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introduction

The basic tenet of marketing is to ‘do by knowing’. 
Meaning, we as marketers learn first and then 
execute based on that learning. Thus we spend 
a majority of our time trying to gain insight into 
the minds of those who buy and consume our 
products and services. We typically derive insights 
from quantitative studies. For example, if you were 
looking to enter the frozen breakfast category with 
a new product, you may know that 75% of frozen 
breakfast shoppers want low fat options. But what 
does this mean to you as a marketer? How can this 
help you develop effective in-store communications 
which influence your shoppers’ behavior? Is this a 
true insight, or are you only at the halfway point in 
terms of really understanding the shopper and how 
they shop for frozen breakfast products?

This paper focuses on bringing specificity to the 
discussion of insights so that any brand, in any 
category, can use them to inspire, not just inform. 
To put it another way, our goal is to provide you 
a new lens through which to build, execute, and 

conSuMEr And 
SHoPPEr inSiGHtS:
HoW to dEVELoP EFFEctiVE in-StorE coMMunicAtionS

“A moment’s insight is sometimes 
         worth a life’s experience.”  
                                   —oliver wendell holmes
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review research. We’ll start by defining insights and 
how they differ from generalizations. We’ll explore 
the differences between consumer and shopper 
insights and how beliefs and attitudes are the real 
drivers of shopping behavior. We will present our 
Insight-Connectivity Model© and how you need 
both consumer and shopper insights to create 
compelling shopper communications which inspire 
buying behavior. 

inSiGHtS ArE not 
GEnErALizAtionS 

Often times, the best way to define something is 
to first define what it’s not, and insights are not 
generalizations. The Merriam-Webster dictionary 
defines a generalization as 

Just by looking at these two definitions you can 
see there is a significant difference between 
generalizations and insights. In comparison, a 
generalization lacks depth of meaning. They are often 
so well understood and accepted as truth that they 
can be called a law or principle. It’s something your 
consumers and shoppers are already consciously 
aware, and if they’re already consciously aware, 
how could it be considered “insightful”? 

95% of a shopper’s decision-making process 
happens in their subconscious mind with only 5% 
occurring in their conscious mind1. Generalizations, 
which are meant to inform, come from the 5%, 
while insights, which are meant to inspire, are from 
the 95%. The two most important aspects 
within the definition of insights directly speak to the 
subconscious: apprehending and inner nature. Inner 
nature implies intimacy and a high level of personal 
meaning. This is what you need to understand, but 
this is no easy task. It takes rigor and process to 
apprehend such information.

This is not to say that generalizations don’t play 
an important role in making high-level marketing 
decisions. If you’re looking to introduce a new 
financial services product, it’s essential to know 
that 40% of Americans report saving more of their 
disposable income than before the recession. 

“a general statement, law, principle,      
or a proposition.” 

Compare that to the definition of an insight:

“the act or result of apprehending the 
inner nature of things.”
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Quantifiable generalizations help derive higher-level 
marketing strategies but they’re not sufficient when 
it comes to developing in-store communications, 
because they provide nothing emotional for the 
shopper to connect with.

Insights are only as good as their application. It’s the 
first step towards the end goal. It is the ‘do’ part of 
the ‘do by knowing’. In marketing, the role of insights 
is to create “break-through” communications. This 
is not about disruption or interruption. It isn’t about 
creating noise in a retail space by being louder or 
bolder. That’s 1950s “Mad Men” thinking. It’s about 

“breaking-through” by being relevant, engaging 
and inspiring your shoppers in a meaningful way, 
on an emotional level. When you create an in-
store communication that is meaningful you are 
persuading shoppers at a deeper level. You’re 
not manipulating them with coupons or price, but 
instead, engaging them in your brand story and 
inspiring them to act because you’re speaking to 
their core beliefs.

There are three things any in-store communication 
must accomplish in order to be successful.
 
If you can successfully accomplish the first two, then 

you’re in the best position to inspire their behavior. 
There is nothing about “75% of shoppers want low-
fat options” or “40% of Americans are saving more” 
that connects emotionally; therefore, the challenge 
is to move from generalization to insight.

inSiGHtS SoLVE ProbLEMS

Marketers every day approach the same question 
—what problem is my business facing that I need to 
solve in order to deliver growth? Insights enable us 
to solve for that and help develop optimal solutions. 
If your insight doesn’t lead you to this solution then 
either you don’t have an insight or you don’t have the 
correct insight. Insights are hard. We struggle with 
them because we’re wed to the corporate mantra, 

“if you can’t measure it, you can’t manage it.” This 
mantra contradicts a simple truth, “human beings 
are highly emotional creatures.” Because emotion 
is hard to quantify we fear it; and instead cling to 
quantitative data like a life preserver because we 
believe it’s factual. Facts often obscure the truth.

