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Large % of Shoppers decide what product to buy at the fixture
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How well do brands understand Shopper behaviour In-store?

Not just WHAT they buy, but WHY?
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Not at all well Quite well Completely

Conference feedback
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We help clients understand what Shoppers choose to buy and why

How well products are displayed in store/promotional compliance

What has most impact at point of purchase?

What will Shoppers buy and why?

Are products delivering customer satisfaction?

Online Ratings and Reviews published on retailer sites

We facilitate a collaborative approach to stimulate category and brand
growth, through in-depth Shopper understanding

Faster. Cheaper. Smarter



Crowdsourced Model: Shoppers Download Free App and Earn Cash

200k Shoppers

UK Coverage

Find Jobs

Amnwhara Inhe (4}

08 828

Reserve Jobs

Find Jobs

Audits

These jobs help companies verify what's
actually happening inside stores and other
locations

1|

Surveys
These jobs let you share your attitudes,
behaviors, and experiences with companies

nr
Buy & Try

These jobs allow companies to understand
your opinions about specific products

ne
Mystery Shopping

These jobs help companies understand the
customer’s experience inside stores and other
businesses

(N

Quality

Control

GPS Marker

Time and Date

Stamp

L=

Photo and Video

Verification

Weekly Cashout

£20.50

Choose Your Provider
Choose Your Bank

Choose Your Account Number
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Our Shoppers can tell you..

What's on What they What they like
Display Buy and Why and Recommend

—— Shopper insighis

Mystery ISheIft By and Buy &
. - On-Shelf Shop mpac uy T
Promotions P ry
N9 Availability why
Display Planogram Product Competitive Customer Ratings &
Compliance Compliance Insights Analysis Feedback Reviews
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Retail Audits Al

IR : Game Changer Technology for Measuring Perfect Store KPIs

TTIT N

Share of Shelf - SKU, Brand, Sub-
Brand, Segment and Manufacturer
level

Planogram Compliance (Brand Blocks,

Eye-Level, Adjacency, etc.)

Display Compliance (End caps,
FSUs, Gondolas, etc.)

On-Shelf Availability

—J — |-

Price Tag Recognition
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Total Shopper Insight — 3 stage programme

cc’ é ¢) Establish Shoppers current behaviour and
attitudes before going in store (N = 500)

Pre-Purchase

!

OR

ARRAN
P @ Shopper report on experience what they

would buy and why? (N = 50 per retailer)

S————

E Commerce In Store

!

@. W €) Shoppers try products at home and report
w) €&~ > W

. on experience, publish On Line reviews
Online In Home Ratings &
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Ratings and Reviews — How it Works

Tilda Boil In Bag Basmati

x E e

== ; Rice 4 X 62.5G

g Rate the product out of §
Tilda | ‘ ot
A TERIYAK) Y

4 stars | like it
Tell us more about it

The rice in a bag Is a very smart concept which

allows 10 make the perfect soft fluffy rice without

& tesco.com

Tries product, gives

Shoppers invited to post
feedback and rates it

Shopper accepts job in Field Shopper buys product in-store,
unsponsored review on retailer site

Agent app reports on experience

Our Approach captures feedback in store and generates product trial
Shoppers then publish an authentic online review FlEI.D AGENT®
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€ How products are displayed? € What shoppers buy and why?
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Creating Impact and Inspiring Shoppers at Christmas
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Buying Chocolate for Christmas
What Shoppers do Instore and Why?

Waitrose TESCO ASDA

Enter O V9 9 9 9 4
store
cc:,L\JIIr::iatbe Promo - b ) c n °
improved Displays Video Sa I nS U ry S op MOI’I‘ISOI‘IS
Since 1899
e N =150
would Seasonal > :
you buy Shopper Journey Gifting | g
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Field Agent dashboards

2023 XMAS CHOCOLATE DISPLAYS 150 STORE VISITS (3568)

Responses: 150  Start: 10/12/2023 End: 14/12/2023

Lt SUMMARY i= QUESTIONS ™ STORES B PHOTOS
Y& ADDFILTER
2 g= What sort of occasion are you planning X

D=

to buy Xmas Chocolates for? ( please tick all
that apply)

Not buying Chocolate for
Christmas

Sharing with friends - 37%
Sharing with family _ 63%
TV Nights - 29%
Party/Gathering - 29%
Specific Occasion (eg.chrisg\:!ays) - 31%

As apresent/gift 55%
Stocking Filler _ 49%
Other | 1%
n=150

5 ¥= What part of the store would you expect X

U= tofind Chocolate for Christmas ? (please
tick all that apply)

Season gift section in store _ 73%
Stand alone Promotional displays -
around the store 47%
Main Confectionery aisle _ 62%
Check out . 10%

Other | 1%

n =180

2% DEMOGRAPHICS DREPORTS

How much do you expect to spend this X
year compared to last year in buying
chocolate for Christmas either as a gift or for sharing ?

