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Abstract 

 

The recent advent of shopper marketing has led to an increased need to understand the drivers 

of point of purchase sales in the FMCG sector. The author addresses this issue by examining 

how shopper marketing directly effects generation x females through identifying the 

emotional drivers and barriers in elements of the current shopping trip at the point of 

purchase. The research also aims to classify the different segments of generation x females to 

further understand their mind set when undertaking a shopping journey in an FMCG scenario. 

 

One of the most important advances in marketing thinking is the recognition that people, in 

their purchase decision-making, respond to more than simply the tangible product; shoppers 

respond to the total message conveyed by a FMCG retailer. While retailers are investing 

more heavily in shopper marketing it is still a significantly underutilised tool with elements 

being picked seemingly randomly, with functional and practical thinking being applied, 

instead of a holistic approach to the shopper marketing message. 

 

There is a structural common trace on the literature, recognising that generation x female 

shoppers are citizens with specific needs beyond consumption including emotional 

motivators, which should be effectively analysed and satisfied, adopting a complete shopper 

marketing approach.  

 

Though constantly developing new techniques, marketers and retailers are somewhat 

overlooking how generation x females react negatively to some of the shopper marketing 

efforts, viewing them as barriers to their end outcome of purchasing functional goods. 

 

The main contributions provided are the compilation of shopper marketing literature, the 

analysis and the identification of major issues in relation to the objectives, the research design 

and primary research and its analysis, the development of the hypothesis and directions for 

future research through recommendations. 
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Introduction 

Research Question 

 

To identify and explain the benefits and barriers of shopper marketing and the direct impact it 

has on the consumer buying decision process at point of purchase sales in the FMCG sector 

in generation X females. 

 

Research Hypothesis 

 

Shopper marketing has a direct effect on shopper behaviour and impact on increasing sales 

through identifying both functional and emotional needs during the consumer decision 

making process in female generation X shoppers. 

 

Research Objectives 

 

1. To investigate the diverse classifications of generation X female shoppers and how 

they respond to various shopper marketing activities in the FMCG sector. 

 

2. To examine the emotional motivation that lead to the purchase of functional goods 

through effective shopper marketing 

 

3. To investigate the barriers which arise from shopper marketing activities in the 

FMCG sector 

 

Background to the problem 

 

The author decided to investigate this area after observing the techniques, resources and 

emphasis invested into the area of shopper marketing. The question arose, with all this effort, 

do shoppers (for the purpose of this paper, Generation X female shoppers) know, care or 

understand this effort and how does it affect them.  
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The FMCG sector is one which is of necessity to shoppers but also evokes an emotional 

reaction in them. The author sought to investigate if the need for functional goods can be 

influenced by emotions and to what extent.  

 

Lastly, the author wished to examine if retailers and marketers are utilising shopper 

marketing techniques correctly or were they merely viewed by shoppers as a barrier during 

their time in a FMCG retailer. 

 

Organisation of the project 

 

The researcher set out to try to obtain a holistic overview of the topic, problems and data.  

In chapter one, the literature review compiled and analysed the secondary data, including 

case studies, books, papers and industry examples to examine under each objective the 

current literature. 

 

In chapter two, the methodology of market research was examined in depth. Form this 

chapter, the research tools and frame work for such were developed by the author, as well as 

gaining an understanding and rationale for the research tools rejected.  

 

In chapter three, the data analysis and findings, the author followed the steps of data analysis, 

to analyse the primary data collected and then summarise this into findings under each 

objective. 

 

Finally in the appendix, the author included some evidence and examples which were part of 

the formulation of this research paper.  

 

Scope and limitations of the project 

 

Scope 

 

In this research paper the secondary information gathered on the topic of Shopper Marketing 

was broad. However, the researcher determined that approaching this research in a linear 

fashion was necessary as the area is so vast. To this end, a few areas which orbit the topic 
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could have been investigated in more detail. For example, the tools of shopper marketing, the 

links between all the areas of marketing as they relate to path to purchase for a consumer; 

these are just a few areas which are intrinsically linked to the area of Shopper Marketing.  

 

For the primary research the researcher gathered data from Generation X females and an 

industry expert to help in the analysis of their responses. To further the scope of the primary 

research the author attempted to use parallel testing in the focus groups, through on and off 

line focus groups.  

 

Limitations: 

 

During the course of this research project a number of limitations were encountered by the 

researcher. 

 

The area of shopper marketing is quite board and diverse. Shopper marketing branches into 

all areas of the path to purchase for a consumer and there is an abundance of information.  

Due to this abundance of information focusing in on the key points was a challenge for the 

researcher, while still fully investigating the topic. 

 

While carrying out the primary research a numerous limitations were encountered. Firstly, for 

the offline focus groups, I could not get all the participants in the same location at the same 

time. To this end, it was necessary to carry out two mini focus groups.  

 

One of the industry expert interviewees’ Ken Hughes, due to work commitments, had to 

cancel an in-depth interview. This was disappointing in terms of primary research as he is 

world renowned in his field. However, he did offer some guidance in the form of further 

secondary information. It is also worth noting that he offered the researcher the opportunity 

to work for his company carrying out market research. Unfortunately, the researcher had to 

graciously decline this opportunity, but did acknowledge that this would be invaluable 

experience and may take up this offer in the future. 

 

The second industry expert interviewee was also unable to meet in person and so the 

interview was conducted in part by email and in part over the phone. While this afforded the 
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researcher the opportunity to probe some of the original answers, it was perhaps not as 

effective as face to face interviewing. 
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1.1 Introduction 

 

Shopper marketing is a recent concept and it has been gaining importance and attention 

among managers and researchers. Due to its youth and increasing relevance, the purpose of 

this paper is to analyse, categorise and compile the existing knowledge concerning shopper 

marketing and its function in the FMCG sector. Alongside this, this paper aims to classify 

Generation X female shoppers and their emotional drivers in the FMCG sector, as well as 

they barriers arising from Shopper Marketing efforts in store. 

1.2 What is Shopper Marketing? 

 

If shopper marketing has one goal, it is to reach consumers at the moments that most 

influence their decisions. Several studies confirm that a significant proportion of purchase 

decisions are made in store (Hui et al., 2013a; Hui et al., 2013b; Knox et al., 2011; Ashley et 

al., 2011; Chandon et al., 2009; Inman et al., 2004; Inman et al., 2009; Bucklin and Lattin, 

1991), meaning that the influence of POP stimuli and environment can be a very important 

factor, particularly in impulse and unplanned purchases (Mohan et al., 2013).   

 

When shoppers are in-store, they are very often engaged in what is known as ‘low-

involvement processing’. (Gilbride et al, 2013; Bell, Corsten & Knox, 2011). The store has 

become a learned environment, so the brain is not consciously making choices or considering 

options, but rather prompting actions when known or learned signals come into view.  

(Pincott, 2010; Shankar, 2011; Sorensen, 2009; Chris Hoyt, 2014) 

 

Identifying and focusing on the specific needs of the shopper and the understanding of their 

needs, assuming that consumers and shoppers are not always the same and, even if they are 

the same, the shopper is in a different mode while shopping (Pincott, 2010; Sorensen, 2008, 

2009). 

What is evident is that shopper marketing is growing in importance and that companies with 

integrated strategies are “winning in-store.” A comprehensive survey from the USA shows 

that companies with developed shopper marketing plans are growing 50% faster than the 

categories they participate in. (GMA/Deloitte, 2008). 
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1.3 Shopper marketing in action and the tools that drive it 

Shopper marketing can be best understood by examining how brands have implemented their 

particular strategies using the many shopper marketing tools.  Therefore, along with 

examining the theories and it is necessary to investigate these tools that can accompany an 

explanation of shopper marketing. The best way to do this is, is through examples of shopper 

marketing in action. (Visualise, 2014d).  

By placing emphasis on design, in-store promotion and shopper flow, it increases the 

influence impulse and mood-related purchasing. Sensorial marketing is one of the most 

comprehensive methods of creating in-store atmospherics. It incorporates the senses to enrich 

the brand experience and define uniqueness and personality of a product, in the aim of 

ensuring customer loyalty and preference. Sensorial marketing has strong ties with 

experiential marketing, for example tasting and touching a product. In relation to the FMCG 

sector, atmospherics play a great part in the in-store experience a shopper has.  (Babb, 2008; 

Hughes, 2013; Magner, 2013; Mohan, Sivakumaran, Sharma, 2013) 

An example of all these tools in action would be the bakery in Lidl stores. On entering the 

store the shopper can smell the aroma of the bread. The sense of smell has a strong 

association with memory and emotion, impacting on sense of time, and it can even provide 

directional cues – all of which make it a powerful asset in a retail setting. It can have 

immediate impact on mood and behaviour and can create a lasting, positive association with 

the brand. As the shopper approaches the bakery display, the breads are attractively displayed 

and this sight is pleasing to the eye. In some stores tastings have been carried out. Here the 

shopper is exposed to experiential marketing through the medium of taste and touch. If for 

example it is a crusty loaf the sound appeal is there also. This example uses all the senses and 

the crossover of many forms on shopper marketing.  

Other examples are not so obvious but can be equally effective. If a campaign can trigger a 

need in a consumer it is far more likely to be successful. This could be related back to 

Maslow’s hierarchy of human needs. The work of the psychologist Abraham Maslow and his 

behavioural model, The Hierarchy of Human Needs, is central to the shopper marketing 

system. Irrespective of the type of shopper they are all being targeted, their “differences” are 

measured and exploited, their “emotions” assessed and capitalised on. (Minichiello, M 2006)  
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1.4 Analysis of types of shopper female Generation X in the FMCG sector  

For the purpose of this research paper Generation X females will be the segment examined. 

Generation X females can be further dissected into four types of shopper, through factors 

such as shopping behaviour patterns, price sensitivity, retailer loyalty, demographic 

differences and opportunities for conversion, POPAI (2012), arrived at four different shopper 

segments, with unique attitudes and behaviours in their shopping habits.  

 

Table 1: Characteristics of Generation X shoppers 

Shopper segment Characteristics of this shopper type 

Time Stressed shopper  Completing the task at hand as quickly as possible is the 

primary objective 

 Time-pressured so put less emphasis on planning shopping 

trip methodically – less use of written shopping lists 

 Easily tempted 

Explorers  Look to be inspired 

 Actively look for new or alternative products  

 Explorers have the highest percentage of impulse purchases 

and spend the longest time in-store. 

Bargain Hunter  Always looking for bargains or deals 

 Meticulously plan shopping trips and have the highest level 

of coupon usage. 

 Most likely segment to stray from list in favour of a deal.. 

Trip Planners  Organised and aim to complete shopping trip with minimal 

fuss. 

 Consistent list writers  

 Often described as restrained or controlled shoppers 

 Lowest percentage of impulse buys 

Source: Adapted from Phelan, (2013) 

Please see for further detail, appendix one: Four types of generation X shoppers in full. Page 

42 
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From the literature reviewed, it was found that the “Time Stressed” is the most common 

segment of Generation X shoppers, although there is a distinct overlap between these the 

“Time Stressed” and the “Trip Planner” as a shared characteristic is completing the task at 

hand effectively. As is the case in modern society, people are time poor.  (POPAI’s, 2012) 

While this segment has the most consistent use of written shopping lists, the Trip Planner is a 

prime example of one who is likely to be in a low-involvement processing state, and so are 

not immune to in-store efforts with impulse purchases standing at 67% (only slightly below 

the average of 76%) (Visualise, 2014a) So this presents a shopper who wants to get the chore 

of shopping completed exactly as planned and is on autopilot during that shopping trip; often 

a factor in FMCG purchases.  

Bargain hunters will go out of their way for the best deal, but a clear weakness in this 

segment is the level of cognitive dissonance as a result of not finding the best deal of the 

moment. The bargain hunter can slip into the Explorer segment very easily due to this need 

for active searching. 

The Explorer in some cases can be called in jest the marketers dream. They actively seek out 

new or alternative products. They are somewhat leaders in that they will often try a product 

out without prior research or recommendation, but relish the opportunity to tell peers about 

such products. (Phelan, 2013)  

This is the perfect environment to influence shoppers’ purchase decisions. POPAI’s Shopper 

Engagement Study (2012) found that more decisions are being made in-store than ever 

before. The in-store decision rate now stands at 76%, climbing from 70% in 1995. 

To this end, retailers need to look to communicate more effectively with the target audience 

and focus on more than just a price element. All the segments are looking for signals to come 

into sight while navigating their way around the store, meaning that in-store formats can play 

a hugely important role in helping to influence this shopper behaviour in a positive manner. 

(Phelan, 2013; POPAI, 2012).  
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1.5 Communicating and motivating generation x female shoppers through emotion 

Emotion is felt at all stages of the shopping trip, as is the potential it has to influence 

decisions, associations and memory. The majority of generation x female shoppers are task-

orientated, operating in the moment and making decisions in an environment of bewildering 

choice, all of which impacts on their behaviour. It is influencing this behaviour that is at the 

heart of shopper marketing. (Goodhall, Saatchi & Saatchi X. 2011) 

 

The Emotional Drivers of Shopping model, (figure one, page 6) outlines eight primary 

categories of emotional benefits that shoppers seek from their shopping activities. The model 

is based on a foundational study by Saatchi & Saatchi X (2011) with 1,500 shoppers across 

the USA.  