One, it must connect with consumers’ 
and shoppers’ core beliefs and attitudes 
which drive their behavior in the category. 

Two, it must engage them in your 
brand story.

>

>

> Three, it must inspire them to purchase 
your brand.
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Everything we do as humans is driven by our 
emotions. We have two systems of wiring in our 
bodies: emotional and rational. Studies have shown 
over and over that whenever we’re faced with a 
choice or a decision it’s our emotional wiring which 
is activated first, then our rational2. We know sugar 
is not healthy; however, on a hot day, surrounded 
by friends and being reminded of childhood, our 
emotional wiring takes over and we wind up drinking 
several bottles of regular Coke. 

Not only do insights help solve problems but 
they also help us differentiate ourselves from our 
competitors. We all have access to the same 
consumers and shoppers and we all use the same 
research methodologies. The difference is looking 
where others look but finding what they don’t. This 
comes from using a different set of lenses when 
approaching research so you find the real insights. 

conSuMEr And SHoPPEr inSiGHtS

Here is the best visual we can provide which 
effectively demonstrates what an insight is: If you line 
up 30 acoustic guitars that are all perfectly tuned 
and you take an electric guitar, which is also perfectly 
tuned, plug it into an amplifier and pluck the E string, 
what do you think happens to the 30 guitars? Their 
E string will automatically resonate. This is what an 
insight is meant to do. You need to identify the E 
string for your brand which drives behavior so when 
you pluck it through your shopper creative, it will then 
automatically resonate with your shoppers. They may 
not even consciously know why.

In the world of marketing communications there 
are two types of insights we need to understand: 
consumer and shopper.

AT SHOppEr INTEllIGENCE, WE dEFINE A 
CONSuMEr INSIGHT AS:

A statement revealing a deep understanding of 
your consumers’ beliefs and attitudes that explain 
their behaviors, containing the power to shape their 
perception and effect their behavior. 
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The key here is to know that a consumer insight 
provides the emotional motivation to how and why 
your consumer relates, interacts with, or uses your 
category, brand, or product. It may also provide an 
unmet emotional need in the consumer’s life. 

WE dEFINE A SHOppEr INSIGHT AS: 

A statement revealing a deep understanding of your 
shoppers’ needs, behaviors, and emotions along their 
shopper journey; containing the power to affect their 
purchase decisions. 

THErE ArE TWO ElEMENTS YOur SHOppEr 
INSIGHT MuST AlWAYS HAVE: 

inSiGHt connEctiVity

Shopper marketing is simply the recognition of the 
shopper as a new strategic target in addition to the 
consumer. The shopper represents the behavioral 
variable of the marketing and brand loyalty equations.

Consumer marketing builds emotion while shopper 
marketing inspires action based on that emotion. 
In looking for insights, we need to understand our 
consumer and shopper cohesively, either as two 
people coming together to make one purchase 
decision or as one single person representing both 
roles. You need both a shopper and a consumer 
insight to create in-store communications that 

EMOTIONAl HurdlE: the negative 
emotion(s) felt while shopping

BEHAVIOrAl HurdlE: the behavior 
that is prevented by the emotion. 

>

>

CONSuMEr (EMOTIONAl) + SHOppEr (BEHAVIOrAl) = 
GO-TO-MArkET STrATEGY

 
EMOTIONAl lOYAlTY + BEHAVIOrAl lOYAlTY = 

BrANd lOYAlTY
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Shopper Insights (Behavior) 
What are they doing? 
What do they need? 

Consumer Insights (Emotion) 
Why are they doing it? 
Why do they need it? 

Purchase 
Decision 

connect, engage, and inspire. Here is what dr. 
Gerald Zaltman has to say from his book, How 
Customers Think.

“A shopper’s experience in a supermarket is 
her expression of the values embodied in her 
norms about raising children. Point-of-purchase 
cues can activate memories of social norms and 
influence how shoppers interpret those cues. 
Though marketers focus their attention on the 
individual shopper’s ‘performance’ in the cereal 
aisle, the script for that performance, as well as 
the degree and type of improvisation the shopper 
demonstrates, are lodged in social relationships 
that reach far beyond the store.”
The key learning here is that what drives a 
shopper’s behavior in-store comes from their 
life as a consumer outside the store. This is the 
foundation of our Insight-Connectivity Model©.

