’s national team 
player] carries more responsibility within U.S. 
Soccer than the job of a [women’s national 
team] player.” This despite the fact that the 
U.S. Women’s National Soccer Team is, without 
a doubt, the better team. According to CNN, 
the women’s team “[has won] four World Cups 
and four Olympic gold medals – while the 
furthest the men’s team has advanced in the 
World Cup was the 2002 quarter� nals. And 
the men’s team failed to qualify for the 2018 
World Cup.”

Right now, the Institute for Women’s 
Policy Research cites that at the current rate 
of change, it will take until 2059 to achieve 
parity in pay between men and women. 
Even worse, the research states that “a girl 
born in the United States in 2017 has a life 
expectancy of 87 years. In 2082, when she 
turns age 65, a wage gap will still remain in 
13 states.” 

We cannot accept this crawl toward 
equality. All working women, no matter 
where they are in their careers, no matter 
what industry they work in, need to be paid a 
fair wage to create tangible change. 

WHAT NEEDS TO CHANGE?
Change could come in many forms, including 
raising the minimum wage. The National 
Women’s Law Center notes that women 
represent “six in 10 minimum wage workers. 
... Today, the federal minimum wage is just 

$7.25 per hour, and full-time earnings 
of $14,500 a year leave a family of three 
thousands of dollars below the federal 
poverty line.”

But action doesn’t start and end with 
policy. Action starts with you – right here, 
right now. 

Leaders can advocate for important 
access to childcare for working mothers. 
A New York Times article on the subject, 
simply titled “The Gender Pay Gap is 
Largely Because of Motherhood,” states 
that “Some women work less once they 
have children, but many don’t, and 
employers pay them less, too, seemingly 
because they assume they will be 
less committed.” Paid childcare is one 
potential solution to discriminatory pay 
for mothers, who earn even less than the 
total average for women – a shocking 69 
cents on the dollar.

If you’re a woman in the workforce, you 
can start by negotiating for better pay, and 
advocating for pay transparency in your 
workplace. If you’re a company leader, 
even better: You may be able to institute 
transparency in your workplace yourself. 
Data has shown that banishing the secrecy 
that has often hidden rates of pay from 
workers can reduce or eliminate the gender 
pay gap within organizations. If you can 
make it happen, open salary policy could 
be a game changer for your organization – 
and for pay equity in general.

KICK GLASS
In the Network of Executive Women’s 
proprietary study on women in the 
workplace, “Kicking Glass,” we noted a few 
other things that company leaders can do 
to encourage pay. Remove any reference 
to pay history when setting salaries for 
employees – female employees were 
likely underpaid at their last position, so 
don’t let that a� ect what they get paid at 
your organization. Ensure that maternity 
and disability leave doesn’t a� ect the 
advancement of your employees. Family-
friendly and � exible policies allow 
women to build their careers without the 
stigma. And don’t forget to lean on the 
data. Turnover analysis and engagement 
surveys can uncover barriers to equal pay 
and retention.

The name of the game is resilience. IQ

“Equal pay for equal work” – the constant 
refrain of working women from the early 
19th century. This powerful motto speaks 
to the simple fact that no one should be 
paid less for their work on the basis of 
gender. 

Yet, almost 60 years after the Equal Pay 
Act of 1963, women in the U.S. still make 
just 82 cents for each dollar made by their 
male counterparts. March 31 was Equal 
Pay Day, a time to recognize and decry this 
discrepancy. On Equal Pay Day, we asked, 
“Why?” and, “What needs to change?”

WHY DO WOMEN MAKE LESS?
According to the World Economic Forum, 
there is no simple answer. One major 
contributing factor, however, is that 
occupations dominated by women tend to 
pay less. “Around the world, occupations 
like teachers pay less than occupations 
like engineers. So gender di� erences 
in occupational choice a� ect gender 
di� erences in earnings,” says the WEF. 

Throughout history, women commonly 
have been pushed into “low-value” work. 
In a recent article in Time, an expert noted 
that “historically, we have undervalued 
care work because it has been seen as 
very feminine. And we tend to undervalue 
feminine jobs that involve care.”

Another contributing factor is 
housework. Though we pride ourselves 
on the strides women have made in the 

 Sarah Alter is 
president and CEO 

of the Network of 
Executive Women, 

a learning and 
leadership community 

representing 12,400 
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the United States and 

Canada. Learn more 
at newonline.org.
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high-traffi  c stores. The dividers also serve to 
protect employees.

Syndigo Adds More DAM Prowess 
with Kwikee
Syndigo has acquired Kwikee, a 
management and distribution platform 
for branded product content, from sgsco.

Kwikee enhances Syndigo’s global 
footprint by providing expanded DAM 
and distribution capabilities, as well as 
incremental content creation tools to 
support both the digital and in-store 
content strategies for clients.

