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Todayôs Agenda

ÁResolutions ||   Introduction

ÁThe Environment ||   What are Shoppers Adapting To

Á2009 Outlook ||   Resolutions Shoppers Have Made

ÁThe óSo Whatô ||   Implications of Resolutions for Marketers
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Resolutions || Commitments to Change

ÁReform a habit or advance a 
new project / initiative

ÁOften a lifestyle change:  one 
the ódoerô views as 
advantageous

ÁUnderlying motivations drive 
resolutions

Á Internal

ÁExternal
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Shopper Marketing Context || 
Challenges of 2009

Like you, we hear many big questions:

ÁWith lower budgets, what creates the greatest impact? Where should I 
focus?

ÁWho is my most valuable shopper and how do I understand their 
changing needs?

Á How do I stay close to knowing what my shopper values in these 
changing times?

Á How can manufacturers & retailers work together to bring 
extraordinary shopper value?
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Shopper Resolutions 2009 ||
Listening to Shoppers is Key to Success

I need a 

budget.

I love one 

stop 

shopping.

Should I travel to 

my favorite 

store?

That store is 

too 

expensive.

Last time I got 

that great deal 

at STORE X!

Motivations & behaviors differ greatly by category, channel, 

retailer é and shopper!

Iôll just 

make this 

last.
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Sources of Information

Á CaprǛ Group proprietary shopper 

research

Á 3 waves of surveys in 2008

ÁFeb é Jun é Dec

Á Uncover emerging shopper trends

Á 7 year old strategic marketing firm

Á Specialty practice focus in 

shopper marketing
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Todayôs Agenda

ÁResolutions ||   Introduction

ÁThe Environment ||   What are Shoppers Adapting To

Á2009 Outlook ||   Resolutions Shoppers Have Made

ÁThe óSo Whatô ||   Implications of Resolutions for Marketers
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Shoppersô Outlook || 2009

Surprisingly, despite the economy, shoppers future outlook remains 
fairly constant



In Store Institute: I-Seminar || February 2009
9

Shoppers Cautiously Optimistic || 
More Conservative About Spending

Saving tendencies 

grows é

Spending tendencies 

constant
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Shopper Motivation Drivers ||
Showing a Shift

While declining, top shopper concerns are product and gas 
prices

Key Shifts in What is Influencing Shopping


