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see further details of this at the bottom of 
this page.
This edition of Shoptalk also features some 
of our work on the launch of PepsiCo’s 
Tostitos product, an innovative new retail 
concept from Alibaba in our Shopper 
Marketing Worldwide feature, and some 
exciting news from The Visualise Group’s 
shopper media agency, VMedia. 
We would like to sincerely thank Ruth 
Hankin, Customer Marketing Manager 
at Heineken Ireland, for her contribution 
to our ‘Talking Shop’ feature. I’m sure 
you will enjoy Ruth’s insightful views on 
the challenges and opportunities facing 
shopper marketing practitioners in today’s 
evolving retail landscape. 
I hope that you enjoy this edition of 
shoptalk, and if you would like to discuss 
how V360° can help you create positive, 
enduring change in shopper behaviour, 
don’t hesitate to get in touch with me or 
one of the V360° team.

Ciaran FitzGerald
Chairman, The Visualise Group

Welcome to the latest edition of Shoptalk; 
one which is special for all of us at The 
Visualise Group, as it is the first edition 
since the launch of V360°, our new 
multidisciplinary shopper agency.
V360° was created to deliver a full shopper 
solution, from insight right through to final 
execution. Today’s increasingly complex 
and fragmented marketplace has created 
a requirement for a greater understanding 
of shopper needs and behaviour than ever 
before, and for simple, actionable shopper 
solutions that drive profitable growth. At 
V360°, we combine 3-Way Insight into 
consumers, shoppers and retailers to 
leverage brand equity into action and 
ultimately create shopper solutions that 
solve business challenges by creating 
positive, enduring change in shopper 

behaviour. The agency was created as a 
result of the increased demand from clients 
for an agency who can deliver this 360° 
shopper solution. We have been thrilled 
with the response from our valued clients 
since we launched and are delighted to also 
welcome some fantastic new clients over 
the past three months.
As part of our launch, we have partnered 
with ECR Ireland to run our Shopper 
Symposium Series, ‘Preparing for the 
Future, While Thriving in the Now’. The 
Series consists of three breakfast sessions, 
each focusing on an area of paramount 
importance for retailers, brand owners and 
service providers. We would like to thank 
all who attended our fist two sessions in 
April and June, summaries of which can 
be found on pages 4 & 5 of this edition of 
Shoptalk. Our third session, focusing on 
‘Winning at the Moment of Choice’ will be 
held on Friday, 24th August, and you will 
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Presentations will be given on the 
morning by Eoghan Phelan, our joint 
MD and Daniel Ryan, eCommerce & 
New Revenue Streams Manager at 
Unilever Ireland.360

https://www.eventbrite.ie/e/v360-shopper-symposium-tickets-47992521925


In April of this year, PepsiCo launched  
a new product in Ireland called Tostitos –  
a premium tortilla chip & salsa range. The 
range was initially launched in Tesco Ireland 
over a 2-week promotional period with a key 
objective of driving awareness & trial of the 
product with the core consumer audience, 
30 to 40 year-old females, who are looking to 
share something special with their friends for 
that at-home social occasion. 

V360° worked with the shopper marketing 
team in PepsiCo to develop a plan that would 
create some real engagement with shoppers 
in-store and help bring the product range 
to life for the launch. Three key tasks were 
undertaken by V360° to execute this:
• Design of a bespoke Mexican themed 

Tostitos display unit which would house  
the tortilla chips, the salsa range and recipe 
leaflets all together.

• Manage the activation of a sampling 
campaign in 10 of the top Tesco stores 
showcasing one of the recipes which 
would really highlight that Tostitos are best 
served with fresh, tasty ingredients drizzled 
in salsa, for that home-cooked, authentic 
experience. 

• Install the new Tostitos displays across a 
network of 100+ Tesco stores to achieve 
maximum visibility in key secondary sitings 
for the promotional period and beyond. 