Kwikee’s API powers such shopper-
facing apps as Jet, Instacart, Shipt, Ibotta 
and Flipp. Packaged goods clients include 
Kellogg’s, Kraft Heinz, Johnson & Johnson, 
Nestle and Anheuser-Busch.

Videotel Digital Off ers Non-Touch 
Interactive Solution
In response to the pandemic, Videotel 
Digital is releasing a hands-free video 
product called “Wave to Play.” With no 
touchscreen required, a monitor attracts 
passersby with seamlessly auto-looped 
information. Additional content is then 
triggered with a mere hand wave. Used 
in tandem with Videotel Digital’s 4K VP90 
or 4K VP71XD industrial digital media 
players, the Wave to Play product can be 
used with a single sensor or connected to 
multiple units.

Shipt Off ers Digital Coupons 
via Quotient
Quotient Technology is partnering with 
Shipt to launch digital coupons for groceries 
and household essentials to customers 
through the Shipt website and app.

Quotient is enabling Shipt for the fi rst 
time to provide national manufacturers’ 
coupons from CPGs including Bayer 
HealthCare, Kimberly-Clark, Colgate-
Palmolive and Johnson & Johnson.

To use the program, new and existing 
customers log on to their Shipt account 
and select the retailer from which they 
wish to shop. Coupons appear as they 
browse and on product pages. Once 
selected, coupons are redeemed when 
items are purchased and delivered by a 
Shipt shopper.

Customers also are able to clip coupons 
in the Savings tab in the Shipt app. As 
Shipt continues to grow its network 
of 90-plus retailers across more than 
5,000 U.S. cities, Quotient is expanding 
its retailer network with the goal of 
delivering value to online customers and 
driving e-commerce sales for brands and 
retailers.

Ibotta and Brands are ‘Here to Help’
Denver-based mobile rewards platform 
Ibotta is partnering with multiple CPG 
brands to launch a “Here to Help” 
campaign designed to help consumers 
stretch their dollars further during the 

pandemic. Ibotta and its brand partners 
are committing more than $10 million in 
dedicated cash back off ers on grocery and 
consumables to consumers in the U.S. via the 
Ibotta platform. Among the participating 
brands are Tic Tac, Kellogg’s, Huggies Pull-
Ups, Flipz and KIND.

When Ibotta users purchase participating 
brand items, they immediately receive cash 
back in their account, which they can send 
to PayPal or redeem for gift cards at stores 
including Walmart and Amazon.

Peachtree Packaging’s In-Store Dividers 
Promote Social Distancing
Peachtree Packaging & Display is 
manufacturing in-store dividers for retailers 
that promote social distancing. The dividers 
aim to create a safer environment for 
customers in response to COVID-19. 

The corrugated dividers provide visual and 
physical cues to encourage customers to stay 
at least six feet apart. The dividers are eye-
level and include custom-shaped extensions 
to complement current store fi xtures. The 
displays are sturdy, easy to assemble and 
light enough to move to diff erent locations 
based on the needs of businesses.

For instance, grocery stores can use the 
dividers to section high-traffi  c open stock 
areas, such as those for produce, meat or dairy. 
They can also be used to enforce distancing 
guidelines in long lines or as markers in aisles to 
promote safe shopping practices.

Along with being a physical reminder, the 
dividers can display key brand messages, 
plus tips for safe shopping. Clear messaging 
can help reduce ambiguity and alleviate the 
stress that shoppers might face when visiting 
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#TheGreatAmericanTakeout campaign, 
which was designed to increase 
awareness and participation in support of 
restaurants nationwide.

In addition to expedited creative 
and development builds, every Quick 
Pick program includes PrizeLogic’s 
services and benefits such as program 
rules, bonding and registration, winner 
selection, CCPA compliance and security.

Vibenomics Raises Cash,  
Adds Kwik Trip as a Client
Vibenomics, a location-based audio 
out-of-home advertising and experience 
company, has raised $6 million in Series A 
funding to further its momentum in the 
advertising market. 

BIP Capital led the funding round, which 
brings Vibenomics’ total company funding to 
$13.5 million. The funds largely will support 
the expansion of convenience stores and 
grocery retailers in the Vibenomics Audio 
Out-of-Home Advertising Marketplace.

In addition to the funding, Vibenomics 
recently welcomed several key brands to 
its customer base, including convenience 
store chain Kwik Trip. When Vibenomics 
approached the Kwik Trip team, Mark 
Meisner, the chain’s director of marketing 
and advertising, reportedly said the 
technology and revenue model was 
something he’d never seen in the space 
before. Other national retailers were 
expected to be unveiled by summer.

To learn more about Vibenomics, turn 
to page 11. IQ

Clean Energy Company Develops 
Hands-Free Handle
Finnish clean energy company Fortum 
is piloting a sustainable hands-free door 
handle made of recycled plastic in an effort 
to prevent further spread of COVID-19.