  

 

Figure 1: The eight primary emotional drivers that motivate and influence shopping 

behaviour 

 

Source; Goodhall, S, Saatchi & Saatchi X. (2011) 

 

Please see appendix two: In-depth analysis of the eight primary emotional drivers that 

motivate and influence shopping behaviour. Page 44 

 

 

 

 



B7MG041 – Retail Project 
 

7 | P a g e   S u s a n  D o w l i n g  -  1 7 1 2 3 4 8  

1.6 The emotional shopper journey  

 

Wood and Lanchin (2012) pose that the experience of positive emotions feels good to 

shoppers. Shoppers tend to seek out experiences that evoke positive emotions, and when they 

find them, they attempt to maximize them, prolong them or return to them. At the same time, 

negative emotions, such as frustration or anxiety, feel uncomfortable and tend to repel 

shoppers. People try to minimise their experience of negative emotions, escape from them or 

avoid them in the future. It is in this push and pull of positive and negative, of attraction and 

repulsion that gives emotion its powerful influence on decision-making and behaviour. This 

is true when a shopper is deciding which products to place in their shopping cart as they 

make their way through the grocery store. 

 

Research has suggested that the experience of pleasant emotion increases openness to the 

environment, impacting shoppers' ability to notice and comprehend retail communications, as 

well as the amount of time and money shoppers are willing to spend in-store. So, creating 

enjoyable and emotionally satisfying shopping experiences isn't just about aesthetics; it's 

smart business for brands and retailers. Put simply, happy shoppers are more loyal and 

profitable shoppers. (Gilbride, Inman & Stilley, 2013). 

 

1.7 How do all these shopper marketing efforts directly affect the consumer decision 

process? 

To further examine shopper marketing directly effecting sales of functional goods, the case 

study of Green Isle Foods and Tesco Ireland demonstrates the possibilities when shopper 

marketing is utilised. The objective of this campaign was to drive more shoppers down the 

frozen aisle and then once there, to engage them in the aisle for a longer period than normal. 

Working with Irish International, Visualise implemented the complete overhaul of the frozen 

food category in Tesco Naas. This campaign won numerous awards including the ‘Best 

Shopper Marketing Campaign’ award at the 2013 Checkout Ireland FMCG awards. To read 

how these two companies developed this campaign from start to finish please: 

Please see appendix three: Green Isle and Tesco frozen food shopper marketing project. 

Page 47 
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1.8 Shopper Marketing Benefits and Barriers  

 

With all these shopper segments, one aspect of in-store marketing campaigns that remains 

crucial is to tailor the creative to suit the environment and the shopper’s frame of mind, while 

overcoming barriers which may arise to both the shopper and the retailer alike. 

 

1.8.1 Benefits 

 

Concerning the benefits, Turley and Chebat (2002) remark that the environment created by 

retail managers is an important strategic variable, being able to affect the shopping behaviour.  

Compiling the benefits indicated in the literature, it can be stated that shopper marketing 

activities have many advantages for shoppers and retailers. (Shankar, 2011; ECR Europe, 

2011; Huskins and Goldring, 2009; Harris, 2010; GMA/Deloitte, 2007, 2008): 

To this end as far as the shopper is concerned: products, services, shopping experiences and 

communications are more directed and tailored to their needs, and therefore more useful and 

relevant. For the retailer, assuming a higher shopper satisfaction with the POP, there is a 

higher potential for increased loyalty and recommendation, besides increases in sales and 

improved differentiation. (Viccars, 2013).  

 

As with all areas of marketing, some barriers and difficulties are identified in the 

development of shopper marketing projects. In fact, despite retailers’ intentions, the stores are 

not always presented to the shopper as the retailer would like – e.g. products on the shelves 

appear to be messy (Castro, Morales and Nowlis, 2013).  

 

1.8.2 Barriers  

 

The most common barriers reflected in the research involved the understanding of shoppers, 

since they are not easily predictable. Shopper Marketing needs to be adapted to their 

mentality and mood of shoppers, making the offers and messages relevant to shoppers in 

store. (Sommer, 2010; Shankar, 2011; Nitzberg 2010; GMA/Deloitte, 2007, 2008; Retail 

Commission on Shopper Marketing, 2010; Sansolo, 2010; Dellaert et al., 2008).   

 

At a functional level these barriers can be quite simple and therefore often overlooked.  
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A shopper is evaluating from the moment they park their car so the in-store experience starts 

from this moment. If a car park is littered it sets a precedent in the mind of the shopper before 

they enter the store. If the shop is unorganised and the layout illogical it can frustrate 

shoppers. When products are missing or out of stock this furthers the negatives in the 

shoppers mind. 

 

Other barriers include shopper’s personal tastes; there is no one size fits all even for a 

segment such as female Generation X. What appeals to one person, for instance the smell of 

the bakery as discussed earlier in the paper, may disgust another shopper. (Skelton, 2014) 

 

Shoppers are bombarded by advertising with the average person exposed to over three 

thousand per day. This is a major barrier to shopper marketing as in just three seconds they 

need to capture the eye of the shopper and interrupt their shopping journey in-store.  

 

The final barrier the researcher suggests is customer service adding to the in-store experience 

and the shopper marketing efforts of an FMCG retailer. While there is much written about 

both shopper marketing and customer service, and the importance of both, it appears there is 

little written about the symbiotic relationship of the two together and the need for this 

symbiosis for the successful integration of shopper marketing. (Wyner, 2011) 

 

1.9 Conclusion 

 

The literature reviewed is complementary and coherent, sharing a structural common trace 

that recognises that generation x female shoppers have specific needs beyond consumption, 

which can be a marketing opportunity if they are properly analysed and satisfied. 

 

Additionally, there are some key differences when applying the fundamentals of shopper 

marketing to generation x females, which pose new challenges and opportunities, for both 

managers and academics. Since shopper marketing is in the early stages of development, 

there are several directions and issues yet to be explored by research. Some of these issues 

include how to tailor the message to generation x females and how to communicate these 

messages effectively while limiting the barriers which may be encountered. 
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2.1 Introduction 

 

According to Saunders, Lewis and Thornhill (2009), the methodology chapter is “the theory 

of how research should be undertaken”. This chapter will discuss the methodology used in 

researching this project. 

 

The marketing research is divided in seven main stages: the problem definition, the research 

design, secondary data collection, sampling, primary data collection, data analysis and the 

report writing and presentation (Malhotra and Birks, 2007). 

 

2.2 Problem definition  

 

Domegan and Fleming (2007) cite that the problem definition is the first, initial step in any 

research project. The researcher questions what the problem is, what decision is necessary, 

and what information is needed for management to make decision. 

 

“Problem Definition is identification, clarification and definition of the specific marketing 

difficulty that necessitates decision related information”  

(Domegan & Fleming. 2007)  

 

2.3 Research Question 

 

Malhotra and Birks (2007) defined the research question as research undertaken to help 

identify problems that are not necessarily apparent on the surface, yet exist or are likely to 

arise in the future 

 

For this project, the research question is: 

To identify and explain the benefits and barriers of shopper marketing and the direct impact it 

has on the consumer buying decision process at point of purchase sales in the FMCG sector 

in generation X females. 
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2.4 Research Hypothesis 

 

A hypothesis is a statement that describes how two or more variables are related. (Lores, 

2013)  

 

For this project, the research hypothesis is: 

Shopper marketing has a direct effect on shopper behaviour and impact on increasing sales 

through identifying both functional and emotional needs during the consumer decision 

making process in female generation X shoppers. 

 

2.5 Research Objectives 

 

Research objectives are what the researcher would like to achieve with the help of particular 

research techniques (McQuarrie, 2006). The research objectives of this project are as follows: 

 

4. To investigate how Generation X females respond to various shopper marketing 

activities in the FMCG sector. 

5. To examine the motivators that lead to the purchase of functional goods through 

effective shopper marketing 

6. To investigate the barriers which arise from shopper marketing activities in the 

FMCG sector 

 

 

2.6 Research design strategy 

 

According to Domegan and Fleming (2007), Research design is a blueprint or overall action 

plan for the remaining marketing research study. It is the framework to build and guide the 

rest of the marketing research process. (Lores, 2013) 

 

For this research project the most appropriate is the exploratory research. Firstly, because the 

aim of the research is to understand and classify the consumer behaviour of Generation X 

females in the FMCG sector in relation to shopper marketing efforts in stores. Secondly, 

because the researcher does not want to quantify and the aim of the research is to understand 
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habits and the behaviour of Generation X females to in-store shopper marketing in the FMCG 

sector, and what barriers arise from it. Descriptive and Casual research were rejected on this 

basis. 

 

There are three types of research design strategy, exploratory, descriptive and causal.  

 Exploratory research aims to discover ideas and insights. 

 Descriptive research is usually concerned with describing a population with respect to 

important variables.  

 Causal research is used to establish cause-and-effect relationships between variables. 

Experiments are commonly used in causal research designs because they are best 

suited to determine cause and effect. 

(Lores, 2013) 

 

Please see appendix four for an in-depth analysis of the three types of research design 

strategies. Page 60 

 

2.7 Secondary and primary research 

 

Data collection methods are broken down into two sections secondary research and primary 

research. 

 

2.7.1 Secondary research 

 

“Secondary research is data collected by another person for reasons other than the problem at 

hand”. Desk research is the systematic collection and analysis of secondary sources of data.  

(Domegan and Fleming, 2007) 

For the purpose of this research project, secondary data was collected from the following 

sources: 

 Journals  

 Database  

 Internet  

 Grey Material  

 Trade association/ professional Bodies  

 Peer reviewed literature 
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2.7.2 Advantages and disadvantages of secondary research 

 

Table 2: Advantages and disadvantages of secondary research 

Advantages of secondary Research Disadvantages of Secondary Research 

It’s process in gathering the data is quick and 

effective 
It is not completely relevant to the project at hand 

It is relatively cheap 
It is information gathered for other reasons then 

that at hand 

It is time efficient Its objectivity is unknown 

There are many available sources of valid 

secondary research 
Out dated information means inaccurate results 

Collection of secondary data can help alleviate 

some of the pressure from primary data 
Incomplete information 

Large Geographic coverage   

Source: adapted from Domegan and Fleming 2007 
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2.7.3 Primary research 

 

Malhotra and Birks (2008) defined primary research as data originated by the researcher 

specifically to address the research problem. Primary data is unpublished and undocumented 

anywhere else. (Domegan and Fleming, 2007) Primary research is generated from field work 

carried out by the researcher.  

 

Primary research is subdivided into three categories; exploratory, descriptive and causal (as 

discussed in detail above). 

 

2.7.4 Advantages and disadvantages of primary research 

 

Table 3: Advantages and disadvantages of primary research 

Advantages of Primary Research Disadvantages of Primary Research 

Directly relates to the research project at hand Time consuming 

Tailored to the research objectives Can be expensive 

Research is specific and relevant Difficult to gather 

Objectivity is known Interviewer bias 

Ability to observe actions and response 
Interviewer may lack necessary skills or 

understanding 

Multiple forms of gathering the information 
  

Source: adapted from Domegan and Fleming 2007 
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2.8 Research Approach 

2.8.1 Qualitative and quantitative research 

 

Primary research is broken down into two types Quantitative and Qualitative.  

 

2.8.2 Qualitative research 

 

 “Qualitative research can be defined as the collection of data which is open to interpretation, 

for instance on attitudes & opinions and which might not be validated statistically” The 

purpose of the qualitative research is to assess the minds of consumers to discover their 

impression, expectations and prejudices. (Domegan & Fleming. 2007)  

 

2.8.3 Qualitative research Advantages and Disadvantages 

 

Figure 2: Qualitative research advantages and disadvantages 

 

Source: adapted from Domegan and Fleming 2007 
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2.8.4 Quantitative research 

 

Quantitative research assumes prior knowledge exists, and background information is 

available, Quantitative research is used to describe existing market segments competitors and 

current marketing offerings. (Domegan and Fleming, 2007). 

 

2.8.5 Quantitative Research Advantages and Disadvantages 

 

Figure 3: Quantitative research advantages and disadvantages 

 

Source: adapted from Domegan and Fleming 2007 
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2.9 Research tool selected 

 

2.9.1 Fieldwork  
 

The methods for data collection after choosing qualitative research are focus groups and in-

depth interviews. 

 

Table 4: Fieldwork selected  

The In-Depth Interview The Focus Group 

According to Malhotra and Birks (2007) In-

depth interviews is an unstructured, direct, 

personal interview in which a single 

participant is probed by an experienced 

interviewer to uncover underlying, 

motivations, beliefs, attitudes and feelings on 

a topic.  

 

The main strength is the one-to-one 

interview. In general, the interviewee is more 

confident and reveals easier his own feelings. 

But, the in-depth interview is expensive and 

time consuming. Moreover, is difficult to 

analyse and in general the quality of results 

depends heavily on the interviewer’s skills 

(Malhotra and Birks, 2007). 

 

According to Middleton et al (2009), a focus 

group consists of a group of participants 8-12 

who are led in an in-depth discussion on a 

particular topic or concept The objective of 

the focus group is to generate ideas and 

understand customer needs, attitudes, 

perception and motives about a certain 

product or service for example (Domegan 

and Fleming, 2007).  

 

The interactivity allows to members of the 

group to express own ideas and increasing 

the spontaneity (Andreasen,  

2002) participants can help identify key 

issues, generate ideas, and uncover customer 

needs, attitudes, perceptions & motives. 

(Kolb, 2008). The small sample size is not 

very representative of the target market. 

