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20 years of Pioneering Exploratory In-Store Research

Since 1989, we have conducted hundreds of successful in-store studies for clients including
General Mills, Johnson and Johnson, and Land O’Lakes.

Our Methodology:

We have developed a proprietary methodology we call AisleLife™. AisleLife’s basis is to observe
and connect with shoppers as they behave on a real and unaided basis. It requires more art than
science and is accomplished by developing immediate trust, leading to a conversation instead of
an interview. The result is a hard working respondent that is invested in the process with the
level of engagement needed to reap rich shopper insights.

AislelLife™ is effective for these reasons:

We welcome your team to join us in-store to fully experience the learning. Your team
will see actual unaided shopping behavior, witness real shopper emotion, and gain a deep and honest level
of belief in the study findings. When the whole team participates, the result is unity about the correct
course of action.

We capture UNAIDED shopper behavior and learn the “"why’s” behind it. Our respondents
arrive at the store to shop, not to participate in research. They do not know research is taking place until
they behave and we intercept them. Our strong field leadership
protects the research aisle from distraction and clues that may |
give away our presence and purpose. The result is we capture
the intangible, subconscious shopper behaviors that cannot be
replicated in an artificial environment.

Our principal officers are hands-on throughout every
aspect of study design and execution. From working
with you to define the objectives to doing the actual interviews to
writing the report, our principal officers are actively involved,
insuring nothing gets lost in translation. As with all research,
unexpected issues can arise. If this happens, our principal
officers have the authority, flexibility, and know-how to problem
solve and get things back on track. No research gets wasted.

We are (and have always been) exploratory
interviewers, not survey administrators. We are highly
trained interviewers with the skills and flexibility to dig deep
during interviews. Our style is highly adaptive to ensure the
study objectives get answered. Complement these exploratory
interviews with our unaided observation and the result is learning
you can trust.




Types of studies we design and field:

Package design evaluation

A Test multiple design options in the real context, surrounded by its
true competitive set.

A Understand how package performs on stoppability, benefit
communication, and overall appeal.

New product development and concept evaluation
Employ an iterative in-store approach to testing throughout the new product development process.

A Explore new concept ideas, product benefits, or cross-category brand extensions by connecting with
category buyers in-store.

A Put new Concept mock-ups on the shelf that look available for sale and have shoppers make an
unaided purchase decision on your concept.

A Understand overall concept appeal, purchase motivators and barriers, and ways to optimize the
concept prior to quantitative testing or launch.

Case Study Spotlight: Dry Grocery Product

Objective: Determine overall level of concept appeal and best positioning strategy.

Design: Tested 3 designs, each represented a different positioning strategy. Put mock-ups of each design on the
shelf one at a time. Generated awareness of finew producto and intercepted and interviewed fibuyerso and firejecterso
of the concept.

Result: The concept generated great excitement and emotional attachment. There was a clear positioning fiwinnero,
yet the final package incorporated elements from the other two options. Findings were so conclusive that a
quantitative positioning test was canceled. The product is now available and is within the top 10 movers within a very
competitive category.

Category and shelf set evaluation

A Understand category dynamics and consumer decision trees.

A Understand effectiveness of existing plan-o-gram, understand how to improve its performance, and
test revised shelf set.

A Understand impact of packaging changes on the power of the product line brand block.

Case Study Spotlight: Dry Grocery Category
Objective: Determine impact of revised product line (54 shelf facings) packaging and brand block.

Design: Observed, intercepted, and interviewed product line buyers of control store and test store. Test store had
mock-up packages for all 54 product line facings and a true fiblocko configuration..

Result: New packaging and brand block broke shoppers out of their habituated buying pattern. They became aware of
existing products for the first time due to the new product line cohesiveness.

In-store media and display evaluation
A Understand visibility and usefulness of both static and digital media / signage.

A Work with us and our digital content partners to determine ways to optimize media location, content
and delivery systems.
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