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Food, Beverage, Retail, Grocery/Convenience Co’s 

�  Product Producers, Marketers, Sales 

�  “Big Data” Specialists (ex. Walmart Labs) 

�  Neuroscientists 

�  Entertainment/information companies specializing in “experiences, 
activation, story-telling.” Social Media newsrooms, online music channels 

�  “Community Organizers”-influence via Mobile, Social, Location, etc. 

�  Partners with Google, Facebook, Walmart, many more. Redefining 
shopper marketing/path to purchase 

�  Venture Capitalists in new media; partners with financial services (Apple 
Pay) 

 







New Capabilities for Shopper Marketing 
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More precise media creating more granular data 
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Food, Beverage, and Retail Partners Leading in Use of  Big Data 
for Marketing:  Buy/reject a consumer in milliseconds.  

�  “How Kellogg's partners with publishers on programmatic.”  
Digiday.  May 2015 

�  “Mondelez Taps TubeMogul For Programmatic Video.”  
Mediapost.  June 2014 

�  “D3 Studios is a new digital agency serving iconic brands 
within the Frito-Lay portfolio…Partner with FLNA's 
programmatic partners.” Aug. 2015 

�  “WFA releases programmatic media guidelines for brands 
and unveils Coca-Cola, Johnson & Johnson, Boehringer, 
MasterCard…as part of ‘taskforce’ to drive take-up.” Sept. 
2014  

�  “Here's how Unilever leverages programmatic buying for all-
inclusive mobile push.” Feb. 2014 









Global focus on neurological influence, implicit 
processing 









Social Media Surveillance, newsrooms, activation 



Mobile Changing Nature of  Shopping: 
Walmart Labs 



New Capabilities for highly-localized and 
relevant individual tracking & targeting 





Cross-platform shopper marketing; Walmart/Coca-
Cola  
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Tracking Consumer Journey to Purchase 

Direction of  arrows indicates how volume shifted from one node to another as a result of  Network Analysis 
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Dramatic Expansion of  Power & Scope of  
Youth Marketing 





Pepsi/FritoLay D3 Digital Studios 

New Digital Agency in-house.  Use advanced Big Data targeting 
techniques to identify a consumer.  Includes “proprietary data 
insights” to create “one-of  a kind digital experiences.” 



VC Investors to transform shopper marketing: Mondelez “Shopper 
Futures”—”Mondelez Asks Startups to Shake Up Grocery Shopping in 

the Next 90 Days” 
 



Expansion of  Influencer Promotion: “Empower people to become 
storytellers on behalf  of  your brand” [Crowdtap] 



Seamless integration of  promotion, rewards, sales, payment 



Continuous advances: tech, data; user behavior: 
Internet of  Things/Data-driven targeting TV 



Policies/Responsible Corp. Practices 

�  New rules governing cross-platform marketing to 
children (streaming, mobile, etc). 

�  Policies to protect adolescents (data targeting, etc.) 

�  Fair Marketing Practices for the Digital Era (based 
on developmental research/marketplace impact; 
addressing techniques such as neuromarketing, 
data profiling) 

�  Enforcement of  COPPA (2012 update) 

�  Effective self-reg enforcement  