 

Please see appendix five: Focus group topic discussion guide. Page 62 

Please see appendix six: Focus group pre-test report. Page 64 

Please see appendix seven: Interview discussion guide. Page 65 
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2.9.2 Advantages and disadvantages of focus groups 

 

Table 5: Advantages and disadvantages of focus groups 

 

Advantages of Focus group Disadvantages of Focus group 

Synergism : more people , wider range of 

information  

 

Participants may not be representative of the 

population of interest  

Snowballing: Domino effect  

 

Small sample size  

 

Stimulation: Listening to others  

 

Quality of results depends on the skill of the 

moderator  

 

Security : share same feelings with group  Subjectivity of results  

 

Spontaneity: Response are spontaneous  Coding, analysis & interpretation  

 

Serendipity Results are exploratory not conclusive  

 

Structure : Flexibility in topic & depth  

 
 

Speed: Data collected quicker with large 

number of participants  

 

 

Source: adapted from Domegan and Fleming 2007 

 

2.9.3 Advantages and disadvantages of in-depth interviews 

 

Table 6: Advantages and disadvantages of in-depth interviews 

 

Advantages of in-depth interviews Disadvantages in-depth interviews 

Open, two way conversation, versatile Coding, analysis & interpretation  

More time and understanding of topics Careful planning is necessary 

Speed: data collection is instant  

Source: adapted from Domegan and Fleming 2007 

 

 

 



B7MG041 – Retail Project 
 

20 | P a g e   S u s a n  D o w l i n g  -  1 7 1 2 3 4 8  

2.10 Research Tools Rejected 

 

The researcher rejected the use of quantitative research for the purpose of this study as the 

aim was to assess Generation X female’s attitudes and behaviours (focus groups), and 

compare these to the opinions of industry experts (in-depth interviews). 

 

2.11 Profile of respondents for focus groups – Generation X females 

 

Generation X by definition includes those individuals born between 1961 and 1981.The age 

range from Generation X as of 2014 is 33 to 53. Compared to the generations that came 

before it, female Generation Xer’s are a highly-educated and career driven generation. As a 

generation they are known to be independent, technologically astute, flexible and 

individualistic. However, they highly value work-life balance, and so, as this relates to 

shopper marketing, are very much about completing the task at hand with minimal disruption 

to their daily lives. Generation Xer’s  like solutions to their problems that are time, money 

and effort saving.  

 

Pre-testing was carried out on 19
th

 and 20
th

 of July. (Appendix six, page 66) The offline focus 

groups took place on 21
st
 of July at 7pm in Cork and the 24

th
 of July at 7.30 in Fermoy. The 

online focus group took place on the 25
th

 and 26
th

 of July.  

 

2.12 Profile of respondents for in-depth interview – Industry expert 

 

Richard Skelton - Business Development Director at ICAN Ireland 

Main skills are Commercial Development, Account Direction and Sales Management at all 

levels. Experienced and qualified in all forms of marketing communications from Traditional 

to Digital. 15 year career in Marketing and Advertising industry, spanning commercial, 

management and part-time University Lecturing. 

 

Interview was carried by email on the 25
th

 and 26
th

 July and then a phone conversation on the 

27
th

 of July. (Appendix twelve, page 99) 

 

 

 

https://www.linkedin.com/search?search=&countryCode=ie&sortCriteria=R&keepFacets=true&searchLocationType=I&trk=prof-0-ovw-location
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2.13 Sampling Method and Type 

 

 

The methods consist to make conclusions with the analysis of data of a small portion of target 

market (Domegan and Fleming, 2007sampling). The sampling process can be divided in five 

steps: 

 

Step One: Defining the target population:  

 

Identifying a precise target audience; In this case, the research focuses on Generation X 

females. 

 

Step two: Determine the sample frame:  

 

Malhotra and Birks (2007) defined sample frame as a representation of the elements of the 

target population. It can be difficult to generate entire list, the sample frame is often 

incomplete. 

 

Step 3: Choosing a sampling method: 

 

There are two sampling type methods, probability and non-probability. 

 

Probability is a type of sampling where each unit has a known chance of being selected; this 

means that every member of the population of interest has a chance of selection. Probability 

sampling allows generalisation to be made about the whole population and allows for 

calculating sampling error. (Bush & Burns, 2008) 

 

 

 

 

 

 

. 
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Table 7: The four types of probability sampling: 

Simple random sampling 

Respondents are selected randomly from the 

population of interest list, there is an equal 

chance of selection, however members must 

have two components, an accurate complete 

sample frame and a random selection 

procedure. 

 

Systematic random sampling 

For example every 2nd person, starting at a 

random point in the list. 

 

Stratified random sampling 

The population is taken and divided into 

equal, mutual, exclusive and collectively 

exclusive strata. 

Cluster sampling 

Cluster sampling is a two-step technique, the 

population is sub divided into manageable 

clusters or groups , random selection is used 

to select the group members, clusters are 

generally formed were people have common 

interests or geographic location. 

 

Source: (Domegan & Fleming, 2007) 
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Non- Probability sampling is not based upon any probability laws. The probability of 

selection is unknown and is subjective. Sample members are chosen consciously by the 

researcher.  

 

Table 8: The four types of non-probability sampling:  

 

Convenience sampling 

Members are chosen because they themselves 

willingly step volunteer, the selection of the 

sampling is left to the interviewer.  

 

Purposive sampling 

Members are chosen because they are not 

representative of the population; they are 

selected according to some pre-determined 

criteria.  

Judgement sampling 

Expertise of the researcher is used to hand 

pick the sample unit in an attempt to bring 

representatives to the sample.  

Quota sampling 

Attempts are made to replicate the population 

without using random selection. It has pre-

determined contracts, such as age, sex, social 

class.  

Source: (Domegan & Fleming, 2007) 

 

The sampling method chosen to best suit this research projects requirement is non probability 

and will be a mixture of convenience and judgement sampling. The reason for the selection of 

convenience over the other styles is that the target market is easily accessible by the 

researcher and there is an abundant supply of the population of interest at hand. The selection 

of judgement sampling is due to the moderator’s ability to be specific in who is selected. 

 

 

Step four: Determine the sample size: 

Malhotra and Birks (2007) defined sample size as the number of elements to be included in 

the study. 
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For the purpose of this research project, the researcher will organise both and on and off line 

focus group in order to parallel test the responses. The researcher will also carry out two in-

depth interviews to gain a holistic overview of the research topic. 

 

Step five: Validation of the sample:  

Malhotra and Birks (2007) defined validation of sample as the way to account for sampling 

frame error by screening the respondents in the data collection phase. 

 

2.14 Conclusion 

 

The researcher has chosen to use exploratory research and rejected descriptive and causal 

research methods. The adopted research techniques of exploratory research are focus groups 

(online and offline) and an in-depth interview.  
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Chapter Three 

Data Analysis  

& 

Findings 
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3.1 Data analysis 
 

Malhorta (2012) poses that the data analysis chapter is focuses on analysing the primary 

research executed by the researcher. It is the process of generation information based on the 

data collected regarding the objectives. This information has to be interpreted and confronted 

(Kent, 2013).  

 

In order to analyse all the data, the researcher has to follow the four stages of data analysis. 

For full academic analysis of these four stages please see appendix eight: Steps in data 

analysis, page 66. 

 

 

Table 9: Conducting the four stages for this research project – focus groups 

 

Stage Evidence 

Editing 

After carrying out both online and offline 

focus groups, and in-turn an in-depth 

interview with an industry expert, it was 

necessary to edit the information received.  

 

This was especially important for the focus 

groups as the target market of Generation X 

females are not marketing experts and so 

taking the key findings and understandings 

from their answers was necessary for the 

research. Also making sure that all questions 

were answered and fit for the purpose of this 

research. 

 

Also during this process it was noted by the 

researcher that while parallel testing had been 

undertaking, there were few parallels drawn. 

The researcher believes this is due to the fact 
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that the target market chosen all have similar 

values and beliefs.  

 

Other small changes such as grammar, and 

spelling mistakes were corrected by the 

author.  

 

Please see appendix nine, page 68, for a copy 

of the edited transcripts. 

Coding 

For the purpose of this research, post-coding 

was the required approach. To this end, the 

author consolidated responses and then 

assigned a coding number.  

 

This was not necessary for the in-depth 

interview as only one was carried out. 

 

Please see appendix ten, page 82, for the 

coding process. 

Tabulation 

After completing the coding process, it was 

necessary for the author to tabulate the coded 

responses. This is so as to measure frequency 

of responses. As the research carried out was 

purely exploratory, these shall be used as a 

guide more than statistics. 

 

Please see appendix eleven, page 91, for the 

tabulation process. 

Summarisation 

After completing the aforementioned three 

steps the researcher than summarised the 

findings. All the research forms undertaken 

were compared against one another and then 

triangulated.  
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A summarisation of the findings are 

contained in this chapter starting on page 28 

 

Transcript of in-depth interview appendix twelve, page 95. As stated in the limitations, it was 

only possible to carry out one in-depth interview and so it was used as a reference and guide 

for the researcher. It was deemed unnecessary to carry out the four stages of data analysis on 

the findings. 

3.2 Research findings 

3.2.1 Objective one:  

 

As discussed in the literature review (and further in appendix one, page 43) there are four 

main types of shopper the Generation X female falls into. The researcher poses that these are 

a good template, it is evident that there is a large amount of cross over between the four areas, 

as with any task outside influencers effect how a shopper behaves. From the results of the 

focus groups, it is evident that the majority of these influences are intrinsic to the shopper and 

that the shopping environment and so the shopper marketing is lower down on the list.  

 

Generation X females may be regarded as experienced shoppers, with the majority spending 

minimal time planning the trip and so view FMCG purchasing as a routine practice therefore 

it is much harder for shopper marketing to directly influence their purchases. While they are 

not immune to the efforts, they are less likely to get involved in the process. For the most part 

the participants welcomed the different shopper marketing efforts, that is sensorial, 

experiential and digital but the results of the tabulation would suggest that these are not 

overly important to the shopper. Sensorial means more as relates more to FMCG goods, with 

the layout, appearance and smell proving to be important elements. 

Interestingly the in-depth interview suggested that shoppers spend only 20-30 seconds per 

category and so realistically a brand or product has 2-3 seconds to deliver its message. To the 

shopper, money is not the only currency spent in-store. To the generation x female time and 

effort are of equal or greater value than the money spent.  
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Triangulation: 

 

The literature identifies distinct segments of generation x female shoppers and how they react 

to stimuli. The primary research contradicts this slightly, as these segments are too rigid and 

the real life shopper is more flexible with influences causing them to shift between each 

segment. For example one focus group member would like to describe herself as an explorer 

but said she would more likely fall under time-stressed.  

 

The crucial factor for this generation was being able to carry out the task at hand with 

minimal disruption to their lives.  The interview concurred with this but the literature focuses 

more on compartmentalising the types of shoppers as opposed to their functional needs. 

 

3.2.2 Objective two: 

 

The majority of participants cited that Lidl/Aldi offered the most enjoyable in-store 

experience. This aligned with emotional pull to a store with the top reasons for emotional pull 

being price, value and offers, with convenience and location also being important factors. The 

researcher poses that, for generation x female shoppers, emotional pull is not an important 

factor with value for money clearly outweighing it. Stress and frustration (that is, negative 

emotions) were strongly felt, though the focus groups were split on this as satisfaction was 

not far behind.  

 

Triangulation: 

 

From the discussion in relation to the different shopper marketing efforts that were discussed 

a common theme which arose was the factor that staff and as such customer service played. 

This was very interesting as while there is a vast amount of literature on both shopper 

marketing and customer service, there is very little cross over between the two functions. 

When this question was raised with during the phone interview, it was agreed that this was an 

interesting view and that it was an area which is possibly neglected. The literature plays on 

the tools, techniques and effects of shopper marketing but there is a clear oversight on the 

role stores staff play.  
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3.2.3 Objective three: 

 

What is clear from the primary research is that generation x female shoppers feel that there is 

an over-use of in-store marketing, which can induce stress. The interview aligned with this 

sentiment stating that there is “too much promotional focus” and that “retailers have too 

much power so it can be difficult for brands to implement solutions.”  

 

A store being hard to navigate was an important factor for participants as a barrier. This was 

done to store layouts changing and more interestingly aisle placements being rejected by the 

participants.  Unclear pricing was also discussed numerous times. Calling upon the interview 

this was again an unclear call to action, a direct failure on the part of a retailer. 

 

 “All those (shopper marketing) efforts are obviously important but can be dashed in 

five minutes if you have a bad experience with a staff member. What does all that 

(shopper marketing) matter if you come out feeling upset or disgusted? You are not 

going to care about the lovely display, or the price or quality.”  

 

Triangulation: 

 

There is clear correlation for this objective in all the research methods, with the literature 

agreeing with the findings of the primary research. However, with this understanding of the 

barriers a shopper encounters, it begs the question why do generation x female shoppers still 

encounter them? The issue of staff interaction was raised and in both the literature and the 

interview, it appears it is overlooked.  
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3.3 Conclusion and key findings 

 

Generation x female shoppers accept shopper marketing but it is not a fundamental element 

of shopping for them. The tools and techniques are appreciated in varying degrees but 

emotional appeal is not as important to them as the literature relays.  

The researcher poses that a key finding from the primary research was the lack of correlation 

between shopper marketing and customer service. This is an area which needs further 

research. On discussing this during the telephone conversation of the interview, the 

interviewee concurred and suggested it was an interesting area to investigate but as with all 

shopper marketing, quite difficult to measure and quantify its impact in numerical and 

therefore monetary terms. 
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4.1 Conclusion 

 

The main purpose of this thesis is to analyse if shopper marketing has a role to play. The 

thesis focuses the research on the beliefs, behaviours and attitudes of Generation X females. 

In relation to primary and secondary data, the researcher demonstrated that companies 

understand the importance of shopper marketing to make the shoppers experience more 

shopper-centric. More-over, Generation X females are aware of this type of marketing to 

some extent. However, there is a gap between the efforts of retailers and the call to action that 

Generation X female is receiving.  

The first objective of this research was to classify the types of Generation X females. 

Whatever shopper segment a generation x female falls under, one aspect of in-store media 

campaigns that remains crucial is to tailor the creative to suit the environment and the 

shopper’s frame of mind as they are more transient then the classification allows for. 

The second objective of this research sought to examine the emotional motivators that lead to 

the purchase of functional goods. This was rejected by the findings as an important factor for 

generation x females. Although the emotional impact a member of staff can have on a 

shopper was a noted finding. 