PEPSICO - TOSTITOS
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Louise Priestman, Shopper 
Marketing PepsiCo Ireland 
“To celebrate the launch of our 
new Tostitos premium tortilla 
chip & drizzle range, we worked 
with our partner agency V360° 
who managed and designed 
the campaign right from the 
concept stage through to final 
execution in store. Our objective 
was to bring the authenticity 
and use of the product to life 
in-store by positively engaging 
with customers and cutting 
through the busy shopper 
environment with our creatively 
designed bespoke FSDUs. We 
also supported the launch with 
an in-store sampling campaign 
which allowed shoppers to try 
the product. The end result 
was an exceptionally positive 
Tostitos brand campaign that 
engaged & communicated with 
thousands of Tesco shoppers 
in-store.”
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Twitter, Snapchat and Pinterest, others 
are equalling intriguing nonetheless, such 
as Uber, Spotify, Airbnb, Westfield Malls 
Zalando.

The Uber Partnership Team (ex. Facebook) 
suggest the following development 
opportunities; Logistics on demand (home 
delivery); Basket abandonment (you have 
an item in your cart, buy now and we will 
deliver it); Home collection/returns.

Airbnb’s API was developed to allow 
property owners/managers to optimise 
yield, but it could also be used to 
incorporate Airbnb technology into third 
party services.

The democratisation of the technology is 
empowering individuals to build right now:

Bot Assisted Retail – Everlane Messenger 
Bot, built using free Facebook toolkit and 
conversational workflow.

Automotive VR – Built by one amateur 
developer using a free SDK (software 
development kit) called ARKit which was 
released by Apple to stimulate Augmented 
Reality software development.

Retail AR – built by one amateur 
developer, Andrew Hart, also using 
ARKit, allowing shoppers to navigate 
supermarkets, find products on shelves 
and receive recipe suggestions, offers and 
products based on shopping list.

V360° launched the 2018 Shopper 
Symposium Series at The Dean Hotel on 
Friday 20th April, in conjunction with ECR 
Ireland. The Shopper Symposium Series 
is an opportunity for friendly, collegial 
discussion around the future direction of 
retail in Ireland. 

The Dean Hotel, Friday 20th April 2018.

Our opening event focused on the ‘The 
Future’ with two thought provoking 
presentations:  ‘The Future Is Now’ 
delivered by Robert Flavin, Director, 
Strategic Planning at V360° along with ‘The 
Future, are we there yet?’ by Keith O’Reilly, 
co-founder of Bionic.

The Future Is Now.
Shoppers’ fundamental needs have 
not changed in terms of cost, choice, 
convenience and customer experience, 
however their expectations as to how 
these needs will be met have been utterly 
transformed. 

Retailers and brand owners are increasingly 
embracing technology as an enabler to 
enhance the shoppers purchase journey. 
It is no longer good enough to passively 
wait and expect shoppers to seek you 
out. Proactively seek out ways to nudge 
shoppers at key points on their purchasing 
and usage journey.

The future of shopping will continue to 
be people centric. We must provide 
engaging experiences while empowering 
people to buy better, without neglecting 
the fundamentals of ease of shop and 
delivering economic value.

While Amazon will continue to grab 
headlines, Alibaba shows that the future is 
already here, with their New Retail concept.

The Future, Are We There Yet?
“Any sufficiently advanced technology is 
indistinguishable from magic”
Arthur C. Clarke.

Innovation and progress has exploded with 
the democratization of technology. Through 
combination of open technology (Google 
cloud platform and Amazon web services) 
and simple tools (SDKs/wizards) connected 
to Microsoft or Facebook developers, there 
is now a world of development opportunity 
to leverage third party services to quickly 
build and scale a technology solution.

While some of the opportunities are more 
obvious; Amazon, Google, Facebook, 

SESSION 1
THE FUTURE
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consumption and value, while also five key 
components to better engaging shoppers 
to buy in-store.

Workstreams were formed to capitalise 
on these insights and ensure effective 
execution in the trade. The outputs of this 
work can be clearly seen on Kerry’s newly 
formed website www.deliexperts.ie.

The process so far has led to a positive 
cycle of benefits in terms of increased rate 
of sale, customer orders and feedback.

Overall the session provided a relevant case 
and discussion on the power of 3-Way 
Insight, and rich learnings in terms  
of effective execution of insights.

Please feel free to contact either robert@
visualise.ie or stephen@visualise.ie 
for any queries or requests for further 
information. 

