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Welcome to your latest issue.

This time, we're all about Shopper Insights, but not just in store.
We all know what this year has brought, and with so many stores
shut under national lockdown we’ve had to swerve slightly from our
usual approach. We're very much looking forward to getting back
out into stores to conduct our research in the usual way, hopefully
very soon.

Turning now to the POPAI Awards. These are our 14-year-old
repository of excellence, the perfect answer to the question ‘what
does good look like?’ You'll find all our winners on pages 12-17,
and I'd like to extend huge congratulations to them all. This year in
particular we’re enormously proud of, and grateful for, the support
our industry has shown us. Although this year’s Awards were
delayed, and ultimately held virtually, entry levels were comparable
with previous years. This is in spite of furlough, client restructures
and other obvious disruption. Entries this year were bursting with
creativity and innovation - clear evidence of an industry that can,
and will, push forward.

As | write, we are in various stages of national, regional and local
lockdowns and tier measures, which clearly continue to have a
significant impact on retail. Looking ahead, our Awards contest in
2021 will reflect the enormous effort our industry has gone to in
order to not just carry on but also reassure shoppers during this
time. To which end, we’re pleased to announce two new categories
relating to COVID safety display solutions and efforts to reassure
and enhance the shopper experience. Watch this space for more
details. Early indications are that 2021 will be a bumper year for the
POPAI Awards, as suppliers and clients alike use the competition
to shout about their continued excellence in store, and we're
looking forward to celebrating together.

Now to this issue. Click & collect is nothing new, but has seen

a jump in popularity of late. On page 5, we explore just who is
clicking and collecting, and what their short but hugely important
in-store experience is like.

Page 9 sees us take a slight change of tack, as we were unable
to conduct in-store research. Instead, we turn our spotlight

onto the world of e-commerce, taking an in-depth look at how
retailers operate online. Our report investigates promotions,
communication, social media, chat facilities and images, asking:
who is making the most of their online retail space?

Meanwhile, gardening has long been one of our nation’s favourite
pastimes, perhaps even more so of late. But what types of shopper
should stores and garden centres be looking out for? Our Shopper
Segmentation report (page 18) looks at the eight most typical
types of shopper, investigating their shopping mission, what they
are purchasing and which in-store P-O-P drives them to purchase.

Finally, on page 22 our GDR report lays out four tactics for the
long-term survival of physical retail, in the wake of accelerated
change and challenge presented by the pandemic.

Enjoy the issue!

Phil Day
POPAI

PO@PAI 5 0ppER INSIGHTS

PART OF THE ShOp! GLOBAL NETWORK

In-store Insights is published four times a year by POPAI UK &
Ireland, 7a Lakeside Court, Maple Drive, Tungsten Park, Hinckley,
Leicestershire, LE10 3BH. All rights reserved. Reproduction in whole
or in part without written permission is strictly prohibited.
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SHOPPER INVESTIGATION

Click & collect

The click & collect trend continues to rise. But
just who is clicking and collecting, and what
opportunities does this present to retailers? p5

E-STOREDITS X DISPLAY INVESTIGATION

E-commerce

How do retailers use their online presence to
communicate with shoppers? Our in-depth
report asks: who is on it online and who

needs a reboot?

POPAI AWARDS

Winners

See the creative and innovative entries which
won big at the POPAI Awards 2020.

GLOBAL TRENDS

www.popai.co.uk

Visit our website for the latest news, reports
and events from POPAI. In addition, you will
find a back catalogue of industry research
and the POPAI Awards gallery.

Get in touch. We’re always keen to
hear your views.

=4 info@popai.co.uk
3 Follow us @twitter.com/popaiuki

Membership

Becoming a POPAI member is simple: just
go to popai.co.uk/whyjoin. You will receive a
personal account that allows you to access
all of our premium content with exclusive
access to the full POPAI research archive.

Editorial & Advertising:
=4 info@popai.co.uk
(. +44 (01455613 651
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SHOPPER

INVESTIGATION

CLICK & COLLECT

Click & collect has been around for
a long time, but its popularity has,
unsurprisingly, jumped recently. In
this report, we take a look at who
is clicking and collecting, what
their short in-store experience is
like, and how retailers could seize
even more opportunity from this
ever-growing trend.

