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IntroductionIntimacy is the only sustainable path to consistent results.The marketing world is in the midst of unprecedented changes thatshatter the core of all the traditional, “proven” marketing models. Thechanges retailers and marketers confront extend far beyond the welldocumented implosion of traditional media to include both consumers and retailers. Quite simply, every part of the conventional worldis in flux with new models yet to be defined. Increasingly, it appearsthat Moore’s Law, which postulates that processing capacity will doubleevery two years, can easily be applied to marketing to describe the speedof change and innovation. Achieving and maintaining, not just a connection, but true intimacy with the shopper, is the new necessity.Why do we say shopper intimacy?Today, although more attention than ever is focused on understandingwhat motivates the shopper, the conversation generally revolves around,shopper insights. We suggest that having insights into your shoppersbuying habits is not enough.For true success, you need intimacy—understanding what your shopperdoes and is going to do in this shopping environment and why. Withthis knowledge, you can better tailor and deliver both your message andoffer to encourage trial and long-term brand loyalty.Shopper intimacy comes from knowing how shoppers actually behaveat retail as revealed in the extensive in-store research, applying psychology and cognitive behavior studies to these observations to understandthe motivation for these behaviors, and then rigorously applying theselearnings throughout the organization in a formal program we call theRetail Ecosystem Analytics Process (REAP).1
Three macro-trends with profound implications for retailers and marketers drive the current market shifts—major demographic shifts, mediachanges, and the maturation of dominant retail concepts. Togetherthese trends have initiated unprecedented and ever-accelerating changethat affects all of us.Demographically, we live in an older society with more concentratedwealth and smaller households that increasingly do not meet the definition of a traditional family. Additionally, a series of dramatic shiftsbetween the older and younger generations can be seen in the growingmulticulturalism of society and the rapid adoption of new technologies by the youngest members of society. The generations meet in theirincreasing consumption of services versus goods, but diverge in theirunderstanding of the personal implications of technology.Together these trends explode the now antiquated notion of a massmarket and destroy the utility of measuring efforts to reach consumersin terms of cost per thousand. The rapid adoption of transformativetechnologies amplifies the demographic trends so that new consumersincreasingly self-define the groups with which they identify and assertcontrol over the information they consume and choices they make.The new consumers expect to find any product in the place they wantto purchase it. They expect universal quality and low costs. They wantproducts and shopping venues that speak to them as individuals andmembers of the groups they create and select.These demographic trends extend to traditional media decimated bythe effects of these shifts. The net is the delivery of fewer consumers fora constantly rising cost through a business model that may not be sustainable as advertisers demand accountability for all expenditures. Thisfocus on accountability extends to every element of the marketing planand means that marketers need to know what their shoppers had theopportunity to see, what they actually saw, and whether that interactionculminated in a sale.In the retail world, the dominant shopping formats have matured andexpanded across the developed geographies so that the metric for developed markets is now same-store sales, and store count growth is predominantly driven by expansion in developing economies. The focuson same-store sales performance results in assortment expansion into2Shopper Intimacy
high-traffic categories to spur more store visits and the growth of privatelabels to capture higher margins per transaction. As with media, eachinvestment is tested against its return to the bottom line.The inter-related strands of shopper diversification and empowerment,mass media implosion, and retail maturation converging at a time ofgreat economic distress creates a major inflection point that shifts moreattention to the marketing activity at retail.Unfortunately, although leading practitioners recognize these shifts,they also acknowledge that their organizations lack crucial pieces ofunderstanding in the areas that are most critical to driving greater success in the marketing at retail arena. These leading practitioners agree onan ideal model in which marketing research and insights generated froma steady stream of measurement data and performance metrics for retaillead to the development and execution of well-defined strategies thatengage shoppers, close sales, and ultimately create the brand loyalty thatunderpins brand equity (see Figure I.1). At the same time, they ruefullyadmit that they are unable to effectively execute against it.Marketing-at-Retail ModelEquityLoyaltyConversionShopper EngagementMessage Was SeenOpportunity to SeeExecution/PlacementMedia Plan DevelopmentMarketing Research and InsightsFigure I.1 REAP Design ProcessThis book seeks to provide the data, tools, and methodology that provide the missing links for implementing this model and increasing retailsuccess.Introduction3
Our shopper intimacy program promises to bring together the worlds ofretailers and marketers in the place where they meet with the shopper.Intimacy drives consistent retail results, and to achieve intimacy, we takea journey in five phases: Market intelligence on shopper behavior at retail Behavioral research to unlock the foundational precepts drivingshopping behavior in store A process for integrating this data to achieve intimacy with theshopper Tools for implementing strategies driven by this intimacy New measurement techniques for tracking successCollectively, the industry has spent millions of dollars on research instore to Quantify the traffic in the store Track the marketing activity taking place at retail Measure the impact of differential executions in differentchannels Track shoppers interaction with marketing material and its eventual conversion into salesIf shopper intimacy provides the path to consistent results, the knowledge gained from research at retail provides the necessary informationbase for its initiation. We dissect the recent market intelligence with aneye to drawing lessons about what works at retail by measuring shoppers’ behavior in stores. We then move to a discussion of key academicresearch into shopper behavior, breaking our review into the biologic,cognitive, logical, and social foundations of human behavior in the retailenvironment. By applying the knowledge developed by researchers inthe lab with the intelligence gathered in-store, we establish a contextualframework through which we can isolate key variables to create insights.By testing and verifying insights within a formal process and setting upa continuous feedback cycle, we create intimacy with the shoppers as weanswer the fundamental question of what shoppers want (see Figure I.2).4Shopper Intimacy
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Market IntelligenceAcademic ResearchInsight ntIntimacyFigure I.2 Shopper Analysis - IntegrationAs with any program, strategy without execution results in complete failure. To ensure that our hard-won intimacy drives results, we developed aRetail Ecosystem Analytics Process (REAP) that extends strategic consideration to all the key players in creating retail success. Combined with thetools developed from our analyses of successful programs, we provide apractical guide to generating ongoing sales success (see Figure I.3).StrategyProcessRetailResultsToolsFigure I.3 REAP StrategyIntroduction5
The payoff is the information, tools, and methodology to deliver thefollowing: Better understanding of the marketing at retail environment Improved retail results based on insights that lead to shopperintimacy Establishment of a more accurate medium valuation Proper integration of retail into marketing mixJohn Wanamaker, the much-admired 19th-century merchant, famouslysaid, “I know half the money I spend on advertising is wasted. I justdon’t know which half.” Our studies help lift this veil of mystery tounderstand what works and why, so we can better predict what will workin the future to drive increased marketing investment efficiency.6Shopper Intimacy
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2 INTELLIGENT AGENTS - People 


