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CARWASH PASS CARWASH PASS

Collect a pointeach time you use the carwash. 8 Collect a pointeach time you use the carwash.
Receive a free carwash for a complete card! Receive a free carwash for a complete card!
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Our approach to shopper
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The science of selling more
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triggers attention

esponse

easily recognized

Pecognize

motivates
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triggers purchase
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No one grows Ketchup like Heinz.
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Shopptimize in action

SH@PPTIMIZE

Expert
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Shopptimize Scores vs Benchmark
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‘ Priority Actions

FREE is used in other campaign touch points and could have more impact in the total campaign
Socialising and friendship could be better implicitly communicated, as the head-line dramatizes
the benefits of friendship, however the visuals do not. An example of this could be to use two
bottles clinking together to associate with a social occasion

When used, the man is the focus and not the social group, which doesn’t implicitly relay
celebrating with friends. His eye gaze could be used to demonstrate a social connection
Refreshment and taste are not well communicated. People drinking beer would trigger mirror
neurons and increase motivation and should be considered

s Optional Actions

“» Socialising with friends is a high frequency occasion, however the birthday month is a specific time
of year and limits participation

* The symbols from the playing cards are integrated into the design, however they could activate
the brand more effectively if similar colours were used

* The head-lines do not trigger purchase or an immediate or specific occasion

* The background colour contrast is low reducing impact

* On the first visual, there is a level of competition for the visual entry point between the balloon
and the cards on the bottle

* Head-lines are simple to understand, however capital letters are more difficult to process
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Case studies

SH@PPTIMIZE

Expert
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Shopptimize in action

SH@F’F’TIMIZE

Implicit
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Neurolmage :

Multiple “buy buttons” in the brain: Forecasting chocolate sales at
point-of-sale based on functional brain activation using fMRI

Simone Kiihn **, Enrique Strelow , Jiirgen Gallinat ®
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A final thought
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