~ Retailers estimate
£ they could save over
“ £178,500 each year if
more shoppers collected
their online purchases

Source: Barclaycard

The click & collect phenomenon

Click & collect has become an increasingly
popular way for shoppers to conveniently buy
their goods, with restrictions and lockdowns
making it even more appealing for many to not
have to set foot in store.

The UK click & collect market is big business,
forecast to account for nearly 14% of online sales
by 2023. It seems that retailers — whether by
necessity or strategy — are quickly getting in on
the act. The number offering the service has risen
since 2019, with at least 80% of retailers now on
board the click & collect movement.

However, research from Barclaycard revealed
that one in seven shoppers admit to ‘clicking’ but
not ‘collecting’, resulting in a staggering amount
of items uncollected each year.

15% of
shoppers admit
to not collecting
their purchases
in-store

v

Source: Barclaycard
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Our shoppers

In November 2020, we asked 100 shoppers to tell us
about their experiences using click & collect services
in supermarkets and convenience retail stores.

Convenience, price, ease of shopping and product
range were the most popular reasons for using the

service, with location the key factor in where to collect.

The method of shopping varied between our
shoppers. Most said they used their mobile device
when ordering online. However, computers and
desktop devices are still a popular choice.

Due to pandemic restrictions, many of our shoppers
had been put off hitting the high street, with queuing
outside a store and wearing a face covering inside
cited as the main reasons.

However, this is not all good news for click & collect.
Some shoppers decreased their use, either not
wanting to go in store at all, or being more likely to be
at home to receive parcels.

Collections
& Returns
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SHOPPER INVESTIGATION

CLICK & COLLECT

Click to the future

The future of click & collect looks pretty rosy, with
84% of our shopping planning to use the service
in 2021, mainly because they do not foresee any
changes to their shopping habits in the coming
year.

How often shoppers used click & collect
services before the first UK nationwide
lockdown in March

I More than once a week

I Once a week

Il Once every two weeks

B Once amonth

I Once every three months
Once every six months
Less than every six months

Source: POPAl/Roamler

Collect

Devices used by our shoppers to order
parcels
83

63

Source: POPAI/Roamler

Call collect

While click & collect can minimise time spent in
store, shoppers still have to physically visit to pick
up their parcels. The in-store experience for our
shoppers varied. Problems included being kept
waiting and lack of navigational signage.

Collection methods included using an automated
machine, collection points serviced by staff,
using a greeter at the door, and collecting at the
checkout.

The click & collect service has been offered by a
wide range of retailers for some years now. But
as shoppers seek new ways of shopping, it has
become one of the ‘go-to’ solutions of the COVID
era. Retailers can look to shoppers’ in-store
experience to turn click & collect into much more
than a simple transactional service.

P-O-P outside the store promoting
click & collect

70%

13%

Average spend online for parcels
delivered to store

-

parcels here 5% 0o 29 M £1-£999 [ £40-£49.99
E @ —_— B £10-£19.99 £50 - £59.99
A-board  Poster  Posteror ~ PVC  Navigational  No . £20 - £29.99 £60+
on wall inyl i banner signage  advertisi
—, B £30-£39.99
Source: POPAI/Roamler Source: POPAI/Roamler
Display types found by the click & collect area
66% Sources
Barclaycard — August 2019
Retail Gazette — February 2019
Retail Times — May 2020
26%
21% - .
Access our full findings about click & collect.
e — m Read the FULL REPORT
Bulk Gondola Dump Digital FSDUs Counter Other
stacks ends bins screens displays

Source: POPAI/Roamler
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Become a POPAI member.
Visit: www.popai.co.uk to sign up online.
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E-STOREDITS X
DISPLAY INVESTIGATION

E-COMMERCE

Over the past 10 years, internet
shopping has firmly found its place in
the retail portfolio. In our combined
e-Storedits and Display Investigation
report, we take a detailed look at
retailers’ online presence, how they
communicate products, pricing and
promotion, and how they harness

a variety of social media platforms
to communicate and engage with
shoppers.

