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What keeps us up at
night?

* Unaccompanied/
accompanied shopping
« Case Study: 02
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In Store: What keeps us up at night? O

synovate

Research reinvented

- How to ensure revenues per square meter are
optimal to justify high costs of doing business — s
from real estate to staffing ‘

- How does a store differentiate itself? How does |
a product on a shelf differentiate itself? .

* Is in-store marketing material working?

* How do we optimise customer service without
putting more resource on the shop floor?

» The majority of purchase decisions are made in
store — what influences them?

» Shoppers have more choices than ever, how
do we capture their time?

* How long are customers spending in stores
and where do they spend their time?
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Traditional Shopper
Behaviour Solutions:

-Shop-alongs

-Exit Interviews
-Qualitative technigques
-Eye-Tracking equipment
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What you see Is not always what you get!

An unbilased view In store




Shopper Engage — A Different Approach...

« Shoppers are tracked remotely on video around a store,
from entry to exit. Every detail of the customer
experience is captured , building a full picture of the
in-store experience.

* Unaccompanied, accompanied shopping - Shopper
Engage allows you to obtain insight into how stores are
performing through the eyes of your customers.

* The unobtrusive nature of the technique ensures that
shopper experiences are uncompromised so that
observed behaviour is totally 'natural’

* We analyze results and behavior patterns in order to
provide facts and insight into the quality of the
shopping experience and show how shoppers
interact with stores.
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The Complete Shopping Experience...
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How Does it Work?
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Providing Insight In-Store...

Customer knowledge

Navigation and layout

Shopping at category/fixture level

Shopping at a product/SKU level within a category

Quality of service provided
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Insight Reporting

* Flow/Navigation Maps
« Destination Maps

* Penetration Levels and
Adjacency Movement

* Dwell Time Maps

* Heat Maps

« Conversion Maps
 Fixture Interaction Map
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Layout Team Product Comms

Interaction Interaction ~ Interaction Interaction
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Wrap up &
Questions

To see our Shopper Engage demo video

click on the link below:
http://www.synovate.com/ce/whatwedo/retailpe
rformance/video.php?videoNumber=2

For more information, please contact:
Inge van Beek
Inge.vanbeek@synovate.com
+31 (0) 206070736
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