Deeper 3-Way Insight will help 
unlock more profitable growth
The challenges above emphasise that 
a deeper understanding of consumer, 
shopper and retailer is now essential for 
suppliers and retailers to achieve profitable 
growth for their brands and categories.   
We at V360° call this 3-Way Insight. 

Establishing this rounded understanding 
is an iterative process, that benefits from 
a hybrid of research methodologies and 
strategic planning approach. Deeper 
rounded insight will lead to more effective 
execution plans and subsequently improved 
ROI. 

Research was conducted by V360° 
including consumer groups, accompanied 
shops, in-store research and retailer 
in-depth interviews. The learnings from 
this research helped identified four key 
platforms to increase future long-term 

Crowne Plaza Hotel, Friday 22nd June.

Stephen Rust, joint MD at V360° and Olga 
Mulvey, Category Controller at Kerry Foods 
jointly delivered a case study on the Deli 
Meats Category. The case study brought to 
life their journey of leveraging 3-Way Insight 
to create a category vision that delivered 
significant growth for both the deli meats 
category and Kerry’s portfolio.

Profitable Growth in FMCG 
is hard
Achieving significant profitable growth, or 
even protecting current sales and profits, 
has become increasingly challenging in the 
FMCG market, globally and especially in 
Ireland. 

As Nielsen outlined in a study, 76% of new 
products fail within the first year of trading. 
Engage consultants have also identified that 
70% of trade and promotion activity fails to 
achieve a positive ROI. 

To add to the challenges above, Kantar 
recently highlighted that the Irish Grocery 
market is one of the most competitive 
and concentrated retail grocery markets 
in Europe. This high level of concentration 
in a relatively small market only lowers the 
chances of achieving significant growth. 

SESSION 2
DRIVING GROWTH

THROUGH 3-WAY INSIGHT

https://www.eventbrite.ie/e/v360-shopper-symposium-tickets-47992521925
mailto:robert@visualise.ie
mailto:robert@visualise.ie
mailto:stephen@visualise.ie
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easily completed. This ingenious technology 
monitors the real-time decisions that are 
being made in store by shoppers, it quickly 
processes the information to make on-
the-spot recommendations as shoppers 
navigate through the aisles, while analysing 

Background
Chinese internet giant, Alibaba, recently 
tested an experimental retail model to 
promote milk to millennials. The creation of 
their new retail model, through the launch 
of the Smart Milk Station, further highlights 
their capabilities at innovation in new retail 
technologies, having made it into Boston 
Consulting Group’s top ten most innovative 
companies of 2018.
The Smart Milk Station experiment took 
place in a Chinese university and was 
hosted by Alibaba’s Tmall Juhuasuan 
business unit and its B2C e-commerce 
platform, Tmall International. The college 
students were given the chance to enjoy a 
completely new experience in how to add 
Australian-imported milk into their diet. 
Objectives & Implementation
This Smart Milk Station project was 
developed to heighten interest in milk as 
a product that should be included in one’s 
daily diet. The 300-square-meter milk 
station, modelled on the conventional gas 
station, aimed to provide students with 
recommendations on the type of milk that 
met their requirements and determined their 
preferences in a short quiz. Various brands 
were featured at the event, including Nestlé, 
Freedom and Fonterra.
The onsite hammer game, in true fun-
fair style, attracted many students and 
passers-by who were given an officially 
certified “milk power value.” Those with the 
best results were encouraged to upload 
their photo onto the screen and become a 
spokesperson of the Smart Milk Station.
Visitors to the Juhuasuan Smart 
Milk Station experienced a new retail 
convenience store, akin to the convenience 
outlets found in conventional gas stations 

minus the fuss of cashiers or registers. 
Detailed product information located on the 
overhead TV screens was made available 
to shoppers once they picked up an item, 
and by scanning the QR code and placing 
an online order, the purchase could be 

SHOPPER MARKETING WORLDWIDE
ALIBABA LAUNCHES SMART MILK STATION

The Smart Milk Station 

experiment took place in a 

Chinese university and was hosted 

by Alibaba’s Tmall Juhuasuan 

business unit and its B2C 

e-commerce platform
, Tmall 

    International. 
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and these new consumers through the 
unprecedented yet, as early results indicate, 
popular approach based on a conventional 
gas station,” Alibaba said.