Our research

This report combines two of our
methodologies, Storedits [stor-ditz] and
Display Investigation, to create a new-style
investigation into the online retail space.

Storedits [stor-ditZ] is an analytical
qualitative survey (or store audit) of a
retail space carried out by POPAI.

The rise and rise of online shopping

Online shopping has long been part of the retail
landscape, gaining huge traction in particular
over the past decade. For some shoppers,
internet shopping has completely replaced the
high street, while others would not dream of
browsing and buying anywhere other than a
traditional bricks-and-mortar store.

But, along with so many industries in 2020,
retail has been upended by the onset of
COVID-19. Even those who generally prefer
shopping in store have, in some cases, been
forced to visit the online versions instead.

Retailers online

Starting with our retailers’ home pages, we
found that the vast majority heralded their
online value proposition immediately. Fast
or free delivery and quick turnaround click &
collect were the top two values that retailers
were offering shoppers.
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Value of online retail sales in the UK

£100bn

£80bn

£60bn

£40bn

£20bn

2012

* forecast

2013 2014

Source: Statista

2015

99.31

2016 2017 2018 2019  2020*

All retailers displayed on average two
or more images on each product page,
while 60% displayed four or more.
Pricing was a much-used mechanism
and an important stand-out feature on
most product pages.

Online chat facilities were in fairly short
supply, used by just a fifth of our retailers
for customers to ask questions and seek
advice on products and purchases.
Also, just 30% of retailers audited had a
newsletter sign-up option on their home
page for shoppers to enter and submit
their email address.

Many people like to browse using their
tablet or mobile, and without exception
our retailers had responded to this. All
those we audited were found to have
either a responsive or dedicated website
for tablet or mobile devices.

Retail e-commerce vs non-e-commerce sales
share in the UK

80 782%

72.5% 73.1%

60

40

20

2024
B e-commerce sales [l non-e-commerce sales

2019 2020 2021 2022 2023

Source: eMarketer
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At 100% we are committed to reducing the impact retail marketing products make on our planet.
We believe that sustainable P-0-P should have the end-of-life mapped out from the start of its
lifecycle.

We offer a range of solutions to handle retail displays which have served their purpose, from
disassembly & removal to refurbishment, repurposing, recycling and target zero waste to landfill.

Whether you have already deployed your P-0-P or are developing a new campaign, we are your
perfect partner to help solve the challenge of closing the loop on full circle sustainability.
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E-STOREDITS X DISPLAY INVESTIGATION

E-COMMERCE

Benefits retailers were offering shoppers  Retailers with a clear Retail home page primary Average number of images
online value proposition campaign on the product page
Online chat (video & text) on home page
Price match Currys Currys Currys
/ Seasonal @ 5+
. . PCWorld PCWorld PCWorld
Delivery (free or quick) +— 4
ao \/ ao ao |
Click & collect U \J | Seasonal v |t
Finance options L J I8 | Services (c&c, delivery) s | 2003
No. of locations/stores ] ]
: \/ Special offers 4orb
Product range i |
Returns (free or over long period) B2Q / Seasonal B2Q 20r3
Source: POPAI e-Storedits HOMERASE / HOMERASE COVID-19 message HOMERASE 20r3
ial butterflies? | . |
Social bu .e e§ asos | X asos | Special offers asos | 4ord
All of our audited retailers had a presence i |
on established social media channels
Facebook, Twitter, Instagram, YouTube and nexc / nexc | Seasonal nexc | 5+
Pinterest. However, we found just three out of R -
10 retailers on relative newcomer Snapchat. SEELUNIQUE / FecLuniaue | Seasonal FeELuNtQuE | 4dor§
In spite of many retailers having a presence T T
across multiple platforms, our investigations LOOKFANTASTIC J LOOKFANTASTIC Special offers LOOKFANTASTIC 20r3
found not all of them proactively promoted
all of their social media channels on their Source: POPAI e-Storedits Source: POPAI e-Storedits Source: POPAI e-Storedits

websites. In terms of popularity, fashion
retailer ASOS was leading the way, with four
out of its six platforms having over a million

followers. ﬁ g g 3 YouTube

X
Product promotion was the main use
of social media, apparent across all 10 Currys ‘/

Social media accounts promoted on the retailer website

retailers. Other popular content types
included customer engagement and sharing
discounts and special offers. ao

PCWorld

Our investigation brought some very
interesting observations to light. Use iy
of images and promotions were quite
consistent, while shopper engagement and =
social media use was much more varied.