The third objective looked to the barriers of shopper marketing. Common issues were found 

in both the secondary and primary research, for example, store layout, convenience, over-

marketing, but again under this objective the issue of staff interaction was cause for concern. 

After conducting thorough research, the author has developed a new hypothesis which, it is 

felt is more conducive to how shopper marketing should be viewed. While both shopper 

marketing and customer service are fundamental areas of concern for FMCG retailers they 

are not currently viewed as being intrinsically linked. It is the authors’ belief that they should 

mirror one another and work to form a homogenous marketing message rather than being 

viewed as separate elements of the shopping environment.  

It is imperative that the link between the efforts of Shopper Marketing is reinforced by how 

the representatives of the company continue this message. A great deal of emphasis is placed 

on continuing the out of home marketing message into the store and making sure this 

message is coherent. However, little emphasis is placed on the continuation of the marketing 

message through the staff of a FMCG retailer. The author poses that if this was the case this 
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would lead to the message continuing out of store and making the Shopper Marketing 

processes a circular process and not just a linear one.   

4.1.1 New hypothesis developed by the author: 

Shopper Marketing has a direct effect on sales in the FMCG sector when incorporated into, 

and utilized in conjunction with the customer service efforts of a retailer to gain influence in 

the purchase of functional goods in the mind of the Generation X female shopper.  

 

4.2 Recommendations 

 

Future studies may try to find answers and insights to the following research questions: How 

effective is in-store communication in other industries besides the FMCG sector? How can 

shopper marketing be more effective through in-store cues? How can the in-store marketing 

activities be effectively linked to out-of-store activities, considering all the phases of the path-

to-purchase? How can brands/producers scale the research and development of shopper 

insights to meet the specificities of different banners, channels and stores, considering its 

costs? What are the appropriate metrics to evaluate shopper marketing activities? What are 

the implications of social and mobile media for shopper marketing?  

 

Providing answers to those questions might be useful and relevant for managers and 

academics, in order to better evaluate the influence and effectiveness of shopper marketing 

strategies, stimulus and tools. 

 

The author poses that there is also a fundamental lack of research between the elements of 

shopper marketing and customer service. It is a relationship that needs investigation; How to 

manage and integrate shopper marketing activities with customer service along the path to 

purchase? A successful shopper marketing programme cannot be developed in a vacuum. 
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Appendix one: Four types of generation X shoppers in full 
 

1. Time-Stressed Shopper 

 

For the ‘Time-Stressed’ shopper, completing the task at hand as quickly as possible is the 

primary objective. While this may seem like someone who isn’t receptive to marketing 

messages, the reality is markedly different. As shoppers in this segment are so time-

pressured, they put less emphasis on planning the shopping trip methodically. They are, 

therefore, completely open to being influenced in-store, so if something can interrupt their 

trip, showcasing how a product can fulfil a need, there is a high chance that they will add that 

product to their basket, as they don’t have the time to scrutinise the alternative options. 

 

2. Looking For Inspiration 

 

Shoppers who fall under the ‘Explorer’ segment are looking to be inspired. They enjoy seeing 

what new products are available, browsing the store and getting inspiration for meals. While 

their in-store behaviour seems diametrically opposed to the Time-Stressed shopper, they are 

just as likely to be influenced by in-store marketing. Explorers have the highest percentage of 

impulse purchases and spend the longest time in-store. They are actively looking for 

alternative products to buy, and in-store marketing offers the perfect platform to showcase an 

offering to them. An excellent example of this is an Uncle Ben’s POPAd trolley campaign 

that provided shoppers with the necessary ingredients to prepare a medium chicken curry for 

the whole family. 

 

3. Bargain Hunter 

 

The ‘Bargain Hunter’, as the name suggests, is always looking for deals. They meticulously 

plan their shopping trip and have the highest level of coupon usage among all segments. This 

does not mean, however, that they will rigorously stick to their shopping list. They are, in 

fact, the most likely segment to not purchase an item they had planned to buy. This shows 

that, although they have done a lot of pre-store preparation, they are still looking for bargains 

and will be swayed if the offer is good enough. In-store marketing can help influence this 

shopper by highlighting offers that the shopper may not be aware of. FloorAds can 
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dramatically increase in-aisle visibility of an offer, while POPAds or entry points can be used 

to highlight the offer and drive shoppers down the aisle. 

 

4. Trip Planners 

 

‘Trip Planners’ are very organised, and their aim is to complete their trip with minimal fuss. 

They are very retailer-loyal, have the most consistent use of a written list and are described as 

‘controlled’ and ‘restrained’ but are not immune to temptation. Although they have the lowest 

percentage of impulse purchases, this still stands at 67%, meaning that, despite their 

protestations, they can still be swayed in-store. This shopper is a prime example of someone 

who is likely to be in a low-involvement processing state as they wait for their next known 

signal to come into sight while navigating their way around the store. 

To successfully reach this shopper, their shopping journey must be interrupted, snapping 

them out of low-involvement processing and switching them to high-involvement mode, 

where they start to think emotionally, rather than acting on auto pilot. One way this can be 

done is by using eye-catching visual displays such as 3D FloorAds, aisle arches and in-store 

theatre builds. In-store marketing also gives the opportunity to awaken these shoppers from 

their low involvement state by providing them with relevant messaging and offering 

compelling arguments as to why they should purchase a brand. 

(Source: Adapted from Phelan, 2013) 
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Appendix two: In-depth analysis of the eight primary emotional drivers that motivate 

and influence shopping behaviour 

The experience of positive emotions, such as happiness, love or joy, feels good to us. 

Because it is so pleasant, we tend to seek out experiences that evoke positive emotions, and 

when we find them, we attempt to maximize them, prolong them or return to them. At the 

same time, negative emotions, such as frustration or anxiety, feel uncomfortable and tend to 

repel us. We try to minimise our experience of negative emotions, escape from them or avoid 

them in the future. It is in this push and pull of positive and negative, of attraction and 

repulsion, that emotion has its powerful influence on our decision-making and behaviour. 

This is true whether we are deciding which movie to see on a Saturday night, which car to 

drive, or which products we place in our shopping cart as we make our way through the local 

grocery store. 

Research has suggested that the experience of pleasant emotion increases openness to the 

environment, impacting shoppers' ability to notice and comprehend retail communications, as 

well as the amount of time and money shoppers are willing to spend in-store. So, creating 

enjoyable and emotionally satisfying shopping experiences isn't just about aesthetics; it's 

smart business for brands and retailers. Put simply, happy shoppers are more loyal and 

profitable shoppers. 

Figure 1: The eight primary emotional drivers that motivate and influence shopping 

behaviour 
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The Emotional Drivers of Shopping model (Figure 1) outlines eight primary categories of 

emotional benefits that shoppers seek from their shopping activities. The model is based on a 

foundational study by Saatchi & Saatchi X with 1,500 shoppers across the US and has since 

been validated in Russia and India. Because the emotional motivations for shopping vary 

widely by contextual factors such as shopper segments, trip types, and retail channels, the 

data was synthesised to create an overarching model. 

• Dreaming: browsing, exploring possibilities and imagining how products might improve the 

quality of life. The emotional benefits of Dreaming include possibility, inspiration, ambition, 

and hope. A typical shopping experiences that evokes Dreaming is home decoration. 

• Mastery: acquiring, improving and expressing knowledge and skills. The emotional benefits 

of Mastery include learning, performance, and sharing. 

• Sport: pursuing goal-directed recreation, excitement and competition. The emotional 

benefits of Sport include adventure, hunt, competition and achievement. 

• Self-creation: Creating and expressing one's identity. The emotional benefits of Self-

creation are self-expression, status, bragging rights and values. 

• Connection: bonding with others, enhancing relationships and expressing affection. The 

emotional benefits of Connection are bonding, belonging, caretaking and heritage. 

• Sanctuary: relaxing and breaking away from the stress of day-to-day life. The emotional 

benefits of Sanctuary are escape, therapy and relaxation. 

• Security: maintaining, caring for and preparing home, self, and family. The emotional 

benefits of Security are certainty, preparedness, replenishment and nesting. 

• Playtime: engaging in childlike fun, expression and amusement. The emotional benefits of 

Playtime are entertainment, creative expression, stimulation and regression. 
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Example 1: LG and Sears 

Together, LG and Sears are meeting home appliance shoppers' needs for Dreaming and 

Mastery through LG Inspiration Zones. These in-store learning centres inspire and educate 

shoppers through life-like home environments that provide interactive communications and 

tools with audio and visual components. As a result, shoppers are not only learning about 

new features and conveniences, but also envisioning how LG appliances will empower and 

enhance their lives. 

 

Example 2: Levi's Friends Store 

The Levi's Friends Store on Facebook lets groups of friends 'like' each other’s' outfits, 

meeting the needs of Self-Creation and Connection. It is a great example of how social 

commerce is bringing consumer reviews and trusted recommendations together. It supports 

our view that the future of social media for brands is not about socialising equity, but 

inspiring buying momentum. 

Example 3: eBay 

In 1995, the world was introduced to an online retailer that tapped into the competitive side 

of shopping by enabling shoppers to outwit, outmanoeuvre and outbid each other to purchase 

the items they desire – sometimes at a great price, sometimes not. Today, eBay is a multi-

billion dollar business built on the concept of shopping as Sport. Recent eBay ads have even 

drawn on the metaphor directly, reminding shoppers that 'It's better when you win it' and 

encouraging them to 'shop victoriously'. 

We have talked about how the Emotional Drivers model helps to guide the development of 

shopper insight. But there are other applications as well. The model provides a framework for 

understanding different shopping missions and what it takes to create positive shopping 

experiences. How positive shoppers feel about an experience is strongly linked to how well it 

correlates with their emotional expectations (Figure 2). So, if a shopper is anticipating that a 

visit to a health club will provide Sanctuary from day-today stresses, yet is confronted with 

fitness instructors demanding an intensive workout (Self-Creation), the experience will be far 

from positive. 

 (Source: Goodhall, S, Saatchi & Saatchi X. 2011)
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 Appendix four: In-depth analysis of research design strategies 

 

Exploratory Research 

 

Exploratory research is about establishing trends patterns and ranges of behaviour that are not 

known. The goal of exploratory research is to discover ideas and insights. (Lores, 2013). 

Exploratory research focuses on collecting both secondary and primary data and using an 

unstructured format to interpret them. Through exploratory research, researchers hope to 

produce hypotheses. (Lores, 2013) 

The data collection methods associated with exploratory research includes:  

 

 Literature review  

 Case analysis 

 Benchmarking 

 Focus groups 

 In-depth interviews 

 Projective techniques 

 Ethnographic research 

(Domegan and Fleming 2007) 

 

Descriptive Research 

 

Descriptive research is usually concerned with describing a population with respect to 

important variables. (Lores, 2013)  Descriptive research quantifies known consumers, 

markets and known marketing issues. It measures the number and amount of a variable 

present. Descriptive research can be further broken down into either cross sectional or 

longitudinal, a cross sectional analysis is like a snap shot of the variables present, were as 

longitudinal is a description of the elements and variables over a period of time. (Domegan & 

Fleming. 2007) 

 

The data collection methods associated with descriptive research include: 

 Observation  

 Panels 
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Causal Research 

 

Causal research is used to establish cause-and-effect relationships between variables. 

Experiments are commonly used in causal research designs because they are best suited to 

determine cause and effect. (Lores, 2013) Causal research is most appropriate when the 

research objectives include the need to understand the reasons why certain market 

phenomena happen as they do.  However, causal data is seen as the most demanding and the 

conductor must be able to control all factors including outside factors. 

The data collection methods associated with causal research include: 

 Experiments 

 

(Domegan and Fleming 2007) 
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Appendix five: Focus group topic discussion guide  

 

Discussion topics 

 

Objective 1: 

 

 

1. How much planning/preparation do you put into your shop? 

Probe: 

- A lot 

- A little  

- None 

 

2. What is the average length of time you spend in a store? 

Probe: 

- Why? 

- Planned trips? 

- Spontaneous? 

 

3. As a Gen X female, what factors are important to you for your in-store experience in a 

grocery retailer? 

Probe: 

- Convenience 

- Layout 

- Variety 

 

 

4. Which grocery store offers you the most enjoyable in-store experience? 

Probe: 

- Please elaborate on the reason 

 

Objective 2: 

 

5. Is there an emotional pull to this particular store for you are a Gen x consumer? 

Probe: (For example) 

- Dunnes – because its Irish 

- Lidl – discounter 

- M & S – Luxury 

- Tesco – bigger stores = more choice 

 

 

 

 

6. Think of an average day carrying out your grocery shop, what type of emotions are 

you feeling? 

Probe: 

- Stress 

- Pleasure  - Why? 

- Happiness 
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7. As it relates to experiential marketing, where you as the customer get to experience 

the item before you buy it, e.g. Taste testing sausages, using an electronic item before 

you purchase. 

Probe: 

- What is the best experiential experience you have had in a FMCG store? 

- How did it make you feel? 

 

8. As it relates to sensorial marketing; sight, sound, taste, smell, touch; which is the most 

important to you when in a grocery store? 

Probe: 

- Which sense? 

- Why? 

 

 

9. What is your attitude to digital touch points and displays, (e.g. JML displays in 

Dunnes stores or digital price signs)  

Probe: 

- Does anything stand out in your mind? 

- Why? 

 

Objective 3: 

10. Do you feel some of the discussed stores efforts of in-store marketing feel more like 

barriers or obstacles to your end purpose in a store? 

Probe: 

- What puts you off? 

- What don’t you like? 

- What about the in-store experience causes you stress? 

- Examples? 
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Appendix six: Pre-test report: Focus groups 

 

Pre-test feedback: 

 Too many questions – overlap 

 Participants lack of knowledge in the area – discussion topics to jargon heavy 

 Discussion topics leading to too many tangents and side bar conversations 

 

Researcher’s actions: 

 Cut discussion topics to ten by incorporating some questions and eliminating others. 

