PLANNING AN

IN-STORE
ADVERTISING

CAMPAIGN

CHOOSING THE RIGHT CAMPAIGN
MATERIALS




PLANN'NG AN |N_STORE ADVERT'S”\IG CAMPA'GN .............................................................................. .

TABLE OF CONTENTS

INTRODUCTION, e 3
COMMON CHALLENGES INRETAIL ADVERTISING 4
CAMPAIGN PLANNING &IMPLEMENTATION. e 6
1. MAPPING AND INVOLVING THE CAMPAIGN STAKEHOLDERS . 9
2. DEVELOPING THE CAMPAIGN DESCRIPTION | 11
3. CHOOSING THE RIGHT MATERIALS, 14
4 .DESIGNING AND PILOTING THE CAMPAIGN, 16
5 .PRINTING AND DISTRIBUTION. e 19
6. INSTALLATION OF THE CAMPAIGN | e 21
7.DURING AND AFTER THE CAMPAIGN | 24
CAMPAIGN COSTS e 27
PLAN A SUCCESSFUL CAMPAIGN! 30

......................................................................................................

2 COPYRIGHT®O© STAFIXLTD 2016



INTRODUCTION

PLANNING AN IN-STORE ADVERTISING CAMPAIGN

The purpose of this eBook is to give brands and in-store
advertisers more information about the importance of the
campaign planning process and material selection in order
to create successful advertising campaigns.

In-store advertising is a considerable investment, especially
for the big brands, which uses a large part of their marketing
budget to design and create visually impressive in-store
advertising campaigns. However, the traditional campaign
planning process may sometimes hold some major miscon-
ceptions. It can mistakenly start from designing the artwork
or be missing parts of the process completely. Creating a
proper campaign description is crucial for the success of the

campaign.

Choosing the campaign materialis often seen as asecondary
issue for the success of the campaign, when in fact, it has a
very significant impact on not only your overall campaign

costs, but also to the effectiveness of the campaign.

In the best case, a proper planning process and the selection
of the right kind of advertising material ensures that your
campaign is installed properly, in the right location and that
the materials are also removed quickly after the campaign
or promotion has come to an end. Basically it defines the

effectiveness and Return-on-Investment of your campaign.

Enjoy!
Stafix Ltd.
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Advertising can be challenging, especially in retail stores.
How will your advertisements stack up against those of
your competitors’ and attract consumer attention? Careful
campaign planning will help you to design successful product
launches and promotions. Moreover, having a pre-designed
process helps you to take all the different aspects of the
campaign planning into account. That is why it is very
important to put some extra effort on planningand designing
the campaigns.

Having a pre-designed process helps
you to take the different aspects of
the campaign planning
into account.

Many marketers planning their advertising campaigns

struggle with these common challenges:

How to get all the campaign materials on time to all the

different locations?

How to ensure easy and correct installation and proper
location of the POS advertising materials?

How to ensure that the materials function in different store

plans throughout the retail chain, on different surfaces?

How to make sure that the in-store materials are up-to-date
and old campaign materials are removed promptly without
damaging shop fixtures?

How to get the campaign materials to stand out from other
advertisements and get the desired results?



CAMPAIGNPLANNING &
IMPLEMENTATION

Effective implementation of the in-store advertising Traditionally campaign planning starts with the
campaign should always start from thorough overall campaign's visual identity. However, the
planning. Besides having the outline i.e. budget limitations set by the store, as well as the selection
and goals for the campaign, you should also focus of the campaign material should be taken into
on how those goals can be achieved and how the account even prior to the visual aspects of the

campaign should be implemented. campaign.
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When you are e.g. about to launch a new product through a nationwide retail chain, you probably hope to develop a successful
in-store advertising campaign for it as well. Surely, you'd like to get praised for an inventive and effective campaign, but might

be wondering which materials to use, and how to implement the campaign overall.

We recommend that you follow these seven steps in your campaign planning and implementation
process to optimize the costs and effectiveness of the campaign:

Mapping and involving the
campaign stakeholders

This helps to get expert advice on different aspects

of the campaign planning such as materials, printing,

logistics and installation. Devel_opi_ng the Campaign
description

- This is done with the help of in-store experts

?V and defines the requirements for the campaign

material.

Choosing theright
materials

The material selection is approached from the . o .
perspective of the requirements specified in the DeSIinng and pllotmg the el
campaign description. The chosen substrate is pre-tested in a few loca-
tions with the actual campaign design to make final
adjustments based on the results, if necessary. Use
and installation instructions are created based on the

findings.
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Printing and distribution
As the campaign has been pre-tested and made

sure everything works as planned, it's time to get
the actual campaign delivered to the stores.