the sales process to enhance the shoppers’ 
purchase journey.
This retail concept was developed after 
big data analysis revealed that millennials, 
especially those at college age, were inclined 
to choose rich-tasting, highly nutritious and 

easily brewed Australian-imported milk 
powder as a dietary supplement to boost 
energy.
“Catering to the preferences of today’s 
youth, Juhuasuan and Tmall International 
shorten the distance between brands 

This retail concept was developed 
after big data analysis revealed 
that millennials, especia lly those at 
college age, were inclined to choose 
rich-tasting, highly nutritious and 
easily brewed Australian-imported 
           milk powder as a dietary 
 

  supplement to boost  
 

                energy.
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retail-model-through-the-launch-of-the-smart-milk-station
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communication simple is tough, especially 
when we have such great things to say about 
our beloved brands.  These shoppers are 
exposed to thousands of messages. We need 
to try and make picking up our product as 
easy as possible. 
Q. What do you see as the biggest 
challenge for shopper marketing in the 
coming years?
I think the biggest challenge will be to ensure 
that we, as manufacturers and retailers 

HEINEKEN Ireland appointed Ruth 
Hankin as Customer Marketing Manager 
in December 2016. With brands such as 
Heineken, Coors Light, Orchard Thieves 
and Desperados in its portfolio, Ruth 
works within the fast-paced, ever-changing 
retail industry; where changing consumer 
lifestyles, preferences and tastes have seen 
a proliferation of innovation in the market in 
recent years. 
Ruth joined HEINEKEN Ireland from Britvic 
where she held various positions such 
as Shopper Marketing Manager. During 
this time she focused on driving Britvic’s 
‘On-the-go’ products leveraging insights 
to understand the soft drink shopper 
occasion. She holds an Executive Masters 
in Marketing from DIT, where her passion 
for FMCG ignited.
Ruth is passionate about understanding the 
shopper and making their path to purchase 
as easy as possible, whether that be online 
or in store. Nothing drives her more than 
finding solutions that deliver increased 
sales. She believes that in order to create 
effective shopper marketing campaigns you 
must firstly have a clear business goal, a 
defined strategy and ensure what you do, 
gets measured. 

Q What do you see as the biggest trend in 
shopper marketing? 
I believe Personalisation will be the biggest 
trend in the coming years. Understanding how 
to make a shopping experience engaging 
and personalised so that it feels like it is 
just for that particular shopper will be key. 
Innovations such as augmented reality and 
virtual reality will enable brands to create 
personalised product experiences. With 
mobile phones glued to shoppers’ hands this 
will further facilitate personalised promotions 
and recommendations to maximise the 
opportunities to get brand in hand & basket.  
Q. What do you think is the most 
important thing to remember when 
communicating to shoppers in-store?
Firstly, trying to understand how your 
shoppers want to be communicated with 
in-store is crucial. Once you know whether 
they enjoy browsing the category, reading 
tasting notes for example, or just want simple 
messaging around the occasion the product 
can be used for, you are bound to connect 
with them. Trying to remember to keep 

