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Thousands of attendees, hundreds of exhibits and 

dozens of seminars -- all focused on the growing 

discipline of Shopper Marketing. If you were 

unable to join us for this must-attend show, you 

missed a great experience and are now behind 

the curve of your fellow shopper marketers. 
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You Should Have Been at the 2014 
Shopper Marketing Expo 
 
B Y  A N D Y  S TA W S K I  

Kudos to the Path to Purchase Institute for another excellent Shopper Marketing Conference & Expo. If 

you were unable to join us October 21-23 in Minneapolis for this must-attend show, you missed out on a 

great experience. To ensure you are not behind the curve of your fellow shopper marketers, here are 

five reasons why the 2014 Shopper Marketing Conference & Expo was worth it for me.  

 

 

#5 – Brave New Worlds for Shopper Marketing seminar  

This sold-out session presented by Rich Butwinick, President, Marketing Lab, and Laston Charriez, SVP of 

Marketing, Western Union, took the audience on a fast-paced journey through the customer insights, 

strategy and execution behind the Western Union association with the 20th Century Fox animated movie 

Rio 2. Starting with strong organizational support and appropriate funding, the team followed a 6-step 

formula for shopper marketing success: 

1. Set clear business objectives 

2. Know your shopper insights and retail experience 

3. Plan success before you start 

4. Ideas engaging shoppers and building sales 

5. Omnichannel marketing 

6. Measurement 

The omnichannel campaign contained elements to engage the target audience through digital, social, 

OOH/radio, CRM, television, retail POP, scratch-off pieces, Google gaming and My WU app. This 

session definitely reinforced that great shopper marketing is not just for CPG. 

 

#4 – eyeQ 
eyeQ is a shopper analytics technology company that uses patent-pending algorithms to create at-shelf 

behavior information for retailers and brands and providing the shopper-specific  personalized buying 

experience. Their tagline is, “Brick-and-Mortar experience, eCommerce power.” Very appropriate. The 

example they had at the show used multiple techniques to do this. First, via a camera they determined my 

age (within two years) and disposition (happy). After entering my twitter handle at the kiosk, they then 

pulled key words from my tweets to help develop a better understanding of my personality. Using the 

combination of this information, they were able to use my custom profile to enhance my “bike buying” 

experience. It was like having a soft-sell personal A.I. sales assistant. After a very interesting discussion 

with the eyeQ team, the applications seem endless. I can see this technology helping you buy a car, plan 

a vacation, buy a phone or even decide what to make for dinner and what ingredients to purchase. 
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Within the next decade, I would expect that you will personally or professionally benefit from this 

technology.  

 

                 
Split screen in background shows camera view with 

shopper analytics. Foreground kiosk shows 

recommendation based on multi-faceted analytics.  

 

Shopper interface at an eyeQ touchscreen kiosk.

 

 

#3 – Evolving with the Omnichannel Shopper  keynote by Andy Murray, 

SVP Creative, Walmar t 
Though I worked in the Marketing Department at the Walmart corporate office in Bentonville, AR, I knew 

there would be many changes during the past six years, and I needed to catch up. I am very glad I 

attended the keynote speech presented by Andy Murray, as Walmart is developing and implementing a 

shopper-centric strategy to align the company for success in the omnichannel retail environment.  They are 

not only looking to capitalize on the new digital path to purchase, but also to take part in its reinvention. 

Some of the fundamental principles that Murray shared were: 

 Customers need to believe they’re getting the best price and value – 68% of customers shop on 

price and 80% use mobile in store. 

 Customers will budget their time, money and effort in total and by category – the faster they find 

items they want, the more browse time they have. 

 Customers need to navigate the store quickly and easily – the faster they navigate, the more they 

spend. 
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 Customers need inspiration to explore other areas of the store – emphasis on to touch, sound, 

scent and sight to move through the store. 

 Customer emotions influence their buying decisions – make the shopping experience fun and 

they’ll spend more. (This reminded me of the famous Walt Disney quote, “People spend money 

when and where they feel good.”) 