 Jargon cut down to a minimum and clear examples used to explain where still 

necessary e.g. experiential marketing 

 Researcher researched moderator techniques to avoid side bar conversations 
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Appendix seven: In-depth interview discussion guide 

 

Initial Questions: 

1. What does shopper marketing mean in practice? 

2. What are the tools? 

 

Objective 1: 

1. How effective is in-store communication in supermarkets to females of Generation X?  

2. How to effectively manage and integrate shopper marketing activities to target a 

specific segment, in this case Generation X? 

3. For a marketer, what are the fundamental characteristics leading to the direct targeting 

of Generation X females?  

 

 

Objective 2: 

1. How significant is emotion in motivating the shopper? 

Probe- Which emotions would be expected to work most effectively in the FMCG 

sector? 

2. In your opinion what cues work most effectively on generation x? 

Probe - How can shopper marketing be more effective through (visual, etc) in-store 

cues?  

3. How can the in-store marketing activities be effectively linked to functional goods?  

 

Objective 3: 

1. What are the negative implications in shopper marketing?  

2. How can these barriers/limitations be combatted in the FMCG sector? 
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Appendix eight: Steps in data analysis 

  

The four steps in data analysis 

 

Editing Coding Tabulation Summarisation 

 
The aim of editing is 

to increase the 

precision of 

responses.  

 

Editing involves 

checking for 

problems such as 

Ambiguity, which 

are unclear answers. 

Incomplete answers 

and inconsistent 

information. This 

helps eliminate 

response error and 

interviewer error.  

 

 

 

The aim of coding is 

to gather same data in 

pertinent categories to 

avoid mistakes. 

There are two 

methods of coding; 

pre-coding and post 

coding.  

 

Coding is the process 

of transforming raw 

data into symbols. 

(Churchill & 

Brown.2007)  

Coding can be Pre-

coded or post coded 

depending on what 

type of research 

undertaken. Pre-

coding deals with 

structured 

questionnaires with 

close ended 

questions. It is 

appropriate were the 

questions are 

dichotomous and 

 

There are two 

methods of 

tabulation; simple 

tabulation and cross 

tabulation. 

Tabulation is divided 

into three main tasks; 

sorting, counting and 

summarising. 

 

Simple tabulation, 

which is done 

question by question 

or Cross tabulation 

which is done by 

relationships between 

questions.  

Cross tabulations is an 

important tool for 

studying the 

relationships between 

two or more 

categorical variables. 

It is the most 

multivariate data 

analysis technique in 

applied market 

research. (Churchill & 

 

Summarisation is 

putting the raw data 

into an interesting 

summary of findings. 
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multiple choice.  

 

 

Post coding is the 

relevant approach for 

this research, as it 

allows qualitative 

answers to be further 

processed on a 

quantitative basis. 

(Kent, 2013) 

  

 

Brown.2007) ( 

Domegan & 

Fleming,2007)  

Simple tabulation is a 

count of the number 

of cases that fall into 

each category when 

the categories are 

based on one variable 
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Appendix nine: Edited transcript 

 

Respondent 

No. 

1. How much planning/preparation do you put into your grocery 

shop? 

Respondent 

1 

5 minutes to check what I have, another 3 or 4 minutes planning on 

dinners for the few days and write a quick list 

Respondent 

2 
None! 

Respondent 

3 
around 10 minutes, usually write a quick list before I leave the house 

Respondent 

4 
15 minutes 

Respondent 

5 
About. 15-20, a quick list and sweep through the presses 

Respondent 

6 
lately it about 20mins so I know exactly what I’m cooking for the week 

Respondent 

7 

Generally I look in the presses/fridge/freezer and see what’s getting low. 

Other than not much 

Respondent 

8 
None 

Respondent 

9 
None 

Respondent 

10 
I write a quick essentials list before I run out the door... so maybe 5mins! 

Respondent 

11 
30 minutes to an hour depending how many groceries I have to get! 

Respondent 

12 

Very little, I might make a list of things that I really need and would be 

likely to forget! 

Respondent 

13 
5 mins 

Respondent 

14 
Very little 

Respondent 

15 
Would usually have a list either products or meals 

Respondent 

16 
25min 

Respondent 

17 

Make a list most of the time before I go and check what I need. spend 

about 10 mins doing it 

Respondent 

18 
Rarely any planning unless I'm shopping for a specific party or occasion 

Respondent 

19 

Varies week to week. More planning for occasions. Conducting grocery 

shop for so long that it is routine. Know the usual items to get. 

Respondent 

20 

If I have time to do a meal plan then yes but usually just get some 

standard ingredients and go from there.  

Respondent 

21 

I have a routine so would know what I need without too much planning, 

apart from an occasion. 
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Respondent 

No. 

2. What is the average length of time you spend in a store conducting 

your grocery shop? 

Respondent 

1 25 minutes 

Respondent 

2 30 mins 

Respondent 

3 20 minutes 

Respondent 

4 approximately 40 minutes 

Respondent 

5 30 mins 

Respondent 

6 30 minutes 

Respondent 

7 10 minutes 

Respondent 

8 

It depends on what I need and the amount of time I have. Even if I have a 

shopping list I like to browse all the aisles. But if I was to give a time 

probably 35-60 minutes. 

Respondent 

9 20-30mins for a full weeks shopping! 

Respondent 

10 20mins 

Respondent 

11 45 mins 

Respondent 

12 

Depends on what I’m buying. If it is a quick shops maybe 10 mins. a 

bigger shops maybe 30 mins 

Respondent 

13 30 minutes 

Respondent 

14 20 mins to half hour 

Respondent 

15 
30 mins 

Respondent 

16 25min 

Respondent 

17 45 mins 

Respondent 

18 
Normally about 40/45 min 

Respondent 

19 20 mins 

Respondent 

20 30 mins 

Respondent 

21 30 mins 
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Respondent 

No. 

3. What factors are important to you for your in-store experience in 

a grocery retailer? 

Respondent 

1 

Personalisation is the most important, it’s easy to do general in store 

experiences to customers, it takes effort to give personal experiences and 

I think these make the most impact. 

Respondent 

2 
Friendly/polite staff, good layout and good variety. 

Respondent 

3 

Cleanliness, well stocked, easy to navigate the aisles, helpful staff and a 

fast checkout i.e. enough checkouts open to cope with the queue. 

Respondent 

4 
The quality and display 

Respondent 

5 
Price and convenience. 

Respondent 

6 

A store being clean, tidy and fresh produce. Nothing worse than going in 

and having empty boxes everywhere!! friendly staff 

Respondent 

7 

I guess now that people are watchful of how much money they have at 

their disposal, we tend to seek out offers, value for money and the best 

deals available while not buying in bulk. I also like to know where my 

food is coming from i.e. 'farm to fork' - I like the Fairtrade concept too. 

Respondent 

8 

I like knowing where things are so I can do the shopping quickly 

Respondent 

9 

Clean bright store that is easy to get around 

Respondent 

10 

I like the familiarity of the shop, its important as I visualise my list as I 

write it, nothing worse than when they change it up, it drives me nuts! 

Respondent 

11 

Friendly staff, easy access to products and cleanliness of the store, no 

spills etc. are all small but important things when shopping! 

Respondent 

12 

Clean and tidy store. Helpful staff but not in your face. Accessibility to 

the products (no empty boxes lying around, be able to see the product 

because if I couldn't see it, I wouldn't go looking for it). 

Respondent 

13 

Good prices and sample marketing 

Respondent 

14 

No response 

Respondent 

15 

Well laid out aisles. Space to browse in comfort. Familiarity no matter 

what store in a brand I can find what I need. 

Respondent 

16 

Cleanliness. Tidiness. Good offers highlighted. Nice staff 

Respondent 

17 

the layout is easy to follow, items are marked correctly, clean, 

Respondent 

18 

DK 

Respondent 

19 

Cleanliness, Bright, Layout, Like with like products. Don’t like narrow 

aisles. As long as you can park 
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Respondent 

20 

Finds it frustrating when stores change layout. Don’t like narrow aisles. 

If you have a shop you know where everything is you will go a little 

further to go there.  

Respondent 

21 

Cleanliness, Presentation, layout, Space to move around, Organisation. 

Don’t like narrow aisles 

 

Respondent 

No. 

4. Which grocery store offers you the most enjoyable in-store 

experience? - Please elaborate on the reasons 

Respondent 

1 

Usually want to get in and out as fast as I can, Lidl or Aldi are best for 

that, have what you want and you go on your way. If I was undecided 

what I wanted or if I wanted some inspiration I would head to Tesco 

Middleton. Absolutely hate Supervalu, no customer service at all, avoid 

it at all costs, despite their huge selection I can’t stand the staff (in 

general). Locally stores like Londis have enjoyable in store experiences 

personally because all the staff know you and refer to you by name 

which makes a huge difference. 

Respondent 

2 

Prefer Supervalu to other supermarkets as I prefer the layout and know 

where everything is. Also like a bit of background music 

Respondent 

3 

Supervalu is my favourite place to shop despite being probably a bit 

more expensive than the others. It's well laid out and the staff are 

friendly and I can pack my bags at the checkout! 

Respondent 

4 
Tesco because of its size and choice of goods on offer 

Respondent 

5 

Tesco probably because of the ease of parking, choice of services such as 

ATM, and local services such as the ability to buy bin tags etc. 

Respondent 

6 

Lidl is where I do all my grocery shopping. It’s nice and relaxed and 

peaceful so I get time to think of what I need if I forget my list!!!! No 

music blaring 

Respondent 

7 

I like the discount stores like Lidl/Aldi as they have a diverse range of 

produce as well as 'weekly offers' so you are always sure to get 

something different however some of the domestic retail outlets like SV 

& Dunnes have a wider range of named brands that we like. 

Respondent 

8 
I shop in Aldi because it’s cheaper and has everything I need there 

Respondent 

9 

They are all the same really with the exception of specific Dunnes stores 

outlet where the customer service level from floor staff to management is 

quite good. 

Respondent 

10 

Don't find grocery shopping enjoyable at all, it’s just another one of the 

"has to be done" things in life 

Respondent 

11 

Lidl or Aldi, I do enjoy getting special offers on fruit or items of clothing 

as I love a good bargain!! 

Respondent 

12 

I like Lidl because it is in and out. However, there is no music. I like 

Supervalu because there is music, and weekly offers are being played 

through the system. 



B7MG041 – Retail Project 
 

72 | P a g e   S u s a n  D o w l i n g  -  1 7 1 2 3 4 8  

Respondent 

13 
Dunnes as they offer testers 

Respondent 

14 
Dunnes 

Respondent 

15 

Like Supervalu for in-store deli options but also like Tesco if I want 

something other than groceries. 

Respondent 

16 
Lidl. Value for money. Local spar rewards card very good 

Respondent 

17 
Dunnes stores or Lidl 

Respondent 

18 

I have to say I find Tesco the best, there's always staff on the floor if I'm 

looking for anything. They have a great selection of products and lots of 

brands. Also the self-service tills are a gift when only buying a few 

things. 

Respondent 

19 

Don’t really enjoy any, but Supervalu. Often go to Lidl but would then 

have to go to Supervalu also. Staff!  

Respondent 

20 
I would go where I want to go. Staff! 

Respondent 

21 

Tesco – As a French person – can find more foreign products, much 

bigger variety. Staff 

 

 

 

Respondent 

No. 

5. Is there an emotional pull to a particular grocery store for you are 

a Generation x consumer?  

Respondent 

1 

I think the emotional pull for a grocery store can start from things like 

you used to work there, your family members used to work there or 

because of past experiences with that store, for example Londis would be 

one of the most expensive grocery stores locally for us but my mother 

refuses to shop anywhere else, because of past experiences and what they 

give back, for example they support locally, employ all locals and past 

experiences would have been when we were young as children my father 

worked a lot and the manager told my mam she can ring anytime for 

anything and he will drop it down. Emotionally you feel a connection 

with that store and you would feel like you are obliged to shop there. 

Respondent 

2 
No Supervalu as its more force of habit than anything... 

Respondent 

3 

I wouldn't call it an emotional pull but more a perception of price and 

quality. Supervalu to me is high quality, Lidl and Aldi cheaper but also 

good. 

Respondent 

4 

I feel drawn to Tesco for branded products on offer but I much prefer to 

shop in Aldi/Lidl because I prefer the fresh produce there and feel that it 

is fresher than the "fresh" produce on offer in Tesco 

Respondent Tesco because one stop shop (mostly excluding meats) 
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5 

Respondent 

6 
Yes definitely I go to Lidl as it’s cheaper. Far more for your money! 

Respondent 

7 

Not really. I try to keep my money in the area I live/work in so I have a 

variety of stores; SV, Dunnes, Aldi, Lidl, Spar & Centra after that it's 

convenience of parking, etc. 

Respondent 

8 
Aldi because it’s a discounter 

Respondent 

9 

None pull to any except the offers for particular product that I might 

need 

Respondent 

10 

Supervalu and Lidl are close to home; Tesco and Aldi are luxury 

shopping trips as we have to travel to them. No emotional pull, whatever 

has the better tasting food for the best price is all the pull I need! 

Respondent 

11 

Lidl because it’s a great discounter but also Tesco as you have a great 

variety and lots to choose from and they have Tesco Finest Ice-Cream 

which I love!! 

Respondent 

12 

On a personal level, Lidl because of the price. I am familiar with the 

layout of the store and I know what I can get and where. Mainly price 

though 

Respondent 

13 
I like the luxury of M&S but the value of Aldi 

Respondent 

14 
No I don't think so 

Respondent 

15 

Maybe in the past - I think now it's about convenience and value for 

money for me. 