Sources
Social Films — TikTok UK Statistics 2020 — July 2020

Statista — Value of online retail sales in the United
Kingdom — May 2020

eMarketer — UK Ecommerce 2020 — May 2020 asos

. . nexc
Access our comprehensive Storedits

and Display Investigation report.
FEELUNIQUE

[
m Read the FULL REPORT

Become a POPAI member.
Visit: www.popai.co.uk to sign up online.

|
ANANANANLNENE NN
AN NA NI N NANAN
ANANANANLNENE NN
ANANA NI NN NN
ANANEEANAN

Source: POPAI e-Storedits
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SHOPPER
SEGMENTATION

GARDENING

The garden has been a

haven for some of us over the

turmoil of recent months. It

is a category which attracts

a broad and diverse range of

shoppers. In our report, we i | mix & match
look at the most common types | S £8.99
of garden shopper, investigating :

their shopping mission, what

they are purchasing and which

types of in-store P-O-P drive

them to purchase.

The landscape of the UK garden
industry

The UK is a nation of garden lovers, with the
market worth a staggering £5.8bn and an
average £678 annual spend per household.

In terms of where to shop, there is plenty

of bricks-and-mortar choice for the
horticultural enthusiast. In 2019, there were
an estimated 6,500 physical garden retail
stores in the UK, from garden centre chains
to independent stores.

The growth of the garden centre

DIY'and gardening retailers have evolved UK annual expenditure on garden, plants and flowers
over the years, transforming themselves
from simply places for the keen gardener £6,000m
to shop into much, much more. Today’s
garden centres are hives of activity,
. . . £5,000m
encompassing catering, giftware and food 4,669 4,646
halls, with many reinventing themselves 4310 4,310 4261, 0 4309 4,320
as leisure destinations that offer a family- £4,000m

friendly shopping experience.
£3,000m

£2,000m

£1,000m

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Source: Office for National Statistics UK — 2005 to 2019
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EVERYTHING HAPPENS HERE

creators of award winning p-0-p

arken-pop.com | info@arken-pop.com | (+44) 01638 56 56 56

The easy way to measure P-O-P sustainability

Our eco-indicator tool, Sustain™ lets you measure as many
projects as you need and up to six versions of a project to
help discover their environmental impacts and adjust your
designs for optimum results.

Sustain will score your P-O-P based on:-

H Design

Supply chain logistics

O & Materials & processes
£ Delivery logistics

E Endoflife

How to use the results

We'll recommend ways to improve your results!
Including how to reduce overall carbon footprint Screen example for Sustain's visually rendered results
and improve recyclability.

Companies undertaking
POPAI’s sustainability
standard can use Sustain™ to
. - e - demonstrate how their P-O-P
(. 01455 613 651 or email: =« sustainability@popai.co.uk NWZIS | boon dosigned with the

entire life cycle in mind.

Visit www.popai.co.uk/Sustainability for more information or alternatively call us on



https://www.popai.co.uk/Sustainability
https://www.arken-pop.com

SHOPPER INVESTIGATION

GARDENING

av

UK retail brand choice of consumers for DIY and gardening projects 2020

54%

39%

35% 35%

B&Q Wilko  Supermarkets ~ B&M

Source: Statista 2020

Gardening
centres

IKEA Homebase The Wickes
Range

Screwfix Tool-

Independent  Robert Selco
station hardware Dyas

SHOPPER SEGMENTATION

Budding competition

Currently, the majority of garden product sales
are in the DIY sector and garden centres,
reflecting their diverse product range, especially
in garden equipment and leisure products.

