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VideoMiningCenter Store MegaStudyϰ
Shopper Marketing Insights-1: Grocery

Ç Goal: Create unprecedented visibility into the Path-to-Purchaseand Moments of Truth of grocery 

shoppers,  uncover barriers to purchase in the center store, and help discover ways to improve 

shopper engagement and conversion for optimizing each shopper trip.

Ç 5ŜǇƭƻȅ ±ƛŘŜƻaƛƴƛƴƎΩǎ ōǊŜŀƪǘƘǊƻǳƎƘ ƛƴ-store measurement platform in a carefully selected sample 

of 15 geographically dispersed stores from 7 banners, collecting a very large sample of precise 

behavioral data from over 10 million grocery trips over a period of 52-weeks, including the 

Holiday season, integrated with basket data and attitudinal surveys.

Ç Deliver a set of insightful reports focused on optimizing key elements of groceryτcenter store, 

category, department, secondary displays, and front endτcreating an industry benchmark of new 

shopper marketing metrics and game-changing insights.

Ç In subsequent phases of the program, provide an opportunity to utilize the VideoMining platform 

to develop and test targeted solutionsfor optimizing shopper marketing strategies.
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Background
The critical need in the grocery industry

Ç Grocery channel accounts for over 50% of CPG sales. However, growth has remained stagnant 

from 2009. Average basket ring for the channel has been steadily declining since the middle of 

2008, while the center store has grown by only 1%in 2010 with stiff competition from other 

channels. 

Ç To avoid share shifts for the grocery channel, marketers must cater to the changing needs and 

preferences of shoppers and provide a differentiated shopping experience. This requires in-

depth understanding of the path to purchase andshopper mind set to identify hidden 

opportunities and refine shopper marketing strategies.

Ç The current sources of shopper insights, based on manual and subjective processes, are 
incomplete, inaccurate, expensive and slow. There is a major knowledge gap in how the stores 
are shopped and how different factors impact the purchase decision. 

Ç The Center Store MegaStudy
TM

is intended to fill the major knowledge gap about exactly how the 
Center Store is shopped, utilizing breakthrough in-store measurement technology to identify 
specific purchase barriers and the most likely ways to break those barriers.
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Background
Technology breakthrough enables unprecedented visibility of shopping process

5

Tracking every in-store path-to-purchase 
with precision

Capturing all moments of truth
with clarity

The Center Store MegaStudyϰǿƛƭƭ ŜƳǇƭƻȅ ±ƛŘŜƻaƛƴƛƴƎΩǎ breakthrough in-store measurement 
technology, which for the first time, enables systematic measurement of how people shop the grocery 
store. Technology enables the missing dimension of insights, providing unprecedented visibility into the 
Path-to-Purchaseand Moments of Truth of grocery shoppers and factors that impact their purchase 
decisions. 
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The Center Store MegaStudyϰwill involve a carefully selected sample of 15 stores from 7 
Supermarket banners, to cover variations in store formats, geography, and diversity in demographics 
and psychographics of shopper segments to provide a National representation of the grocery 
channel.  The data collection will be in multiple phases over a 12-month period to cover the Holiday 
season and other interesting variations.

Scope: Grocery Panel
Massive sample with National representation with multiple Supermarket banners 

6

Large sample size from millions of shopping tripsand objective methodology will enablean 
unprecedented understanding of shopping process and actionable insightsin the grocery channel.

V 10+ million shopping trips

V Detailed Basket (t-log) data

V 1000+ exit interviews 

V 12-month total data collection

V Includes keyHoliday period in 2011

V Includes industry Benchmarking
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Scope: Timeline 
52-week phased research from a total of 10 MM grocery trips

MegaStudy-A:
12 weeks 

(Oct 9 ςDec 31, 2011)

with Holiday Analysis

Retailer-Specificor Custom Research(by Permission) 

52-week period (June 26, 2011 ςJune 23, 2012)

Jun Jun Jun Jun

Wk# 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 46 47 48 49 50 51 52

PANEL 6/26 7/3 7/10 7/17 7/24 7/31 8/7 8/14 8/21 8/28 9/4 9/11 9/18 9/25 10/2 10/9 10/16 10/23 10/30 11/6 11/13 11/20 11/27 12/4 12/11 12/18 12/25 1/1 1/8 1/15 1/22 1/29 2/5 2/12 2/19 2/26 3/4 3/11 3/18 3/25 4/1 4/8 4/15 4/22 4/29 5/6 5/13 5/20 5/27 6/3 6/10 6/17

Banner 1 3 3 3

Banner 2 2 2 2

Banner 3 2 2

Banner 4 2 2

Banner 5 2

Banner 6 2

Banner 7 2

REPORTS

MegaStudy-A Data Analysis Reports

MegaStudy-B Data Analysis Reports

Retailer-Specific Data Analysis Reports

MayJul Aug Sep Oct Nov Dec Jan Feb Mar Apr

MegaStudy-B:
6 weeks 

(Feb 19 ςMar 31, 2012)

with Industry Benchmark
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Deliverables 
A series of industry reports; options for retailer-specific & custom reports

Flexible combination of reports can be purchased to match your unique needs. Optionsare also 
available in collaboration with participating retailers for:

VRetailer-Specific Reports 

VCustomAnalytics

V In-Store Testing

A set of insightful reports focused on optimizing key elements of groceryτcenter store, category, 
department, secondary displays, and front-endτcreating an industry benchmark of newshopper 
marketing  metrics and game-changing insights:

8

1. Center Store MegaStudyϰReport

3. Category Fundamentals 

2. Category Deep Dive

4. Department Benchmark

5. Display  DeepDive

6. Front End  DeepDive

Powerful set of reports ςwith 
(A) Holiday analysis and 
(B) Industry benchmarking 
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1. Center Store MegaStudyϰ Report
In-depth understanding of the Center Store shopping process and opportunities for changing the game

An in-depth, quantitative look at key shopper metrics for the center store, aimed at pinpointing the purchase 
barriers and the most likely ways to break those barriers and attract shoppers/conversion. A comparative 
analysis of all the center store departments will provide an understanding of their relative contribution to the 
total store. 

ü What is the exposure, engagement and purchase conversion for center store?

ü Which center store department commands a larger share of shoppers and buyers? 

ü What is the relative contribution of each center store department?

ü How does shopper engagement vary by department? Does longer engagement translate to higher sales? 

ü What are the key perceived purchase barriers for the departments?

ü Where is the best opportunityτdriving exposure? increasing engagement? improving purchase conversion?

9
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2. CategoryDeep Dive
Develop category growth opportunities with an in-depth understanding of the decision process

A deep dive into the category shopping process. It involves in-depth analyses of different factors impacting the 
category performance for identifying growth opportunities and for developing winning category management 
and shopper marketing strategies.

üWhat is the purchase decision process for the category? 

üWhere is the purchase decision made: in-store or out-of-store?

üWhere is the lost opportunity along the Path-to-Purchase? 

ü How does shopping behavior vary between buyers and non-buyers?

ü Are there any navigation/shoppabilityissues? 

üWhat is the role of adjacencies on category performance?

ü How does the category performance compare to store average and other related categories?

10
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3. Category Fundamentals
Develop foundational learning through the powerful shopper metrics for every category in your portfolio

A  baseline category report (and data set) that will apply a suite of shopper metrics and benchmark analysis 
to build foundational insights for supporting shopper marketing and merchandising decisions. It also 
ǇǊƻǾƛŘŜǎ ŀƴ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ ōǳƛƭŘ ŀ άportfolio benchmarkέ ōȅ ƎŜǘǘƛƴƎ ǘƘŜ /ŀǘŜƎƻǊȅ CǳƴŘŀƳŜƴǘŀƭǎ ŦƻǊ all the 
categories in your portfolioτgiving a relative understanding of shopper behavior and performance of all 
categories in your  portfolio. 

ü What is the exposure and engagement response for each category? 

ü Where are the lost opportunities along the path to purchase for each category? 

ü How do the category shopper metrics compare with department and store averages?

ü How does shopper engagement vary across the categories in the portfolio? 

ü In which categories do shoppers deliberate more?

11



TMConfidential

© 2011 VideoMining Corporation
The power to see more ®

CSD SS Juice Sports Drinks Energy Drinks Water New Age 
Beverages

4. DepartmentBenchmark
Build retail leadership with a relative understanding of key shopper metrics for all categories in a department

A  baseline report that provides a relative understanding of the shopping process and performance of ALL 
categories in a department. This will help to enhance retail leadership by working closely with retailers to 
improve department and category performance. It will create a persuasive quantitative evidence of the 
ǘǊǳŜ ŎƻƴǘǊƛōǳǘƛƻƴ ƻŦ ŀ ŎŀǘŜƎƻǊȅ ǘƻ ǘƘŜ ŘŜǇŀǊǘƳŜƴǘΩǎ ǇŜǊŦƻǊƳŀƴŎŜ ŀƴŘ ǊŜŀƭ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ŦƻǊ ƎǊƻǿǘƘΦ

ü What is the exposure and engagement response for each category? 

ü Where are the lost opportunities along the path to purchase for each category? 

ü ²Ƙŀǘ ƛǎ ǘƘŜ άǎƘƻǇǇŜǊέ ŎƻƴǘǊƛōǳǘƛƻƴ ǇŜǊ ƭƛƴŜŀǊ Ŧƻƻǘ ŦƻǊ ŜŀŎƘ ŎŀǘŜƎƻǊȅΚ

ü How does shopper engagement vary across the categories in a department? 

ü In which categories do shoppers deliberate more?
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5. Display Deep Dive
Developing fundamental insights for optimizing secondary merchandising strategy

The key goal of this report is to provide a deep and objective understanding of key factors that impact the 
performance of End Caps and other secondary displaysŀƴŘ ƘŜƭǇ ŘŜǾŜƭƻǇ ŀ άǇƭŀȅ ōƻƻƪέ ŦƻǊ ƻǇǘƛƳƛȊƛƴƎ 
secondary merchandising. 

ü What is the path to purchase for each type of display?

ü What is the role of product type on display performance?

ü How does the position relative to the primary category location impact the performance?

ü How does relative placement (before/after) from the main aisle impact display performance?

ü Which displays are more effectiveτend cap, lobby, in-aisle and racetrack displays?

ü What is the role of adjacent departments on display performance?

ü Do displays with multiple products perform better?
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