The door handles were installed at sites 
under S Group, Finland’s largest retailer, to 
gather user experience for further product 
development. The handles can easily be 
added to existing door handles, allowing 
shoppers to open doors with their arm 
without using their palms and fingers.

Catalina Debuts Cross-Solution In-
Store Partner Media Network
For the first time in its 37-year history, 
shopper intelligence company Catalina 
provided access to its exclusive in-store 
media network (reaching 91 million U.S. 
households) to other leading solution 
providers in the consumer products 
promotions industry. 

The Catalina In-Store Partner Media 
Network allows companies like Insignia 
Systems, Valassis and Valpak to work 
with Catalina to distribute valuable 
savings and promotional offers to 
consumers nationwide. Additional 
partners are expected to be announced 
in the coming months.

The companies can tap into and leverage 
Catalina’s personalized in-store media 
network spanning 23,000 U.S. retail stores 
and 311,000 checkout lanes with their 

own awareness and promotions platforms, 
including: shelf displays; digital displays; 
free-standing circulars and direct mail; digital 
demand-side platforms; and mobile and 
desktop properties.

Numerator Launches Canadian 
Consumer Insights Panel
Data and tech company Numerator launched 
the Numerator Canadian OmniPanel, the 
company’s first omnichannel consumer 
insights panel for Canada.

The Canadian OmniPanel gathers shopping 
and brand behavior data across 15 retail 
channels (including online) from individual 
panelists, with a focus on fast-moving goods. 
This coverage gives brands and manufacturers 
access to what Numerator claims are 
previously unreported insights, notably as 
behavior shifts from buying at traditional 
mass, drug and grocery stores to non-
traditional channels including e-commerce. 

The launch comes at a time when online 
shopping is experiencing a dramatic boost 
brought on by the COVID-19 pandemic. 
Numerator uses advanced technology and 
a gamified mobile app to collect data on 
consumers, resulting in more trips captured. 

PrizeLogic Unveils Turnkey  
Promotion Solution
PrizeLogic unveiled a set of turnkey 
promotion solutions built for speed and 
efficiency called Quick Picks.

The initial four Quick Pick program options 
are: Sweepstakes, User-Generated Content, 
Social Hashtag Sweepstakes Promotions and 
Gift with Purchase. 

Each Quick Pick program offers 
executional flexibility and cost savings with 
an expedited timeline. This was exemplified 
by the social hashtag sweepstakes for 

Send your solution provider  
news – new products, projects, 
programs and technologies –  
to Charlie Menchaca at 
cmenchaca@ensembleiq.com.
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Personnel Appointments

merchant, was named executive in 
residence – transformation o�  ce. 
He is tasked with helping guide and 
accelerate the development of solutions 
across marketing, commerce and 
operations to facilitate and accelerate 
the industry’s digital transformation. 
As a member of the transformation 
o�  ce, Baird works closely with senior 
leadership and the C-suites of clients to 
identify, prioritize, guide and mentor 
opportunities for critically needed 
innovation. 

Myxx, Cary, North Carolina
Jamie Howard, former director 
of engineering for Ford company 
TransLoc, was named chief technology 
o�  cer. In the role, Howard aims to 
bring innovation, leadership and an 
engineering mindset to the company. 
While at Transloc, Howard successfully 
led the company through funding, 
acquisition and integration. IQ

BRAND MARKETERS
Clif Bar & Co., Emeryville, California
Sally Grimes, former Tyson Foods 
group president, was named Clif Bar 
CEO. Grimes is applying her 25 years of 
experience as a food industry leader to 
Clif’s purpose-driven “Five Aspiration” 
business model, focusing on sustaining 
people, community, planet, brands and 
business. Clif Bar founders, owners and 
previous co-CEOs Gary Erickson and Kit 
Crawford remain on the company’s board 
of directors. 

RETAILERS
Walmart, Bentonville, Arkansas
William White, former senior vice 
president of marketing at Target, was 
named Walmart CMO. White, a former 
Coca-Cola Co. executive, joined Target 
in 2013 and oversaw category and brand 
marketing, including the retailer’s “Target 
Run” campaign. He reports to chief 
customer o�  cer Janey Whiteside.

Weis Markets, Sunbury, Pennsylvania
Weis Markets promoted Brian Bosworth 
to senior director of center store 
merchandising and sales. Bosworth 
oversees dry grocery; general merchandise; 
health and beauty care; frozen; dairy; 
grocery; beer, wine and spirits; and center 
store � eld merchandising. Weis also 

promoted Ashley Odom to director of center 
store merchandising. Odom oversees day-to-
day management of frozen, dairy, and beer, 
wine and spirits. She joined the company in 
2018 as senior category manager for adult 
beverages. She previously worked in category 
management positions at Albertsons and 
Supervalu. 