Insight-connectivity is a simple process which 
links a shopper insight to a consumer insight. The 
shopper insight addresses the behavior: What are 
they doing? What do they need? The consumer 
insight addresses the emotional motivations 
behind the behavior: Why are they doing it? Why 
do they need it?

Here is an example from a manufacturer who makes 
products for home cooked meals. Their growth 
strategy is to drive incremental purchases across 
their portfolio of products. They did some shopper 
research and this is their shopper insight.

“I find shopping for the ingredients to make a 
fully home cooked meal cumbersome and time 
consuming because it requires shopping too many 
aisles. I do it, but I wish it were easier. I get the 
basics and get out.”

Could they develop an entire shopper-marketing 
program based on that insight? Yes. In fact, this 
is what typically happens. You would have an 
endcap display with recipes and ingredients for 
home cooked meals. The program is quite easy to 
figure out if you have the right behavioral insight. 
Still, if you only had this shopper insight, what 
would your communication be? Whenever we 
ask this question to our clients the answers we 
get are “ease and convenience” or “easy meal 

EMOTIONAl HurdlE: Frustrating, 
annoying, cumbersome.

BEHAVIOrAl HurdlE: limiting 
their incremental purchases.

>

>

Purchase 
Decision
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solutions.” How many of these types of messages 
do we see in stores today? lots of them. While 
the shopper insight is effective at building the 
program, it’s not effective at defining the messaging. 
It provides nothing emotional for the shopper to 
connect with. Yet, when the manufacturer asked 
the simple question “why are they doing something 
they find cumbersome,” this is the consumer insight 
they found.

“If I want to get my kids to open up about what’s 
going on in their lives, I distract them with food. If 
they’re eating, they talk more and I feel in the know. 
It’s the main reason I prepare at least three home 
cooked meals a week that we eat together.”

This is how the brand is going to develop messaging 
which connects emotionally with their shoppers. 
Now you may say there are many dinner meal 
brands that already say this, and in a way, you 
would be correct. Many brands use “family dinner 
togetherness” as their creative idea, but what makes 
this insight different is the attitude: it’s the act of 
eating food, not the togetherness that gets my kids 
to open up. If you think about it, families spend lots 
of time together watching TV or movies but these 
are not times when kids typically open up and talk.

BElIEF: It’s my role as a parent to keep 
in touch with my kids’ lives.

ATTITudE: It’s not togetherness that 
opens them up it’s the act of eating.

BEHAVIOr: I prepare at least three 
home cooked meals a week.

trAnSLAtinG inSiGHtS into 
Action

Now that we’ve clarified what insights are we 
need to discuss how to turn them into action. 
Specifically, we’re going to discuss how you turn 
insight-connectivity into effective retail displays, 
but the concept can be used for any type of in-
store communication. We translate shopper and 
consumer insights into retail designs which create 
emotional connections through our Insight-Design 
Connectivity Model©. Too often, when it comes 
to developing displays, the insights are left out of 
the process. This typically leads to messaging that 
consists solely of the brand name, a clever headline, 
and the details of the program or offer, leaving 
nothing to drive the emotional connection.
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By bringing a shopper and a consumer insight into 
the design process, you can develop messaging and 
visuals which lead to the emotional connection that 
will maximize your display’s effect on the shopper’s 
purchase decision. If you connect emotionally, you 
can then engage them in your brand story and 
position your brand to inspire their behavior. 

concLuSion

True understanding of insights is one of the biggest 
white spaces in marketing today. Whether financial 
services, consumer electronics, health care, or 
consumer packaged goods, the brands that 
uncover the real emotional drivers of their shoppers’ 
behaviors are the ones who will win in the future. 
We must recognize that we no longer live in a 

“need” based society; we now live in a “want” based 
society. The need for a new flat screen TV drives 

shoppers to the consumer electronics category, 
but when they get there they’re faced with a myriad 
of options. Now it’s a “want” that drives the brand 
choice. Insights are the way for a brand to create 
the “want”.

Insights are easy to miss and hard to find. However, 
if you are using the correct lens for your research 
you will find the true emotional and behavioral 
insights that will change the way you communicate 
with your shoppers, giving you a sustainable 
competitive advantage.
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