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Shopper Research is focus on Shopper

Moment —
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Shopper Moment vs. Consumer Moment
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Shopper research aimed “Push” rather than “Pull”

Difference between Shopper Research and Consumer Research
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Shopper Research focus on Key Drivers- Distri-
bution, Shelving, Pricing, Merchandising Promoter

Shopper Research & Key Drivers
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The output of Shopper Research will lead
solutions for Category Management

Questions around Shopper Moment T35 k5 FA T ok o RS 7Y
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w8t 92 1T B & Shopper Research Tools
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Shopper Research result will input for
Store & Category lever decision making

Input to Category Management Solutions
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& TetraPak Diary Category

Shopper Research
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Find out the Key Drivers for In-store

business improvement

Output for In-store Key Drivers
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Help to focus on key drivers and improve ROI
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Drug Store Case
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H 2006 il )8 T oK AmE, & X T WRNMAE, W T IEME, Bk
TIRBEEE I, 47 7 2BMFFRF|Use Path-to-Purchase Model define
category & roles, change store layout, adjacency and open shelves

Research & Execution Framework

Path-to-Purchase Model
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Based on shopper research and data analysis set store standards
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KPI review shows the new store business
consistently increased
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KPI review shows the new store business
consistently increased
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KPI review shows the new store business
consistently increased
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