SOLUTION PROVIDERS
Catalina, St. Petersburg, Florida
Robert “Bob” Reich joined Catalina as 
chief � nancial o�  cer. As a member of the 
company’s executive committee, Reich 
reports directly to CEO Wayne Powers. For 
the last � ve years, Reich served as EVP and 
CFO of Tampa-based Syniverse Holdings, 
Inc., a global software and services provider 
connecting mobile network operators and 
enterprises in nearly 200 countries. 

Inmar Intelligence, Winston-Salem, 
North Carolina
Spencer Baird, former Peapod chief 
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Retail Intel

Retailers Support 
At-Home Premiere 
of ‘Trolls World Tour’

BY PATRYCJA MALI N OWS K A & SAMANTHA N E L SO N

products by character as well as 
categories including toys from brands 
such as Hasbro and Lego Group’s � agship, 
home decor, party supplies, Walmart 
exclusives, snacks, books, costumes and 
electronics. The destination also dangled 
a $10 Walmart e-gift card with purchase of 
a “Trolls World Tour” toy and rental movie 
bundle.

Walmart additionally leveraged 
family in� uencers to promote and 
participate in the watch party, and 
paid to elevate supporting Twitter 
updates plus the watch party hashtag 
on the social platform. Other support 
included carousel and banner ads 
running on the walmart.com home 
page in the days leading up to the 
watch party, as well as a mobile push 
noti� cation deployed on April 9.

In stores, Walmart stocked licensed 
merchandise on themed pallet trains 
that showed up in Action Alley in April. 
“Trolls World Tour” items from Lego 
were also spotted in the retailer’s toy 
department as early as February.

Elsewhere, Target also rolled out 
several exclusive SKUs tied to the � lm. 
Marketing support for the licensed 
items included a full-page feature in 

the mass merchant’s April 26 circular that 
plugged an exclusive Poppy’s Stylin’ Pod 
toy and an exclusive vinyl soundtrack for 
the musical. The feature also incentivized 
preorders of the � lm on Blu-ray or DVD by 
dangling exclusive wristbands.

A dedicated e-commerce shop within 
Target.com spotlighted additional 
exclusives including a “Dance Party 
Edition” DVD/Blu-ray combo, a Bluetooth 
karaoke set and a caterpillar bus set from 
Lego. The online store also grouped 
together apparel, toys and other licensed 
products from brands including Mondelez 
International’s Oreo, Procter & Gamble’s 
Pampers and Hallmark Cards’ Crayola. 
Sponsored Google search ads additionally 
linked to e-commerce pages for speci� c 
SKUs.

Streaming via Vudu as well as 
FandangoNow, Amazon Prime, Comcast, 
Apple TV, YouTube and DirectTV Now, 
the � lm set the record for most streams 
on a single day as well as across a release 
weekend, according to reports. IQ

Walmart adjusted its marketing plan 
to back the digital rental release of 
DreamWorks Animation’s “Trolls World 
Tour” amid the coronavirus pandemic 
that has shut down most movie theaters.

Distributor Universal Pictures had 
planned to release the � lm theatrically 
on April 10 but in March indicated that, 
in a � rst-of-its-kind move, it would 
simultaneously make the � lm available 
for rental on digital platforms. With only a 
handful of drive-in theaters remaining open 
across the U.S., most other major � lms have 
instead delayed their release dates.

To support the “at home” premiere, 
DreamWorks o� ered a printable “party 
pack” activity kit and leveraged Twitter 
to organize a live #TrollsWorldTour watch 
party with participation from director 
Walt Dohrn plus the McElroy brothers, 
podcasters who voice characters in the 
� lm.

Walmart got on board, inviting 
consumers to rent the movie at 
reportedly the lowest price point 
available via Vudu – the streaming 

platform the retailer bought 
in 2010 for a reported $100 
million but is now unloading to 
NBCUniversal’s Fandango division for 
an undisclosed amount. The retailer 
also invited consumers to join its own 
Twitter #WalmartWatchParty for exclusive 
footage and trivia as well as participation 
from Kenan Thompson, voice of the Tiny 
Diamond character, and Dohrn. Walmart’s 
event began with an o�  cial “red 
carpet preshow,” a half-hour before the 
“interactive at-home watch party.”

An April 9 email blast from the retailer 
invited consumers to the watch party, 
o� ering up a how-to guide, themed snack 
and recipe ideas, red carpet-ready out� ts, 
DIY photo booth crafts, and makeup and 
hair video tutorials. On April 17, Walmart 
sent another Trolls-themed missive, this 
time promoting licensed “troll-tastic � nds” 
while particularly spotlighting exclusive 
products including a girls pajama set and 
a vinyl soundtrack.

Both emails linked to a Trolls showcase 
within Walmart.com amassing licensed 
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