Respondent 

16 
Really down to advertisement for me 

Respondent 

17 

Dunnes as I’m familiar with it and have been around a long time. Lidl as 

it was in my home town for a number of years 

Respondent 

18 

Not really, because of the price I'd get a lot of my fruit and veg in Lidl or 

Aldi but that's purely price. Tesco as I said before has everything so I do 

like that 

Respondent 

19 

Supervalu always give a breakdown on the receipt how much you spent 

on Irish products and I always look at it.  

Respondent 

20 

I don’t have an emotional pull to any store but then I do have feelings. 

For example, I prefer Aldi to Lidl and Dunnes to Supervalu. Aldi food is 

more similar to brands. Quality is a major factor. I have a problem with 

the quality of the meat in Lidl. I have had bad experiences with the meat 

in Lidl and so it puts me off going to the store because I can’t do my full 

subject.  

Respondent 

21 

Tesco. It reminds me of the shops I can find in France (due to the size 

and variety) so the emotional link to home is there. I have had bad 

experiences with the meat in Lidl and so it puts me off going to the store 

because I can’t do my full subject.  
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Respondent 

No. 

6. Think of an average day carrying out your grocery shop, what 

type of emotions are you feeling? 

Respondent 

1 

Stress, hate the task of grocery shopping. Depending on the store 

obviously. Confusion at some of the staff and what they actually do. 

Always feel rushed. Focused!! 

Respondent 

2 

Prefer to go shopping at quieter times as big crowds/long queues stress 

me out. 

Respondent 

3 

More often than not it's a chore that I want done fast, I've no patience or 

requirement to hang around when grocery shopping 

Respondent 

4 

I love food shopping and I always have so I tend to find it an enjoyable 

experience but I think it depends on the day 

Respondent 

5 

I wouldn't say I'm stressed but I'm not exactly excited about the 

experience either. I'm often thinking about the week, or month ahead 

depending on the size of shop, so I'm mostly trying to budget money and 

plan meals 

Respondent 

6 

usually great cause I get some bargains but then it’s the thought of 

having to put it all away 

Respondent 

7 

I enjoy grocery shopping but sometimes it can be stressful if the 

checkouts are busy. 

Respondent 

8 
I don't mind food shopping do I don't find it stressful 

Respondent 

9 
Hungry / happy 

Respondent 

10 

Shock at the cost of it and dismay at the thoughts of having to go back 

coz I only have a few dinners from the 1 trip! 

Respondent 

11 

Stress sometimes as I go to the store and then go "what did I actually 

need in here"!!! (Oops I forgot my list) and end up buying items I do not 

require! Other times happiness as when I get everything I need for the 

week and get a good deal that makes me happy!! 

Respondent 

12 

I enjoy grocery shopping usually!! Sometimes it can be frustrating if the 

retailer doesn't have what you want. Never going shopping when hungry! 

Respondent 

13 
Stress If I'm hungry happy if I’m shopping for luxuries 

Respondent 

14 
I tend to go in and get what I need and leave again 

Respondent 

15 

Stress if it's a peak time. Pleasure and a feeling I can take my time if it's 

quiet and don't feel under pressure to get in and out. Satisfaction if I've 

got everything I need I suppose. 

Respondent 

16 

Pleasure when in by myself get to think. Bit of stress when with 

boyfriend just started shopping together have to keep an eye on what 

extras he putting into trolley 

Respondent 

17 
Pleasure mostly as I love food! 



B7MG041 – Retail Project 
 

75 | P a g e   S u s a n  D o w l i n g  -  1 7 1 2 3 4 8  

Respondent 

18 

Normally happy, don't mind doing the shopping as it's a half’s hours 

peace where no one bothers u. I try not to go shopping in bad form cos I 

but stuff I don't even need. 

Respondent 

19 

I don’t really have a feeling towards it unless I bring children with me 

and then it can become stressful. 

Respondent 

20 

I like it until I can’t find something. There is always something I can’t 

find e.g. sundried tomatoes in Tesco are not with the rest of the tomato 

products. As a shopper it does not seem logical or well thought through. I 

would look in the area I think it should be, I then would ask the staff but 

more often than not they don’t know. At that point I would just pay for 

what I had and leave. 

Respondent 

21 

It’s all a question of time for me and I often don’t have enough time. I 

was hesitant about saying whether I was a stressed or a planned shopper 

as I am often pushed for time which means stress. However if I have the 

time I do enjoy the experience of shopping and seeing which is more 

expensive, what’s in the product and the quality. 

 

Respondent 

No. 

7. As it relates to experiential marketing, where you as the customer 

get to experience the item before you buy it, e.g. Taste testing 

sausages, using an electronic item before you purchase. What is the 

best experiential experience you have had in a grocer 

Respondent 

1 
didn’t come across any except the taste testing 

Respondent 

2 
No response 

Respondent 

3 

I never ever participate in taste tests in supermarkets, I'd always (quite 

probably wrongly) question how long it's been cooked for, or how long 

it's been lying out of the fridge or if kids have poked it! I've never 

noticed any electrical demonstrations in a supermarket. 

Respondent 

4 

Superquin/ Supervalu are great for giving taste testing samples. It's nice 

to have this while doing grocery shopping and it would sometimes lead 

to me purchasing items that I would not normally purchase 

Respondent 

5 

The tasting in Superquinn, now Supervalu is something special. Every 

day they have fresh fruits available to try, cheeses and always offer 

customers a chance to try most items on offer e.g. fresh fish, steaks etc. 

it's not just a once a week or month promotional tasting, it's just an 

everyday touch. 

Respondent 

6 

Trying the gadgets at Tesco helps with purchases! tried an I-pad when it 

came out and I wanted one straight away 

Respondent 

7 

One of my local Supervalu was recently refurbished and they held a 'best 

of...' day during their 'relaunch'. It was a fabulous showcase for local 

produce and new products. The whole 'try before you buy' is a great 

concept and is more likely going to influence your buying decision. You 

wouldn't buy a dress without trying it on so you are hardly going to buy a 

new product without trying it unless it was heavily discounted. 
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Respondent 

8 
Getting to taste new products is always good 

Respondent 

9 

In store tastings that are done well give the customer the opportunity to 

try before they buy but it does depend on the individual that is marketing 

the product not to come across as too pushy toward the customer to buy 

the simple process of offering a taste telling them the name of the 

product what price it is and what aisle it is on is sufficient to entice 

purchase. 

Respondent 

10 

Not relevant to me really I don't go shopping with time to spare to taste 

test or play with electricals...sorry! 

Respondent 

11 

In Supervalu where they were offering a taste of their new white pudding 

which they were putting on the market, (a) the smell alone would want to 

make you buy the whole fridge of them and (b) at least you know what 

your spending your money on as opposed to guessing what your food 

will taste like! 

Respondent 

12 

I would mostly shop in Lidl so test tasting doesn't usually happen! 

Sometimes in the likes of M&S, there would be taste testing things like 

fancy biscuits! I wouldn't say I have ever had a "best" experience but it is 

nice to try the product first, especially if the product is costly. 

Respondent 

13 
I have had tasters in Dunnes Stores that were enjoyable 

Respondent 

14 
No response 

Respondent 

15 

Buying food blender in Tesco and being able to see them out of boxes to 

see bowl size etc. It wasn't powered but that didn't really matter as much. 

Felt before I got it home I had made correct purchase 

Respondent 

16 

Tasting an item. Could be a food that interests me that I have never 

purchased before or even thought to buy 

Respondent 

17 
balsamic vinegar, tasted it and was delighted I knew what I was buying 

Respondent 

18 
DK 

Respondent 

19 

I never take anything like this. It does not appeal to me in an FMCG 

environment. 

Respondent 

20 

I want to try it but the sales/demo people can be so pushy that it puts you 

off. If you try something and you like it you don’t need to be sold 

anymore but if they push you it puts you off. If you taste something and 

it tastes good that does enough to sell it to you. 

Respondent 

21 

I never take anything like this. It does not appeal to me in an FMCG 

environment. If I feel pushed it turns me off straight away. If I am left to 

my own device I might try and buy. 
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Respondent 

No. 

8. As it relates to sensorial marketing; sight, sound, taste, smell, 

touch; which is the most important to you when in a grocery store? - 

Please elaborate 

Respondent 

1 

Sight, is it clean or dirty, are there boxes and things thrown around, what 

is the signage like, are the shelves packed full, does it look good. 

Secondly smell, who wants to be in smelly store? Touch then taste, not 

really pushed about tasting in store, the ingredients are on the packet! 

Respondent 

2 

Smell - if I can smell fresh bread walking in the door I'm likely to buy 

anything. 

Respondent 

3 

Sight would be the most important to me, it's important I can see exactly 

what I need to get, what's on offer etc. so I can complete the job quickly. 

If a supermarket smelled bad I'd find that to be a reflection of the quality. 

A good bakery smell will always tempt me to buy something at that 

counter - bread or cakes. 

Respondent 

4 

I think each aspect plays an overall part in the sensorial experience. 

Background music for me makes shopping a more enjoyable experience. 

Visually, I feel that there should be great care taken in displaying the 

fruit and vegetables as this is the most natural and colourful part of the 

supermarket for me. This section is also where smell and touch comes 

into play 

Respondent 

5 

Smell for sure. Smells either draws me in throw me off. E.g. bakery 

smells, fresh produce smells. 

Respondent 

6 

Well when you enter Lidl store usually you get a smell from the bakery 

and that helps as I’m intent on buying more as I get hungry with the 

smell. So its smell for me! 

Respondent 

7 

Lidl/Aldi do this well with the flowers right inside the door and then with 

Lidl having the bakery just down the aisle. Other domestic outlets are 

good at this also by having tasting days with some of their newer 

produce. In recent years the display of fruits and veg have increased and 

the variety of produce available adds colour and draws you in. 

Respondent 

8 

Sight... I like going to the same place because I know where everything 

is. 

Respondent 

9 

Smell - fresh bread smell entices you to the bread section also fresh fruit 

and veg should never smell so if there is a smell in that area I would not 

purchase from that area 

Respondent 

10 

Sight as I don't have time for tasting, or smelling! If it looks good 

hopefully it tastes good and will appeal to all the family! 

Respondent 

11 

Smell (make sure the product is fresh) would be one of the most 

important things, obviously taste also as I am not going to purchase a 

product which is not pleasant to the taste buds. 

Respondent 

12 

Smell I think. A lot of people would comment on Lidl and the smell from 

the bakery. 

Respondent 

13 

Taste first I like having a taster. Smell next I love the smell of bakeries. 

Touch is important to me too so don't like when thing are behind 

counters 
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Respondent 

14 
No response 

Respondent 

15 

Love smell of fresh baking, but not always good when shopping on an 

empty stomach as it encourages you to buy more! I think sight is more 

important as I shop with my eyes so if something looks nice or might be 

packaged nicely them I'm encouraged to purchase. Shop needs to be laid 

out well and not cluttered. 

Respondent 

16 
Sight I think. Has to look good to me to buy to want to eat it 

Respondent 

17 
Sight as I can see the item and how it looks and the best before date! 

Respondent 

18 
DK 

Respondent 

19 

I start evaluating from the moment I enter the car park. Is the car park 

tidy? Id there rubbish in the trolleys/ground? 

Respondent 

20 

Appearance is probably the most important to anyone. Is it fresh? Does it 

look appetising? Also I start evaluating from the moment I enter the car 

park. Is the car park tidy? Id there rubbish in the trolleys/ground?  I do 

not like cold shops. If I’m buying something I want to pick it up and for 

example a bag of salad shake it to make sure it’s fresh and crisp. I would 

check the date on bread but I will squeeze it. If there are two with them 

same date, the squeeze will be the deciding factor. 

Respondent 

21 

Vegetables. For me if they are messed up or squashed it does not appeal 

to me. I start evaluating from the moment I enter the car park. Is the car 

park tidy? Id there rubbish in the trolleys/ground?  I do not like cold 

shops. It kind of relates to touch, fruit and veg I want to touch examine 

them and see are they fresh. 

 

 

 

 

Respondent 

No. 

9. What is your attitude to digital touch points and displays, (e.g. 

JML displays in Dunnes stores or digital price signs) Does anything 

stand out in your mind? 

Respondent 

1 

bit boring now, doesn't really make a difference, just block most of them 

out and move on, exception would be Tesco, I’m not sure if it counts as a 

touch point but the price checks, a touch point that actually has a role and 

makes a difference, no point in having a touch point unless it does 

something to your customer and makes a difference, very surprised they 

didn’t move into other grocery retailers. 

Respondent 

2 
No response 
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Respondent 

3 

The displays such as JML are quite helpful and would encourage me to 

buy a product if it's next to it. Supervalu have the news headlines or 

weather showing on screen which I'd read when queuing. I've never 

noticed a digital price sign but I would imagine they'd be helpful. 

Respondent 

4 

To be honest I don't pay much attention to them. I find the 

advertisements, especially JML to be annoying 

Respondent 

5 

I never really pay much attention to JML displays and have never 

purchased any of this. I do appreciate easy to read signage and digital 

screens can be a good way to get the promotions across. In a supermarket 

field nothing stands out in my mind unfortunately. 

Respondent 

6 
Don’t really take much notice! 

Respondent 

7 

Not really. I think if a product is good enough you don't need any 

showboating unless you need a video to demo a product. 

Respondent 

8 
Nothing stands out to me 

Respondent 

9 

JML in store displays are good with the majority of their products having 

the "why didn’t I think of it?" effect! Also digital displays behind the 

counter in newsagents are good as they have lotto results etc. on them. 

Respondent 

10 

Not really, seems very gimmicky to me, I buy something based on online 

reviews or on the recommendation of a friend. 

Respondent 

11 
No not really, but at least you get a demo of the product being sold. 

Respondent 

12 

I think they are a good idea but I have never bought a product because of 

the digital touch points or displays, like the JML one. I do think it’s good 

to be able to see how the group works first. 