TALKING SHOP
RUTH HANKIN

with

Customer Marketing 
Manager for HEINEKEN 
Ireland

Q&A
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adapt to create differentiated experiences 
for shoppers in store. We have a role to 
create a reason for shoppers to visit the store 
especially with the evolution of online retail 
with voice shopping and auto replenishment. 
The role that stores play in the purchase 
journey will be challenged. Retailers and 
suppliers will have to work together to create 
experiences, leverage brands that link to their 
initiatives that can’t be replicated online to 
keep their shoppers engaged while in-store. 
Q. Your favourite shopper marketing 
campaign to date, and why?
I have to say it has been the launch of our new 
Heineken 0.0% brand into the Irish market. 
This great tasting alcohol-free product is 
perfect for those non-beer drinking occasions.
We spent time understanding who our 
potential shoppers would be and this led us 
to how we should launch and activate the 
product online and in-store. Our insights 
highlighted that shoppers needed help 
locating the ‘No Alcohol’ category in-store.  
Introducing simple signposting of the ‘No 
Alcohol’ section in-store has really made the 
section easy to shop and has brought new 
shoppers into the ‘No Alcohol’ category; a win 
for the shopper, retailer and HEINEKEN. 
Q. What steps do you think brand 
manufacturers could take to help them 
improve the effectiveness of their 
shopper marketing activity?
I think brand manufacturers need to think 
differently about the role that e-commerce 
plays in today’s shopper journey.  If only 
life was as simple as having shoppers in 
two buckets: An in-store shopper or online 
shopper. Now we must contend with all the 
grey area in-between; Webroomers, those 
shoppers who research online but purchase 
in store and then Showroomers; the shoppers 
who research in store before buying online 
from that retailer’s website or another. 

9
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The Visualise Group’s shopper media agency, 
VMedia, had some exciting news of their own 
in July, with the launch of PharmaSeen TV 
Weather on their PharmaSeen TV Channel. 
Launching in partnership with NIVEA SUN, 
who will sponsor the forecast for the summer 
months, PharmaSeen TV Weather provides 
a regional 3-day weather forecast, with data 
provided by Met Éireann. 
Speaking about the launch of PharmaSeen 
TV Weather, Eoghan Phelan, joint Managing 
Director of the Visualise Group, says: “Due 
to our obsession with the weather in Ireland, 
the new PharmaSeen TV Weather feature 
will undoubtedly enhance the PharmaSeen 
TV network, complementing our unique 
health content, and increasing shopper 
engagement, even further. This will benefit 
both our pharmacy partners and suppliers 
who advertise on the network. It also gives a 
fantastic sponsorship opportunity for relevant 
suppliers, and we are thrilled to be launching 
with NIVEA SUN as our inaugural sponsor. 
Paddy Carmody, Marketing Manager (Ireland) 
at Beiersdorf says: “As Ireland’s No.1 sun 
care brand, the new PharmaSeen TV 
Weather offering is a great way for us to talk 
to shoppers with relevant messaging, which 
provides value, by keeping them informed of 
upcoming weather conditions, and enables us 
to communicate the benefits of NIVEA SUN 
directly at the point of purchase, in a trusted 
environment.” 
PharmaSeen TV Weather sponsorship will be 
available for the autumn and winter months 
from September. Sponsors will get their 
branding incorporated into the PharmaSeen 
TV Weather intro spot and logo on screen 
during the forecast. For any queries, contact 
eoghan@visualise.ie or shaunagh@
visualise.ie 

INTRODUCING PHARMASEEN TV WEATHER

“PharmaSeen TV 
weather is a great 
way for us to 
talk to shoppers 
with relevant 
messaging…..”
Paddy Carmody, 
Marketing Manager  
(Ireland) at Beiersdorf
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At V360° we create positive, enduring change in shopper 
behaviour through our four pillars of expertise. 

Insight is  the  thread  that  ensures we effect positive  enduring  
change  in  both  purchasing  and  consumption  behaviour.  

Brilliant Execution that nudges shoppers at the moment of choice, 
in-store and online.

Strategic Planning blends  an  understanding  of  consumer,  
shopper  and  retailer  to  deliver  solutions  that  connect  right   
to  the  heart  of  business  challenges. 

Creative Design Solutions that spark an emotional response, as 
much as a rational one, that provoke shoppers to action.
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Tel: (01) 281 4847    Email: info@visualise.ie    Web: www.visualise.ie    
Address: 15 Solus Tower Estate, Corke Abbey Road, Bray, Co. Dublin, Ireland

Follow the V360° Blog

Visit the V360° blog to view our 
latest research, opinion pieces, event 

overviews and company news. 

Follow the Visualise Group on Twitter & LinkedIn

Keep up to date with the latest news and views 
from V360° and our sister agency VMedia.

https://twitter.com/visualise_ie
https://www.linkedin.com/company/visualise---shopper-marketing-specialists/
http://v360.ie/news/
http://v360.ie/
http://vmedia.ie/
http://visualise.ie/
mailto:info@visualise.ie
tel:+35312814847