ArtiﬁcialIntelligence: A Modern Approachby Stuart Russell and Peter Norvig, c 1995 Prentice-Hall,Inc. Section 2.3. Structure of Intelligent Agents 35 the ideal mapping for much more general situations: agents that can solve a limitless variety of tasks in a limitless variety of environments. Before we discuss how to do this, we need to look at one more requirement that an intelligent agent .
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Consumer Guide to Auto Insurance - csimt.gov

consumer guide to auto insurance contents introduction to auto insurance 1 understanding your auto insurance policy 2 required auto insurance 3 optional types of auto insurance 4-5 getting the right coverage 6 accidents and violations 7 how to shop for auto insurance 8 shopping tips 9 frequently asked questions 10-11 insurance complaints/when you have a problem 12
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your guide to understanding auto ins in nh - New Hampshire

Hampshire Insurance Department does not mandate or set Auto Insurance Rates. Auto Insurance Rates will vary by insurance company. This guide is intended to give New Hampshire consumers basic information on auto insurance. It suggests ways to: Lower the cost of your auto insurance, shop for Auto insurance and, file an auto insurance claim.
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OWNER'S GUIDE - NinjaKitchen 

auto auto auto. frozen drinks smoothies puree med high pulse low / dough. auto auto auto. frozen drinks smoothies puree med high pulse low / dough. auto auto auto. frozen drinks smoothies puree med high pulse low / dough. auto auto auto. please keep these important safeguards in mind when using the . appliance: mportant: make sure that the .
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Quotes within Quotes: When Single (') and Double (") Quotes . - SAS