Respondent 

13 
Yes I appreciate the use of this technology 

Respondent 

14 
No response 

Respondent 

15 

JML displays feel too much like they are in my face and loud. I don't 

mind interactive displays or price screens once they are not intrusive and 

I think they can be very beneficial if used properly. 

Respondent 

16 

I don't think they are managed very well never fully stocked always last 

item on staffs mind like an ornament 

Respondent 

17 
I don’t take much notice 

Respondent 

18 
DK 

Respondent 

19 

Not relevant to FMCG sector. I would like to try the in store price 

scanners as discussed. 

Respondent 

20 

Not relevant to FMCG sector.  I think what Superquin had, the guns that 

you took around and scanned your items as you shopped. You can check 

prices and keep a running total so there are no surprised. I would like to 

see that in stores 
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Respondent 

21 

Not relevant to FMCG sector. I do like the price scanners throughout the 

store where you can check a price yourself. In France that is the normal 

thing and I would like to see it introduced over here. 

 

Respondent 

No. 

10. Do you feel some of the discussed grocery retailers efforts of in-

store marketing feel more like barriers or obstacles to your end 

purpose in a store? - What puts you off? 

Respondent 

1 

Over marketing would put me off. You get the message once you don’t 

need it again and again. I think it is easy to spot if the retailer is doing it 

for the sake of it and both these reasons would make you feel like they 

are barriers which can be frustrating when you shop. 

Respondent 

2 
If the tester is pushy or overselling. 

Respondent 

3 

I can't recall anything that's put me off, perhaps only the sales staff trying 

to upsell goods at the point of sale. 

Respondent 

4 

No, I don't feel like they are a barrier for me as I like to sample new 

things and see what's new on offer so for me it's a good thing 

Respondent 

5 

I definitely don't feel they are barriers; I understand the reason behind 

them but am not often drawn in. I mostly try to stick to my reasons to be 

in the store. 

Respondent 

6 
No response 

Respondent 

7 

When compared other countries (the USA in particular) our retailers are 

'soft sellers'. I don't think there have been any occasions where I felt 

there were barriers or obstacles and if there were times I can't rightly 

remember. Grocery shopping is not like going into a cosmetics 

department and they spritz you with perfume... 

Respondent 

8 

I don't think they affect me as I usually know what I want to purchase 

before I go to do my shopping 

Respondent 

9 

Yes, a key thing for me when shopping is to be able to get around the 

store with ease and a lot of retailers put displays and offers deliberately 

in the way so that you will shop them. These are annoying but also 

effective as I do find myself rooting through them just having look. 

Respondent 

10 

Really I would say the biggest turn off is when they cram stands in the 

middle of isles, especially when they are loaded with toys or sweets that 

you really don't need in your trolley. Once it doesn't affect my ability to 

get my shopping done without little human dramas, it doesn't affect me. 

Would be slow on returning again though if it made an already stressful 

trip more stressful! 

Respondent 

11 
Puts me off when in a hurry to do my shopping!! 

Respondent 

12 

No I don't think so. I wouldn't like to have digital touch points or 

displays in every store for more than one product, I think that would be 

quite annoying and would put me off shopping there. 
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Respondent 

13 
The rushed feeling in some budget checkouts puts me on edge 

Respondent 

14 
No response 

Respondent 

15 

I suppose they are trying to appeal to everyone but I don't want to be 

harassed by marketing during my shop so I prefer discreet in store 

marketing. JML displays would be a barrier to me if they were more 

frequently used. 

Respondent 

16 
When too much signage hanging from ceilings over the top no need for it 

Respondent 

17 
obstacles really, I just like it in a simple format 

Respondent 

18 
DK 

Respondent 

19 

The life size picture of Paul Flynn in Lidl puts me off. I do not feel it 

adds to anything except for scaring customers. 3 for 2 offers annoy me. I 

prefer half price or buy one get one free. I rarely want 3 of something. I 

find some of the meal deals very complicated. The items are spread all 

over the shop. It appeals to me but it’s too confusing, The items are all 

over the place 

Respondent 

20 

When a store puts items in an aisle placement with a sign saying special 

offer but there is no price. I look around thinking ok it’s on special offer 

but how much is it? Shopping in numerous stores means more time. I 

used to get very caught up in the special offers and at one point shopped 

in five different supermarkets. It gets very difficult trying to add it up in 

your mind and keep track. I was very into it but now I just go to the store 

I feel like and hope for the best with the offers. 3 for 2 offers You end up 

spending time trying to think, what I will get to make up the three items. 

Tesco do meal deals really well. Everything is in one cabinet. Each shelf 

has the respective category on it, so it’s just a case of pick one item from 

each shelf. Supervalu on the other hand are way off the mark and I end 

up confused and frustrated and then at the tills it doesn’t add up and then 

the point of the solution in my opinion the time saving is null and void 

because a manager has to come over and sort it out etc. 

All those efforts are obviously important but can be dashed in five 

minutes if you have a bad experience with a staff member. What does all 

that matter if you come out feeling upset or disgusted? You are not going 

to care about the lovely display, or the price or quality.  

 

Respondent 

21 

Something I cannot bear is when items are not priced or if the price is 

difficult to find. I would definitely leave the product. Yellow strips 

instead of white in Dunnes stores. On these price signs they cross out the 

original price and write in the amount you will save e.g. €3 but that is 

printed larger than the actual sales price. I have been caught by that a few 

times also. You almost feel cheated. I find with these kinds of meal deals 

there is rarely a healthy option and I this would put me off. I eat quite 

healthily and I try to teach my daughter to also and so this puts me off. 

For example I can have a coffee and a croissant or pastry for €2 but I 

can’t have an apple.  
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Appendix ten: Coding 

1. How much planning/preparation do you put into your grocery shop?   

  

       

  

Consolidation of responses Codes 

 

Online   

 

Offline     

DK 0 

 

Respondent 1 2 

 

Respondent 14 2   

None 1 

 

Respondent 2 1 

 

Respondent 15 0   

Minimal (5-10mins) 2 

 

Respondent 3 2 

 

Respondent 16 4   

Moderate (11-20 mins) 3 

 

Respondent 4 3 

 

Respondent 17 2   

A lot of time (>20mins) 4 

 

Respondent 5 3 

 

Respondent 18 0   

  

  

Respondent 6 3 

 

Respondent 19 1   

  

  

Respondent 7 0 

 

Respondent 20 1   

  

  

Respondent 8 1 

 

Respondent 21 1   

  

  

Respondent 9 1 

   

  

  

  

Respondent 10 2 

   

  

  

  

Respondent 11 4 

   

  

  

  

Respondent 12 0 

   

  

  

  

Respondent 13 2 

   

  

                  

         2. What is the average length of time you spend in a store conducting your grocery 

shop? 

  

       

  

Consolidation of responses Codes 

 

Online   

 

Offline     

DK 0 

 

Respondent 1 2 

 

Respondent 14 2   

Short (10-20 mins) 1 

 

Respondent 2 2 

 

Respondent 15 2   

Medium (21-35mins) 2 

 

Respondent 3 1 

 

Respondent 16 2   

Long (36-44 mins) 3 

 

Respondent 4 3 

 

Respondent 17 4   

Significant (45 - 60+ mins) 4 

 

Respondent 5 2 

 

Respondent 18 3   

  

  

Respondent 6 2 

 

Respondent 19 1   

  

  

Respondent 7 1 

 

Respondent 20 2   

  

  

Respondent 8 4 

 

Respondent 21 2   

  

  

Respondent 9 2 

   

  

  

  

Respondent 10 1 

   

  

  

  

Respondent 11 4 

   

  

  

  

Respondent 12 2 

   

  

  

  

Respondent 13 2 
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3. What factors are important to you for your in-store 

experience in a grocery retailer?             

  

           

  

Consolidation of 

responses Codes 

 

Online       

 

Offline         

DK 0 

 

Respondent 1 8     

 

Respondent 

14 0       

Layout/Display/Space/

Organisation 1 

 

Respondent 2 1 2 3 

 

Respondent 

15 1 2     

Variety/Brands/Ethical 

options 2 

 

Respondent 3 4 5 1 3 

Respondent 

16 4 7 3   

Staff  3 

 

Respondent 4 6 1   

 

Respondent 

17 1 7     

Clean/Bright 4 

 

Respondent 5 7 8   

 

Respondent 

18 0       

Availability 5 

 

Respondent 6 4 6 3 

 

Respondent 

19 4 1 2 9 

Quality/Fresh 6 

 

Respondent 7 7 2 6 

 

Respondent 

20 1 2     

Price/Offers 7 

 

Respondent 8 1     

 

Respondent 

21 4 2     

Convenience/Personalis

ation/Sampling 8 

 

Respondent 9 4 1   

     

  

Location/Parking 9 

 

Respondent 

10 1     

     

  

  

  

Respondent 

11 3 5 4 

     

  

  

  

Respondent 

12 4 3 5 

     

  

  

  

Respondent 

13 7 8   
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4. Which grocery store offers you the most enjoyable in-store experience?      

   

          

  

 Consolidation of 

responses Codes 

 

Online       

 

Offline       

 None/DK 0 

 

Respondent 1 1 2 5 

 

Respondent 14 4     

 Lidl/Aldi 1 

 

Respondent 2 3     

 

Respondent 15 3 2   

 Tesco 2 

 

Respondent 3 3     

 

Respondent 16 1     

 Supervalu 3 

 

Respondent 4 2     

 

Respondent 17 1 4   

 Dunnes 4 

 

Respondent 5 2     

 

Respondent 18 2     

 Other 5 

 

Respondent 6 1     

 

Respondent 19 3     

   

  

Respondent 7 1 3 4 

 

Respondent 20 0     

   

  

Respondent 8 1 4   

 

Respondent 21 2     

   

  

Respondent 9 2     

    

  

   

  

Respondent 10 0     

    

  

   

  

Respondent 11 2 3   

    

  

   

  

Respondent 12 2     

    

  

   

  

Respondent 13 4     
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5. Is there an emotional pull to a particular grocery store for you are a 

Generation x consumer? For instance: - Dunnes Stores = because its Irish - 

Lidl = discounter - Marks & Spencer = Luxury - Tesco = bigger stores  

        

   

  

  

            

  

Consolidation of 

responses (a, 

emotions) Codes 

 

Online         

 

Offline         

DK/No appeal 0 

 

Respondent 

1 g   1   

 

Respondent 

14 b   0   

Habit/Past 

Experience 1 

 

Respondent 

2 c   1   

 

Respondent 

15 b   4 3 

Quality/Luxury 2 

 

Respondent 

3 c d 2   

 

Respondent 

16 g   0   

Offers/Price/ 

Value 3 

 

Respondent 

4 e d 2 3 

 

Respondent 

17 f d 1   

Convenience/ 

Location 4 

 

Respondent 

5 e   4   

 

Respondent 

18 b   3 5 

Variety 5 

 

Respondent 

6 e   3   

 

Respondent 

19 c   6   

Irish products 6 

 

Respondent 

7 d   3 4 

 

Respondent 

20 g   2 1 

  

  

Respondent 

8 d   3   
 

Respondent 

21 e   5 1 

  

  

Respondent 

9 b   0   

     
  

Consolidation of 

responses (b, 

Store) Codes 

 

Respondent 

10 b   4   

     
  

DK a 

 

Respondent 

11 d e 5   

     
  

No store in 

particular b 

 

Respondent 

12 d   3 4 

     
  

Supervalu c 

 

Respondent 

13 d g 3 4 

     
  

Lidl/Aldi d 

           
  

Tesco e 

           
  

Dunnes Stores f 

           
  

Other g                         
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6. Think of an average day carrying out your grocery shop, what type of emotions are 

you feeling?  

  

  

  

         

  

Consolidation of 

responses Codes 

 

Online     

 

Offline       

DK/No Opinion 0 

 

Respondent 1 3   

 

Respondent 14 1     

Indifference 1 

 

Respondent 2 3   

 

Respondent 15 3 2   

Enjoyment/Pleasure/ 

Happy/Great/Satisfaction 2 

 

Respondent 3 3   

 

Respondent 16 2 3   

Stress/Frustration/Dismay/

Confusion/Impatience 3 

 

Respondent 4 2   

 

Respondent 17 2     

  

  

Respondent 5 1   

 

Respondent 18 2     

  

  

Respondent 6 2   

 

Respondent 19 1     

  

  

Respondent 7 3   

 

Respondent 20 1 3   

  

  

Respondent 8 1   

 

Respondent 21 2 3   

  

  

Respondent 9 2   

    

  

  

  

Respondent 10 3   

    

  

  

  

Respondent 11 3 2 

    

  

  

  

Respondent 12 2 3 

    

  

  

  

Respondent 13 3   
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7. As it relates to experiential marketing, where you as the customer get to 

experience the item before you buy it, e.g. Taste testing sausages, using an 

electronic item before you purchase. What is the best experiential experience you 

have had in a grocery store? - How did it make you feel? 