Less than last year - 18%
About the same _ 60%
More than last year - 22%

n=150

Which of the following best describes X
your attitude to shopping for Chocolates at
Xmas, before you go into the store?

Know what you will buy - type of 29%
product and brand

Know what you will by type of - 30%
product but open to which brand

Look for spontaneous and
impulsive ideas - 41%

n=150

6 I'a Can you see any stand alone Xmas X
CHOCOLATE displays like the example

above? (Do not include chocolates in the main

Chocolate display area or seasonal displays )

n=150

ASDA

Morrisons

Impact - with time and location

Dec 11,2023 08:14am
Question Q26

Phato 2of 2

Agent: [166508)
Response Group: 335274

Queens Drive
Kilmarnoci.

Dec 11,2022 0&:14am
Question
Phato 10f 2

Agent: [166508)
Response Group: 335

de Detalls v Asda - Kingswood
Kingswood Retall Park
Hull,

Dec 11,2023 10:34 am
Question Q26

Agent: (114126)
Response Group: 335279

Ovangle Rd
Lancaster,

Dec 11,202304:35 pm
Question Q26

Phato 20f 2

Agent: (164582)

Lancaster Hide Detalls v

Resporse Group: 335503

OvangleRd

Lancaster,

Dec 11,202304:35 pm
Question Q26

Phato 10f 2

Agent: (164582)
Response Group: 335503

+

Sainsbury's TESCO

detalls ¥ Asda - Uiscard

Sea View Road

Liscard,

Dec 11,2023 1109 am
Question Q26

Phato 4of 4

Agent: (11432¢)
Response Group: 335229

+

- snsfield
Off Ml Lane

Mansfield,

Dec 11,2023 1240 pm
Question Q26

Agent: (1155)

Response Group: 335281

+

& PARTNERS

CO WAITROSE
on

TAYLORS LANE
PARKGATE,

Dec 11,202301:55 pm
Question Q26

Agent: (160604)
Respanse Group: 335442

+
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https://my.fieldagent.co.uk/client/dashboard/

Lindt packaging stands out... good promotions and
emotional message “The Gift of bliss”

‘Lindt chocolate as they are a great brand and have some good promotions”

—
WYY
' LINDOR /

You choose the moment,
we'll provide the bliss

‘My partners favourite’
“Provide the bliss”

‘I love the design would be
nice on Xmas table and
because on sale’

Morrisons

ay the magl

‘I chose this because |
like the brand and
give to my nephews
for Christmas’

Sainsburys

Lot '
will donate £]1 to childline

a \\ when you purchase g TEDDY
= Gt o MR

‘q L / childline i

0) A

‘Il like the taste of it’
“Gives something
back “

WAITROSE

& PARTNERS

i et
x 1 - " X
J

\TiNoor )5
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TESCO

,’é
RO

i\AC“ into a
moment of thS
B

My favourite
‘Looks special ’

‘It was bold with a
heading card and was
clear to be the full
display’
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Seasonal Gifting Aisle

Brand blocking, Banners, Shelf strips, Floor signage, Finns Promotional offers create
impact

Sitnaers - « 5

= 3
T I A EEER T FOR SOMEONE SPef— o

will donate £\
s cna\lne
when you
purchase &

TEOON

L Sl 2 rivdlne
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On average, people noticed 3 bays of Xmas chocolate in the main aisle. Lindt and
Ferrero Rocher having the greatest impact on the main aisle

How many bays of XMAS chocolate did you notice in the Main
confectionary Aisle ?

AVERAGE MOST COMMON

AVERAGE MOST COMMON

Which of the following brands have the greatest impact on shelf?

Lindt 36%
Ferrero Rocher 1%
Thorntons 9%

Toblerone - 5%
Cadbury Mik Tray [ 4%
Cadbury Dairy Milk [l 3%

Cadbury Heroes . 3%
Cadbury Roses . 3%
Guylian I 2%
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Lindt dominates, followed by Ferrero — Impact and likelihood to buy

Choose to buy for sharing with FAMILY and FRIENDS Choose to buy for as a GIFT

Greatest impact on shelf

Lindt 36% i %
Lindt 21% Lindt 25%
o)

Ferrero Rocher 1% Ferrero Rocher 1% Ferrero Rocher 16%
Thorntons 9% Cadbury Heroes 10% Thorntons 1%
Teblerone 59 Thorntons 10% Toblerone 5%

Mars Celebrations 7%
Cadbury Mk Tray a% ° Mars Maltesers 4%
Cadbury Milk Tray 6% Quality Street 4%
Cadbury Dairy Milk 3%
Quality Street 5% Cadbury Milk Tray 3%
Cadbury Heroes 3%
Mars Maltesers 4% Green + Blacks 2%
Cadbury Roses 3%
Nestle 3% Mars Celebrations 2%
Other 17% Cadbury Roses 2% Supermarkets Own brand 2%
Other 16% Other 20%