 

#2 – Hypersound Vir tual Reality Audio  
Any brand that has invested in self-funded in-store video knows that there is a challenge with keeping the 

volume on for the units. Store employees often tire of hearing the same message over and over, so they 

turn off the volume – and sometimes the whole unit. How do you keep the sound on and continue the 

message? Use Hypersound! The Hypersound speakers beam audio to a specific audio zone. When sound 

is directional, it travels along a specific path with minimal dispersion. HyperSound compares its audio 

control in terms of light, “A traditional loudspeaker is like a bare light bulb, radiating sound in all 

directions around the room. Directional audio is like a flashlight, emitting sound in a highly controlled, 

narrow beam.” The effect is immersive. As you step into a HyperSound speaker zone it suddenly feels 

like you have headphones on. Visit their website or check out their video on YouTube by searching 

“HyperSound Directed Audio Systems.”   

 

 

 

Exceptional audio control illustrated by the waves. (Image courtesy HyperSound.com) 

 

 

#1 – The Mind of  the Male Shopper seminar by Patricia Bentron, SVP, 

Multimedia Sales, ESPN 
This Wednesday afternoon session was full of gold nuggets. With men now making up 1/3 of principal 

household shoppers, they have doubled their presence in retail channels over the last 30 years. In 

addition to men staying single longer, they are stepping up to “traditional” female roles as more moms 
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are in the workforce. Bentron and the team at ESPN conducted proprietary research leading to a 

multitude of insights. Some of those that I found most interesting were: 

 Shopping is a game for men: they like to find the best value, meet additional needs making the 

trip more fulfilling, finish as fast as possible and “reward” themselves if they deem the experience 

successful. 

 Men are very focused on price, so clear pricing and call-outs at shelf are impactful. 

 Men prefer to buy in-store for a first purchase experience because they are driven by the tactile 

experience. 

 When men shop they expect to buy, while women will just browse. 

 “Kidfluence” is much stronger with male shoppers than with female shoppers. 

 There are some key differences in holiday shopping: 

o Men research more and earlier than women though they make their purchases later 

o Men are less price sensitive during the holiday season, particularly when they are buying 

for others 

o Men spend 39% more than their female counterparts during the holidays 

 

Honorable Mentions 
An honorable mention needs to goes to E&J Gallo Winery, Heineken, Gannett and Geometry Global for 

sponsoring the Co-Chairs’ Reception & Cocktail Party at the Millennium Hotel Minneapolis Ballroom. Open 

to all Expo attendees, this fun event featured “Paintjam” artist Dan Dunn who provided an adrenaline-

filled, improvisational speed painting performance. 

 

 
Artist Dan Dunn proudly stands in front of the three images he created. 

 

 

 



You Should Have Been at the 2014 Shopper Marketing Expo 

You Should Have Been at the 2014 Shopper Marketing Expo  Page 5 

 

Another honorable mention goes to The Like Machine from Insignia Systems. Leveraging consumers’ 

interest in providing online ratings, The Like Machine provides shopper with a means to provide input at 

shelf. While the program is in beta stage, in addition to providing a like button to push and a space for 

an attached brand message, the team at Insignia Systems is looking to harness back-end information and 

analytics. It will be interesting to see where they take this.  

 

 

A demonstration of how the machine would be placed at shelf. (Photo courtesy Insignia Systems) 

 

And finally, thank you Minneapolis for being a great host. While Chicago and Navy Pier have previously 

been great locales for the event, the Minneapolis Convention Center and downtown Minneapolis 

provided for a convenient, affordable and fun destination. I particularly liked being able to easily and 

quickly walk from my hotel to the convention center to meetings and to restaurants and social gatherings. 

 

  
Peavy Plaza, Minneapolis. (photo courtesy Meet Minneapolis)  

 

I’ll look for you at the October 13-15, 2015 at the 2015 Shopper Marketing Expo, Minneapolis 

Convention Center, Minneapolis, MN. 
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The Path to Purchase Institute  
The Path to Purchase Institute is a global association serving the needs of retailers, brands and solution 

providers along the path to purchase. Through a variety of platforms the Path to Purchase Institute 

engages, informs and empowers its members and the industry at large. The mission of the Path to 

Purchase Institute is “To foster best practices and a deeper understanding of all marketing efforts and 

touchpoints that influence and culminate in purchase decisions in-store and online.”  
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