Installation

Thanks to the instructions based on the campaign
description, pilot and easy-to-install materials,
everything gets to the right place as planned.

During and after the campaign

The campaign is enhanced with an additional
promotion and some personalization, damaged
material replaced quickly and all materials removed

promptly after the campaign.

Careful planning, starting from the creation of the campaign description, material selection and

piloting can help you to optimize the costs and effectiveness of your in-store campaign.

When this planning is done before the design, print and the distribution of the materials, you ensure that your in-store campaign materials are
functioning on the chosen surfaces for the tenure of the campaign and are installed correctly and removed promptly after
the campaign by the store staff or the merchandizer.
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Start from mapping and involving all the necessary parties

related to the campaign. These may include:

* In-store advertising specialist / Print Management
Company

* Designer/Ad Agency

e Materialmanufacturer/Wholesaler

e Printing house / Logistics

o Merchandizer/Store staff

oooooooooooooooooooooo

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

It is important to recognize that the overall expertise is
developed when the planning process involves the client
and the advertising agency, as well as the material (e.g. the
material manufacturer or printing house) andlogistics expert.

In addition, including a field representative specialist (e.g.
store staff or a merchandizer) in the planning contributes to
the correct presentation of the campaign materials in the
store and helps you to consider practicalities related to the
use and installation of the materials.
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A good campaign description serves as a fundamental base

for the success of a printed in-store campaign. Especially, it

defines the questions and requirements for the material(s)

needed for the campaign.

Where and on which surfaces the material needs

to be installed?

—> The more surfaces a single material is suitable for, the less
material suppliers you need, thus enabling you to create your ads
in fewer print runs. This also helps you to create simple installation
instructions for the campaign.

How long does the material need to last on the

surface?
—> The material durability needs to be compared with the duration
of the campaign.

Who will take care of the installation? (i.e. store
staff, merchandizer or a hired professional)

—> The easier the materials are to install, the less cost and time
is needed. Easy-to-install materials help you to ensure that the
advertisements are installed properly.

Are there any temperature or humidity require-
ments? (e.g. freezers, warm glass, sensitive

surfaces)
—> Consider the material's compatibility with these factors.

Are there some updates to the materials
required during the campaign or other additional
promotions planned?

—> Easy to apply and remove materials enable you to make quick

additional promotions and updates during the campaign.

How quickly and easily should the
advertisements be to remove after the
campaign and who is responsible for the prompt

removal of out-of-date materials?
—> Easy, residue-free materials save time, money and shop fixtures.

Are there any environmental aspects to be

considered?
—> Recyclable, PVC-free materials are a more environmentally
friendly choice.
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After specifying the material attributes you can consult the
in-store advertising specialist or wholesaler and printing
house for the availability of different materials, their printability
and formats.

» What formats are available and in which printing

techniques is the material printable?
—> This defines much of the printing costs for the material and the
available sizes (i.e. large format illustrations)

» Material availability (also in the future)?
—> Material availability, also in the future, is important if you are
planning a process that should be compatible for any future
product launch or promotion in a specific retail chain. This helps
you to utilize the chosen materials as a "standard"” in the upcoming
promotions as well.

Like mentioned earlier, having all the necessary parties or
an in-store advertising specialist involved with the campaign
planning helps you to get the right recommendations and
answers for the above questions.

|deally, after creating the campaign
description, you are able to utilize the
chosen material for similar
promotions also in the future. Carefully
planned campaign descriptions
save time and ensure
desired results.
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Selecting the right advertising material to promote sales is
often challenging, yet it is one of the most important deci-
sions for the success of the campaign, especially in retail and

grocery stores.

Ultimately, the main thingis to
approach the material selection from
the perspective of the requirements
you have specified in your campaign

description.

Advertisers often rely completely and without a doubt on a
single entity for their material and design choices. In these
cases the unit price can often be used as the ultimate crite-
rion for the decision. Ideally, planning should cover the entire
distribution network, as well as the purpose and the lifecycle

of the material, not just the price.

oooooooooooooooooooooo

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

A versatile campaign material with multiple application
possibilities can also ensure that the campaign functions
in different store plans throughout the retail chain and on

different surfaces.

Including a material expert already in the planning phase
of the campaign helps not only to reduce costs but also to
think about the whole lifecycle of the material and how to
reduce waste and to choose a recyclable and environmen-

tally friendly material.