  

    

  
  

    

         

  

  Consolidation of 

responses Codes 

 

Online   

 

Offline   

  

  

  

DK/No opinion 0 

 

Respondent 1 0 

 

Respondent 

14 0 

  

  

  Don't like this 

Experimental marketing 1 

 

Respondent 2 0 

 

Respondent 

15 5 

  

  

  Tasting - Experience in 

general 2 

 

Respondent 3 1 

 

Respondent 

16 2 

  

  

  

Supervalu - Tasting/Try 

before you buy 3 

 

Respondent 4 3 

 

Respondent 

17 2 

  

  

  

M&S - Tasting 4 

 

Respondent 5 3 

 

Respondent 

18 0 

  

  

  

Tesco - Using a product 5 

 

Respondent 6 5 

 

Respondent 

19 1 

  

  

  

Dunnes - Tasting 6 

 

Respondent 7 3 

 

Respondent 

20 7 

  

  

  

Don't like this 

Experimental marketing - 

due to the salesperson 7 

 

Respondent 8 2 

 

Respondent 

21 7 

  

  

    

  

Respondent 9 2 

     

  

    

  

Respondent 10 1 

     

  

    

  

Respondent 11 3 

     

  

    

  

Respondent 12 4 

     

  

    

  

Respondent 13 6 
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8. As it relates to sensorial marketing; sight, sound, taste, smell, touch; which is 

the most important to you when in a grocery store? - Please elaborate 

    
 

 

  
   

          

  
 Consolidation of 

responses Codes 

 

Online         

 
Offline     

 

DK/No Opinion 0 

 

Respondent 1 1 2 5   

 

Respondent 

14 0   

Sight/Appearance 1 

 

Respondent 2 2       

 

Respondent 

15 2 

 

1 

Smell 2 

 

Respondent 3 1 2     

 

Respondent 

16 1   

Sound 3 

 

Respondent 4 3 1 3 5 

 

Respondent 

17 1   

Taste 4 

 

Respondent 5 2       

 

Respondent 

18 0   

Touch/Temperature/Pic

king up products to 

examine 5 

 

Respondent 6 2       

 

Respondent 

19 1   

  

  

Respondent 7 2 4 1   

 

Respondent 

20 1 5 

  

  

Respondent 8 1       

 

Respondent 

21 1 

 

5 

  

  

Respondent 9 2       

   

  
 

  

  

Respondent 

10 1       

   

  
 

  

  

Respondent 

11 2 4     

   

  
 

  

  

Respondent 

12 2       

   

  
 

  

  

Respondent 

13 4 2     
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9. What is your attitude to digital touch points and displays, (e.g. JML 

displays in Dunnes Stores or digital price signs) Does anything stand out 

in your mind? 

  

  

  

         

  

Consolidation of 

responses Codes 

 

Online     

 

Offline       

DK 0 

 

Respondent 

1 2 5 

 

Respondent 

14       

Nothing stands out 1 

 

Respondent 

2 0   

 

Respondent 

15   3   

Don't 

like/Irrelevant/Boring 2 

 

Respondent 

3 4 3 

 

Respondent 

16       

Interest in digital 

signage - utilised 

effectively 3 

 

Respondent 

4 2   

 

Respondent 

17       

TV displays with 

news/advertisements 4 

 

Respondent 

5 3   

 

Respondent 

18       

Digital price touch 

points e.g. The ones 

used in Tesco/Price 

guns in Superquin 5 

 

Respondent 

6 1   

 

Respondent 

19   5   

  

  

Respondent 

7 2   

 

Respondent 

20   5   

  

  

Respondent 

8 1   

 

Respondent 

21   5   

  

  

Respondent 

9 4   

    

  

  

  

Respondent 

10 2   

    

  

  

  

Respondent 

11 0   

    

  

  

  

Respondent 

12 3   

    

  

  

  

Respondent  3   
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10. Do you feel some of the discussed grocery retailers efforts of in-store marketing 

feel more like barriers or obstacles to your end purpose in a store? - What puts you 

off? 

  

  

  

         

  

Consolidation of 

responses Codes 

 

Online   

 

Offline       

DK/No Opinion 0 

 

Respondent 1 2 

 

Respondent 

14 0       

Don't see any 

barriers/negatives 1 

 

Respondent 2 5 

 

Respondent 

15 2       

Over use of in-store 

marketing tools. Unclear 

marketing messages. No 

clear call to action 2 

 

Respondent 3 5 

 

Respondent 

16 2       

Stores which are hard to 

navigate 3 

 

Respondent 4 1 

 

Respondent 

17 3       

Time pressures e.g. in 

discount supermarkets 4 

 

Respondent 5 1 

 

Respondent 

18 0       

Staff - pushy/unfriendly/ 

impolite 5 

 

Respondent 6 0 

 

Respondent 

19 6 3 2   

Unclear pricing 

strategies 6 

 

Respondent 7 1 

 

Respondent 

20 6 3 2   

  

  

Respondent 8 0 

 

Respondent 

21 6 3 2   

  

  

Respondent 9 3 

     

  

  

  

Respondent 

10 3 

     

  

  

  

Respondent 

11 4 

     

  

  

  

Respondent 

12 2 

     

  

  

  

Respondent 

13 4 
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Appendix eleven: Tabulation 

 

1. How much planning/preparation do you put into your 

grocery shop? 

  DK None 

Minimal     

(5-

10mins) 

Moderate 

(11-20 

mins) 

A lot of 

time 

(>20mins) 

Gen X 

Females  

(N=21) 4 6 6 3 2 

 

2. What is the average length of time you spend in a store 

conducting your grocery shop? 

  DK 

Short 

(10-20 

mins) 

Medium 

(21-

35mins) 

Long 

(36-44 

mins) 

Significant 

(45 - 60+ 

mins) 

Gen X 

Females  

(N=21) 0 4 12 2 3 

 

3. What factors are important to you for your in-store experience in a grocery retailer? 

  

D

K 

Layout/Displa

y/Space/Organ

isation 

Variety/

Brands/E

thical 

options 

S

ta

ff  

Clea

n/Bri

ght 

Avai

labil

ity 

Quali

ty/Fr

esh 

Price

/Off

ers 

Convenience/Pe

rsonalisation/Sa

mpling 

Locati

on/Par

king 

Ge

n 
X 

Fe

ma
les  

(N

=2
1) 2 10 6 6 8 3 3 5 3 1 
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4. Which grocery store offers you the most enjoyable in-store 

experience?  

  None/DK Lidl/Aldi Tesco Supervalu Dunnes Other 

Gen X 

Females  

(N=21) 2 6 9 6 5 1 

 

5. Is there an emotional pull to a particular grocery store for you are a Generation x 

consumer? For instance: - Dunnes Stores = because its Irish - Lidl = discounter - 

Marks & Spencer = Luxury - Tesco = bigger stores  

Consolida

tion of 

responses 

(a, 

emotions) 

DK/

No 

appe

al 

Habit/P

ast 

Experie

nce 

Quality/Lu

xury 

Offers/Price/

Value 

Convenience/L

ocation 

Varie

ty 

Irish 

produ

cts 

Gen X 

Females  

(N=21) 3 5 3 8 6 3 1 

                

Consolida

tion of 

responses 

(b, Store) 

DK 

No 

store in 

particul

ar 

Supervalu Lidl/Aldi Tesco 

Dunn

es 

Store

s 

Other 

Gen X 

Females  

(N=21) 0 5 3 8 5 1 4 

 

 

6. Think of an average day carrying out your grocery shop, what type of emotions are 

you feeling? 

  

DK/No 

Opinion 

Indifference Enjoyment/Pleasure/Ha

ppy/Great/Satisfaction 

Stress/Frustration/Dismay/

Confusion/Impatience 

Gen X 

Females  

(N=21) 0 5 10 12 
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7. As it relates to experiential marketing, where you as the customer get to experience the item 

before you buy it, e.g. Taste testing sausages, using an electronic item before you purchase. What is 

the best experiential experience you have had in a grocery store? - How did it make you feel? 

  

DK  

Don't like 

this 

Experiential 

marketing 

Tasting - 

Experience 

in general 

Supervalu - 

Tasting/Try 

before you 

buy 

M&S - 

Tasting 

Tesco - 

Using 

a 

product 

Dunnes 

- 

Tasting 

Don't like 

this 

Experiential 

marketing - 

due to the 

salesperson 

Gen X 

Females  

(N=21) 4 3 4 4 1 2 1 2 

 

 

8. As it relates to sensorial marketing; sight, sound, taste, smell, touch; which is 

the most important to you when in a grocery store?  

  

DK/No 

Opinion 

Sight/   

Appearance 
Smell Sound Taste 

Touch/Temperature/Picking 

up products to examine 

Gen X 

Females  

(N=21) 2 12 11 2 3 4 

 

 

 

 

9. What is your attitude to digital touch points and displays, (e.g. JML displays in 

Dunnes stores or digital price signs) Does anything stand out in your mind? 

  

DK 

Nothing 

stands 

out 

Don't 

like/Irreleva

nt/Boring 

Interest in 

digital signage 

- utilised 

effectively 

TV displays with 

news/advertisemen

ts 

Digital 

price 

touch 

points e.g. 

The ones 

used in 

Tesco/Pric

e guns in 

Superquin 

Gen X 

Female

s  

(N=21) 4 3 9 5 2 4 
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10. Do you feel some of the discussed grocery retailers efforts of in-store marketing 

feel more like barriers or obstacles to your end purpose in a store? - What puts you 

off? 

  

DK/ 

No 

Opini

on 

 

 

 

 

Don't 

see any 

barriers 

/ 

negativ

es 

Over use of 

in-store 

marketing 

tools. 

Unclear 

marketing 

messages. 

No clear 

call to 

action 

Stores 

which 

are 

hard to 

navigat

e 

Time 

pressures 

e.g. in 

discount 

supermarket

s 

Staff – 

pushy 

/unfriend

ly/impoli

te 

Unclear 

pricing 

strategi

es 

Gen X 

Female

s  

(N=21) 4 3 7 6 2 2  3 
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Appendix twelve: In-depth interview - Richard Skelton 

 

3. What does shopper marketing mean in practice? 

 

There are conflicting opinions and thoughts about shopper marketing, many think it is in-

store promotion, others think it is merchandising or clever packaging.  Most marketers do not 

view it as more than a set of below the line communication tactics. 

I believe the goal of shopper marketing is to be present with an activation voice at all relevant 

points of contact along the shoppers journey, to drive intent and purchase all the way to the 

final second and to grow loyalty after; a clear call to action.  Understanding shopper’s 

behaviour beyond the store and activating at the right interception point is critical to shopper 

marketing success.  The path to purchase is non linear and successful shopper marketing 

recognises this by not waiting for the customer to come to them. It reaches out and touches 

their lives, engages them where it matters most and creates memorable experiences, always 

remaining of value and adding utility. 

Shopper Marketing of the future is not a discipline or specialty: it is a full understanding of 

all marketing communications, pre purchase and post purchase shopper behaviour and the 

application of technology to maximise impact, improve solutions and provide utility. 

Marketers must build their brand plans on Consumer AND Shopper AND Retailer insights in 

order for the big brand idea to be relevant and effective. 

Some consumers now can go through the entire purchase price without encountering a 

traditional communication or promotional tool.  See below:  
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Objective 1: 

 

4. How effective is in-store communication in supermarkets to females of 

Generation X?  

Currently excellent at communicating special offers and in some cases bundling solutions 

together to make the shopping easier or increase the basket size.  In FMCG there is 

always room for improvement, through the use of more emotional calling cards, less price 

based promotions.  Also online FMCG has many more steps to take (see Tre semme case 

by Unilever as an example of online shopper marketing. 

  

5. How to effectively manage and integrate shopper marketing activities to target a 

specific segment, in this case Generation X?   

This is a hard one to measure down to a fine science, but there are a number of ways: 

 There is of course the bottom hard line of measuring sales. 

 Softer elements such as measuring how long people stay in a category or store 

 Cross selling measurement. 

But I believe retailers need to look at it in a different mind-set, not just about sell, sell, 

sell! 

Objective 2: 

 

4. How significant is emotion in motivating the shopper?   

Huge, most important factor 



B7MG041 – Retail Project 
 

97 | P a g e   S u s a n  D o w l i n g  -  1 7 1 2 3 4 8  

Probe- Which emotions would be expected to work most effectively in the FMCG 

sector?   

Provider and protector for children (safety and love emotions),   

Stress reduction (many working mums, convenience, products bundled together (see uncle 

bens case study) 

Excitement; see something new or interesting, different to the norm. 

Make feel better about, sophisticated, clever; people emulate a certain lifestyle which they 

hope a product will give them. 

 

Stress Solutions type   making it as easy to. Uncle bens case study – Irish international. 

 

5. In your opinion what cues work most effectively on generation x? 

 

Visual cues – what stands out bright colours, clear call to action  

Tactile cues – Like to touch things, also maybe reading ingredients 

Smell – Freezer can be sterile and clinical – area with major potential for shopper marketing 

improvement. Marks and Spencer had a campaign based around this. Retailers want to 

increase sales in a category not just one specific product. 

 

Probe - How can shopper marketing be more effective through (visual, etc) in-store 

cues?  

 By designing specifically for that environment and starting with this point and working back, 

versus starting with above the line advertising outside store and simply tailoring for in-store. 

This does not always translate correctly. The marketing message needs to be fully intergrated. 

 

6. How can the in-store marketing activities be effectively linked to functional 

goods?  

Use of emotion (vaccine for pampers), use of sampling. 

Audio Denny’s sausages.  
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Objective 3: 

 

3. What are the negative implications in shopper marketing?    

Too promotional focused and over reliance on price. Retailers have too much power so 

can be difficult to implement solutions. 

 

4. How can these barriers/limitations be combatted in the FMCG sector? 

More relationship building with retailers. Understanding of shopper behaviour versus 

consumer behaviour. Understanding of digital shopper marketing and research 

behaviour. 

Retailers have the power, brands fighting for space. Bespoke solutions can be hard to 

do.  
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Appendix thirteen: Supervisor progress meeting diary for retail project 

 

Meeting number: Date of meeting: 

1 18
th

 June 2014 

2 25
th

 June 2014 

3 9
th

 July 2014 

4 22
nd

 July 2014 

5  6
th

 August 2014 

 

Reflection on supervisor meetings: 

 

The assignment of the supervisor to this thesis was beneficial to the completion of the 

research. The supervisor afforded the author the opportunity to discuss theories, ideas, 

approaches and planning, as well as providing support and guidance. The author appreciates 

the lines of communication that were open and effectively met.  

 