. FIELDAGENT
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Price and Taste are top purchase drivers for both occasions
“Special for Xmas” and “Packaging” is more important for Gifting

] H H
Assortment and Variety for Sharing
How important are the following factors in choosing a WGIFTING ®SHARING How important are the following factors for
CHRISTMAS gift? SHARING with FAMILY and FRIENDS?
50% 50% 50%
46%
44% 43% 44% 499
38%
36% 0 0
35% 33% 35%
30%
20%
Price Special for Taste Brand name Type of chocolate Packaging style/ Size Promos Assortment/
Christmas design variety

-  FELDAGENT
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GIFTING . . . .
Lindt is the most “Special for Christmas”

S | Aisl : i i
casonal Aisie The ‘cute’ bear stands out and Lindt gives a perception of luxury

Now we'd like you to choose an Xmas Chocolate as a GIFT

ASDA Morrisons Sainsbury’s TESCO 88 WAITROSE

& PARTNERS

-~ 4 =
O & 3 7 7
Vhatth Z L : B S
—— [ INT 3 3 ———
LINDOR /¢ » = SWISS LUXUR
i & SELECTION

e

You choose the momént,
we’ll provide the bliss

‘Because it sums up the ‘it's a little bigger and ‘Lindt luxury selection ‘Lindt bear because it ‘Lindt is seen as ‘L ook luxurious -
spirit of Christmas. has a selection of which I would buy as @ looks classy and nice expensive and Lindt Swiss
Extra special to give as different flavours, some present because of the for a gift. luxurious so makes a luxury selection.
a gift’ of which may be new to quality brand and great gift especially

them’ reduced price’ when it's on offer.’
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Seasonal Aisle Ferrero looks “Posh” and bold packaging creates impact

Now we'd like you to choose an Xmas Chocolate as a GIFT

WAITROSE

& PARTNERS

Morrisons Sainsbury’s

‘This chocolate is ‘Ni ; A . .
ood auality and Nlcg design and . As it is a large, shiny | choose because /t- is It's already gift ‘It really stands out
good quality looks like a good gift  chocolate that looks on offer and looks like wrapped’ and looks posh for a
looks expensive so for Christmas’ appealing and a nice gift with a nice PP t althouah
reat as a gift’ . box present. aithoug
9 probably tastes nice might be hard to
because of the wrap!!

premium price of

FIELDAGENT
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Lindt dominance is based on presence on shelf, impact, appealing
packaging and signage, looks premium and has special (emotional)
Christmas appeal

Gift of Bliss

e

Brand Blocking

hies ) o> |

Melt into a !
moment of b“SS

Z ¥Yinrjc7hoose the moment,
we’ll provide the bliss
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Fererro has distinctive premium packaging, Brand blocking, looks Premium,
Promotional offers but lacks special (emotional) Christmas appeal

Brand Blocking

/ W
& Nea?” e~ Lr‘“" V \
. & - Se” ' S9 | Se7
‘7‘ 9 * =
.. v
a2

Distinctive packaging Promotional offers
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What shoppers like
about the display

What shoppers would
choose to buy as a gift
or for sharing with
friends and family, and
why

Video Summary LINK
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https://www.voxpopme.com/showreel/171033322465f19d28ca31a

What do you think this study would cost ?

150 Shopper Visits with 30 Questions, Photos and Videos

\U

£15,000

4

Cost includes project design, analysis and reporting

\U

£20,000

4

\U

C
£25,000

4

\U

D
£30,000

4
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Cost to ICG member for a Typical Project 50 Store visits = £3,500

Typical project 50 store visits with Video reports Unit Cost Total cost

Set up and design, inserting photos , Store lists and quotas 1 £800 £800.00
Standard task with photos, up to 30* questions (includes Photos

Verbatims and videos) 50 22 SR
Video edit per store 1 £400 £400.00
Project management 1 £550 £550.00
In store @ 50 store visits without reporting £3,500.00

FIELDAGENT
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Working together

Video

transcripts

Dashboard
and export
of results

Response
approvals

Question
template

FA
Scripting

Field Agent

FIELDAGENT
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10 free STORE visits if booked by end of October to run by Dec 31 which you can extend at a discounted price ...

We will

1. Send you a briefing guide and template

2. Scripting and hosting on Field Agent platform

3. Provide store lists and access to Field Agent crowd
4. Project Management and quality control of responses
5. Provide access to the dashboard and excel output

6. Optional video edit

26
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Q

National
Coverage

Cost
Effective

What Makes Field Agent Different

Real Shoppers

* (&

Fast Response

o Sann

Retail Audits
and Shopper Project Mgt
Insight Team
(] ®
FIELD o=

Cheaper.

AGEN Smarter.

Robin Shuker 07803 610684

robin@fieldagent.co.uk. www.fieldagent.co.uk

nowall AUUIL & eat
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