Ultimately, the main thing is to approach the material selec-
tion from the perspective of the requirements you have

specified in your campaign description.

COPYRIGHT®O© STAFIXLTD 2016



ngc




PLANNING AN IN-STORE ADVERTISING CAMPAIGN

17

A too rarely used, but very useful way to ensure the effec-
tiveness of an in-store campaign is to pre-test it in one or
a few of the stores. After you have created the campaign
description and chosen the suitable materials, you can

proceedto gettingthe campaign material artworks designed.

These can typically be obtained from the material wholesaler

or manufacturer, unless the printer already has them.

COPYRIGHT®O© STAFIXLTD 2016

Make sure that the designer is aware of
possible limitations and special characteris-
tics of the chosen substrates related to the
designing, e.g.

e Coloramounts

e Maximum printable area of the

format

* Post-press possibilities

(die-cut, kiss-cut)
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Forthe pilotingitself, you should consider having your printing
partner print some actual samples on the chosen material
with the intended design for your piloting locations. This
is also a great chance to test how the material functions in
the printing press and post-press functions. Printing guide-
lines for each material are typically available by the material

manufacturer.

Piloting a campaign makes sure that the chosen material,
printing, formats and amount of materials work as desired
on the different surfaces in the store environment. This also
helps brands potentially to measure the effectiveness of

the campaign and to make some changes to the campaign

oooooooooooooooooooooo

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

if necessary, before launching it to the rest of the stores.
However, this kind of piloting favors an advertising material
that is easy to install, modify and remove in order to get the
best results and not to use too much time on implementing
the test.

Based on the campaign description, the chosen material and
the findings of the pilot campaign, you are able to
create full instructions, with picture and/or video examples,
on where and how to install the materials in the store.
Additionally instructions on possible updates and removal

after the campaign should be considered.

Piloting a campaign makes sure that the chosen material, printing,

formats and amount of materials work as desired on the different

surfaces in the store environment.
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If the campaign has been pre-tested in the pilot campaign
phase, also the printer already might have adequate
experience on printing on the chosen substrate. If not,
printing and storage guidelines of the material should be
studied carefully and pre-tested in order to get the desired
results. Eventually, when it is time to pack and ship all the
campaign materials, it is important to follow the potential

recommendations for handling the material.

oooooooooooooooooooooo

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Use and installation guidelines (based on the campaign
description and piloting) for each store and each item are
delivered together with the campaign materials, including
possible instructions for additional promotions during the
campaign and for the removal of the materials after the
campaign has ended. If you have piloted your campaign, you
have a great chance to provide picture and/or video examples

of the campaign materials in an actual store environment.

If you have piloted your campaign, you have a great chance

to provide picture and/or video instructions on how to install

the campaign materials in an actual store environment.

COPYRIGHT®O© STAFIXLTD 2016
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In order to create successful in-store advertising campaigns,

brands should be able to spread the materials effectively

throughout the wholeretail chain, andin each store. However, DI D YOU KN OW?

many times the store plans differ and can have very strict

controls on where one can install the advertisements and Very often, when the advertisements end up

where not. The ads shouldn't leave any residue or otherwise at the store, itis up to the store personnel to

set up the campaign. There are various other

damage the surfaces in the store, either.
duties in the store that the staff has to handle

The closer you can have your rather than using a lot of time and effort
installing the in-store advertising campaign.
message to the promoted pI’OdUCt, All the hard work and cool designs will go

the more effective your campa | gn to waste if the advertisement is not visible

: atallorifit placedin the wrong location.
will be.
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Even the ultimate best solution doesn't work if it is in
the wrong place. That is why the location of the in-store
advertisement, as well as the product being promoted, is
crucial for the success of the campaign. The closer you can
have your message to the promoted product, the more

effective your campaign will be.

oooooooooooooooooooooo

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

When e.g. a retail chain decides to spread their campaign
visuals all around the store, it is important to select an
advertising material that can be used on various surfaces.
|deal advertising material especially for in-store advertising is
suitable for and easily installed on all kinds of surfaces, like

walls, windows and counters as well as screens and freezers.

Choosing the right materials can help you in the

distribution of the campaign to all the different locations,

and to ensure easy and correct installation of the
POS materials.

COPYRIGHT®O© STAFIXLTD 2016
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Another challenge in in-store advertising is that if there are
some changes or updates that need to be made to the materials
during the campaign; such as updating the promotion, adding
product-specific enhancements or further price reductions,

completely new materials must be produced and delivered.

For these purposes, the brand would need a solution that is
temporary and easy to install, update and remove at the
end or even during the campaign.