Here the outside double quotes are replaced by a single quote and the apostrophe is replaced by two single quotes. This works because when the parser sees two single (or double) quotes immediately following each other, the parser resolves them into one quote mark after the closing quote has been determined.
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What These Inspirational Quotes Say 

Self Motivation Quotes Success Quotes Teacher Quotes And after reading all of these inspirational quotes you’d like to share which quotation is . -- Brian Tracy "You must constantly ask yourself these questions: Who am I around? What are they doing to me? Wha




2y ago




290 Views






















Consumer Guide Auto Insurance - Tennessee

Auto insurance doesn't cover paying off your loan if your car is damaged and its market value is less than what you owe. Auto dealers and lenders may offer guaranteed auto protection (GAP) insurance for this purpose. Your auto insurance will cover you if you drive into Canada. To drive into Mexico, however, you'll need to buy Mexican auto .




1y ago




193 Views






















NAIC Consumer Shopping Tool for Auto Insurance

Whether you are buying auto insurance for the first time, or shopping to be sure you are getting the best deal, you already know how important auto insurance is. By law in most states, if you own a car, you must have some auto insurance. Remember, there is no such thing as a "full coverage" auto insurance policy. Policies are made up of
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Personal insurance - Car & Business insurance King Price Insurance

The king's insurance options 5 Things you need to know 7 The stuff you need to do 14 How to claim 16 Our commitment to you 20 Car insurance 22 Car warranty 37 Shortfall cover 45 Scratch and dent 46 Tyre and rim 48 Motorbike insurance 53 Trailer and caravan insurance 64 Watercraft insurance 68 Home contents insurance 77 Buildings insurance 89
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REVIEW OF AUTOMOBILE INSURANCE RATES - Consumers' Association of Canada

In the summer of 2003 the Association compiled over 7,000 auto insurance rate quotes from sources across Canada. In the case of those provinces in which private insurers provide auto insurance the study ensured that the rate quotes obtained reflected the range of prices likely to be found in those markets.
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Broadway towing winchester ky

MO 77 Motors: Rock Hill, SC 7th Avenue Auto Salvage: Fargo, ND 81 Auto Parts & Recycling : Salem, VA 82 Auto Wrecking: Brookfield, OH #9 Truck & Auto Parts (No US Shipping) : Tottenham, ON 97 Auto Wrecking Shull's Towing: Brewster , WA 98 Auto Recyclers: Brooksville, FL 99 Auto Dismantler: Stockton, CA A & A Auto & Truck LLC:
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All about auto insurance - Option Consommateurs

of insurance companies with which they have agreements. Insurance agents: agents work for a specific insurance company. Before you decide to do business with either a broker or an agent, check out prices, the products being proposed and the quality of the service. Buying auto insurance 4 All about auto insurance
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A Message from Our President - Fox Valley Corvette

Bob Jass Chev-rolet 630-365-6481 Auto Parts 25% in most cas-es Ron Westphal Chevrolet 630-898-9630 Auto Parts 25% in most cas-es Thomsons Auto Parts 630-879-6363 Auto Parts 10% in most cas-es American Mod-ern Insurance Co. Collector Car Auto Insurance 10% on Collector Auto Polic
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Quotations - Free Website Builder: Create free websites

cards, but sometimes, playing a poor hand well." . 50th Birthday Quotes 60th Birthday Quotes And there are more. Funny Birthday Quotes Cute Birthday Quotes . it a try, itʼs free. Triumph over failure can be a
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The Top 100 Motivational & Inspirational Quotes for 2015

I've spent hours crawling through the web trying to find the best quotes to keep me motivated and inspired all throughout the New Year. I've saved hundreds of quotes on my laptop and figured that words alone could motivate and inspire me. but if I couple the quotes
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Inspirational Quotes - Guideposts

Inspirational Quotes Inspiring quotes are like vitamins for the soul. From the heartfelt to the humorous, the words of wisdom you’ll find here will strengthen your faith, lift your spirits, and even spark a positive change in your life. This collection of some our favorite inspirational quotes from religious figures, world leaders, authors,
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