Measuring In-store
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Targeted marketing exgenditures

2009: $1.8 billion total

Schools: $149

Digital: $123 _
Packaging:

Other: $101 ' $35

Promotions/
events: $328

In-store:
$79

TV: $633

Source: FTC 2012 *Excludes cost of kids’ meal toys
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In-store marketing technigues

« Shelf placement

* Special displays

* Price promotions
* Product packaging
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Research methods

 Commissioned field agents

* Syndicated data

* Online workers

* Research personnel store audits
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Four types of analyses

e Cereals

o Shelf placement, special displays and price
promotions

* Fruit drinks and juices
o Special displays and price promotions
o Incremental sales

* Lunchables
o Shelf placements

* Product packaging and claims
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Cereal marketing In stores

 Commissioned audit of 400 supermarkets
o Reps visited stores 5 consecutive weeks

« Shelf space allocation (week 1)
o Facings and location (top, middle, lower)
* Promotions (weeks 1-5)
o Displays (end-cap, in-aisle, other)
o Price (including coupon machines, danglers)
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Shelf placement and facings
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Prime shelf locations
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Shelf composition

Allocation of facings by shelf

Top Shelf RIS 78%

Middle Shelf 35%

Bottom Shelf 46% 30% 24%

0% 20% 40% 60% 80% 100%
m Child mFamily = Adult
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In-store promotions

Promotions by company and cereal type
2.5

0.18 m Displays
m Price promotions

0-07 0.08

1.5

0.5

Top 4: Child- Top 4: Family Top 4: Adult
targeted cereals cereals
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In-store promotions

Promotions by company and cereal type
2.5

0.18 m Displays
mPrice promotions

0-07 0.08
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Top 4: Child- Top 4: Family Top 4: Adult  Other: Child/family ~ Other: Adult
targeted cereals cereals cereals cereals
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Fruit drinks and juices

* Syndicated sales data (Symphony IRI)

* Promotions: Displays, temporary price
reductions, features

» Single-serve bottled and aseptic juices
o Target audience: Child vs. other
o Manufacturer: National advertiser vs. other

o Nutrition: Added sugar, non-nutritive
sweeteners only, no sweeteners
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Product characteristics

National advertisers

1200
1000 Non-nutritive only
B No added sweeteners
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Incremental sales: Promotions
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Incremental sales: Promotions
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Price reductions: Price reductions: No Displays: Added sugar Displays: No
Added sugar sweeteners sweeteners
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Shelf placement - Lunchables

 Hired online workers
o Gigwalk
o Field Agent

* Lower cost
* Detalled specifications
* Researchers coded images

Rudd Center Lunchables (2014)

NNNNNNNNNNNNNNN



Typical Lunchables aisle

CFBAl-approved (with smoothie and with fuice)

— UPLOADED |

Without drink

= -rw'fwr"% e o

Without drink
(with cooloes)

UCONN RUDD CENTER FOR FOOD POLICY & OBESITY July 26, 2017



Distribution by shelf

Top shelves
Middle shelves

Bottom shelves

Taotal
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*Shef where the category appesned mist often
Souree- awdit of S0 sspermariosts {lune Hi1Z)
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Product packaging and claims

« Supermarket audits — research personnel

* Detalled coding sheets or photos of
packages
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Children’s sugary drinks

» Average 4.3 nutrition claims per package

3 ~ Original Variety Pack mnum&mn?mumcima:mu ‘d ’
Fruit Punch Blue Raspberry Kiwi Strawberry Grape OI‘iginal Val‘iety
@ 33% More Fruit Drink Than A,
Leading Pouch Drinks
é) Good Source of Vitamin E and Five
B Vitamins
\ ‘ 2g of sugar per bottle
w5 245, 0 BOTLES(1.256A) 4 Fully Recyclable 10
e www.littlehug.com CAOE

HE

DA LA AORATER || MORE Good Stuffl  NOBad Stuffl
p\_AVORED‘WA_T‘E“R BEy, : : ) - e | XNOARTIFICIALSWEETENERS

e reiy e, | X NORTIFIGALFLVORS

R 5 NUT‘W She X N0 ARTIFIGIAL COLORS!
Lace HicH FRUCTOSE

J/ 100% VITAMIN C 2SN

s

10-6 FLOZ (177mL) POUCHES/NET 60 FL'OZ (1.87.01) 1770 ¥

Rudd Center Sugary Drink FACTS (2014)
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Baby food claims
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 Structure function claims: 100% of pkgs

* 5.9 nutrition messages and 3.1 child
development messages per package

Rudd Center Baby Food FACTS (2016)



Considerations

* Budget

* Research staff

e Outcome measures

* Level of control/verifiablility

« Amount of variation across retailers and
over time

UCONN RUDD CENTER FOR FOOD POLICY & OBESITY



Thank you!

Questions?

Please visit us at:

AP UconN
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