How fast and easy is it to replace
Missing or damaged materials, and
have you got a small "reserve” of
campaign materials?

Another point regarding the materials during the campaign
is potential vandalism. How fast and easy is it to replace
missing or damaged materials, and have you got a small

‘reserve” of campaign materials? People often mistakenly
think that the stronger the adhesion of a material, the more

"safe” itis against vandalism. In our experience people who
wish to damage in-store materials do so in any case, the

only difference being that more permanent adhesives leave

residue or part of the torn sticker behind, where as easy-to-
remove materials leave a clean surface that does not harm

your brand image and is easy to replace with a new ad.
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Easy-to-remove advertising
materials that leave no residue
on surfaces ensure that your
campaign materials can be both
promptly updated and removed
on-site.

Another challenge is that the in-store advertising
campaigns often require many kinds of POS and POP
materials and are often short-term. After the campaign
isover, itisimportant to make sure that the old campaign
materials are removed quickly without damaging any
surfaces in the store. Easy-to-remove advertising
materials that leave no residue on surfaces ensure that
your campaign materials can be both promptly updated

and removed on-site.

DID YOU KNOW?

One solution forimplementing campaign updates is to
leave some of the campaign material personalization
at alater stage. This means that instead of creating
fully customized campaign materials, the materials
are produced and delivered to the stores inline with
the product and brand look, but with some suitable
‘empty spaces” left for further personalization.

This approach is ideal for e.g. display advertising.

Campaign and product-specific personalization
can be easily implemented with e.g. static stickers.
By doing so, the use of the advertising materials
can be extended for promotional purposes by only
changing the stickers, thereby also reducing the

material waste, as well.

Read more about product-specific personalization

and cost-effective in-store advertising from
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In-store advertising can be relatively expensive due to material,
logistic and installation costs. This is particularly true if the
whole distribution chain has not been carefully planned. That
is why it is important to concentrate on the selection of the
campaign materialand plan carefully in order to find the most
cost-effective and efficient solution.

oooooooooooooooooooooo

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Itis also good to be aware that, although the unit price of the
advertising material may seem relatively small, the costs of
the logistics can still easily be surprisingly high, especially if
there are multiple locations and if the whole distribution
chainis not carefully planned.

Creating the campaign concept and design, followed by the printing and

distribution of the materials sums up most of the expenses. Thus, all

of the investment would go to waste if the materials are not installed

correctly, in the right location or are, in the worst

case scenario, left totally un-installed.
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Furthermore, traditional POS and POP advertising materials
can be quite hard toinstalland they often require a lot of time
or even professional installation. In cases like this, the risks
are that the advertising materials are not installed promptly
(or at all) or that the costs of the campaign can get relatively

high because of the use of professional installation.

Creating the campaign concept and design, followed by the
printing and distribution of the materials sums up to most
of the expenses (if professional installation and/or removal
of the campaign materials is not required). Thus all of the
investment would go to waste, if the materials are not put
up correctly, in the right location or are in the worst case left
totally un-installed.

Careful planning, starting from the creation of the campaign
description, material selection and piloting can help you
to optimize the costs and effectiveness of your in-store

campaign.

When this planning is done before the design, print and
distribution of the materials (together with the installation
instructions), it is possible to ensure that your in-store
campaign materials are not only functioning on the chosen
surfaces throughout the whole campaign, but also installed
correctly and removed promptly after the campaign has
come toits end.
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PLAN A SUCCESSFUL CAMPAIGN!

MAP AND INVOLVE THE PRINT AND
CAMPAIGN STAKEHOLDERS DISTRIBUTE

WORK ON THE CAMPAIGN INSTALL THE
DESCRIPTION CAMPAIGN

CHOOSE THE RIGHT TAKE CARE OF THE
MATERIALS MATERIALS DURING AND
AFTER THE CAMPAIGN

DESIGN AND PILOT THE
CAMPAIGN
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Self-adhesive materials

should be easy to
install by the store staff,
without the need and cost of
professional installation.

There should be as little
as possible limitations
on which surfaces, and
where, you can install your

advertising.

You should be able to

trust that you are not
damagingthe surfaces, which
you are using the materials
on.
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Stafix Ltd.

WANT TO KNOW MORE?

Please feel free to contact us to discuss your
in-store advertising needs!

You can schedule a free consultation with a Stafix representative to see how we can
help you to create cost-effective and efficient retail advertising.

Konttisentie 8 B switchboard +358 10322 4210
40800 Vaajakoski e-mail info@stafix.fi

Finland

web www.stafix.eu