However, these shops are now facing increasing
competition from other channels, in particular
online specialists. Discount chains and grocery
stores are also posing a competitive threat.

* *
AWARD- * * X
WINNING P-O-P

==

Company Name: Display UK
Title: Evergreen Shed
Category: Home & Garden
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Who is shopping for garden products?

We investigated different types of shopper
behaviour, examining shopping missions,
behaviours and purchases, and also
looking at the type of in-store P-O-P which
drives decision making. We established
that there are eight most common types of
shopper, each with a different mission and
purchasing habits.

The Gift Buyer

Gift Buyers often arrive
at the garden centre
without a clear idea of
what they are looking
for. Therefore, they

rely heavily on in-store
merchandising displays
to trigger ideas for gifts.

They are attracted by
premium displays with
products specifically '
promoted as ideal gifts,

such as a gardener’s

caddy, kneeling mat or

a set of hand tools. —

Grow-Your-Owner

The Grow-Your-Owner
visits a garden centre to
get hints, tips and advice
on how to plant seeds
and grow vegetables.

Not price conscious, "“
they have a keen interest
in gardening and are
happy to spend on

what they consider to

be the right products

for them, including
specialist equipment and
accessories...

Read more in the

full article.

Sources

" AMA Research — October 2020

2 Statista — March 2020

9 The Horticultural Trades Association
* The Guardian

Access our report to find out the full
findings about the eight most common
types of garden shopper.

[
m Read the FULL REPORT

Become a POPAI member.
Visit: www.popai.co.uk to sign up online.


https://www.popai.co.uk
https://www.popai.co.uk/boxfile/documentdetails.aspx?GUID=fa7dad57-5962-4f5a-8199-53fbf79d5a19

mMmint

BEAUTIFUL, EYE - CATCHING POP/POS TEMPORARY AND
PERMANENT DISPLAYS WITH A SUSTAINABLE EDGE
FROM A LEADING DESIGN AND MANUFACTURING SPECIALIST.

COMBINING INNOVATION AND STYLE WITH LEADING
TECHNICAL KNOW HOW TO OFFER A COMPLETE
END-TO-END CLIENT EXPERIENCE.

CONTACT
enquiries@mintltd.co.uk

@ @madebymintPOS mgmint Itd @% mintltd.co.uk


https://www.mintltd.co.uk

Recently, the GDR reports have
been focusing extensively on
the brand and retail trends most
accelerated by the COVID-19
pandemic. Arguably the most
fundamental acceleration of all -
certainly the one that poses the
most difficult questions — is the
decline of physical retail.

Now is the time to tear up the
physical retail rulebook and

to imagine new purposes and
formats that complement and

even enhance the best of digital
commerce. In this article, GDR lays
out four tactics for the long-term
survival of physical retail, which will
stand the test of time.

It is now clear that retailers can no longer think
about their stores as standalone spaces; they
must build their physical locations around social
media and local community groups to extend
their reach far beyond their physical footprint.

For example, Nike’s 22,000 square foot Rise
format in Guangzhou, China is built around local
experiences that take place both within the store,
and throughout the city of Guangzhou. To power
this, Nike has created the new Nike Experiences
section in its app, which it claims will “turn the city
into a digitally-enabled playground for Members”.
Nike App users in Guangzhou will be invited to
“weekly sport-minded activations designed to

get them moving” and will also be given exclusive
access to “in-store workshops and events hosted
by the city’s network of Nike athletes, experts and
sport influencers.”
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With the act of buying now so easy to
do online, consumers need a reason
to go into store, making it essential
for retailers to offer them unique and
fresh experiences they simply cannot
get anywhere else. Samsung’s

new flagship store in Seoul, for
example, is built around the unique
Tower Infinity digital experience, a
colourful construction that stands
out in the middle of the floor space.
As customers enter the Tower, they
are asked to hand over access to
their smartphone and answer a few
questions. This data is then used to
create a unique sensory experience
for each customer.
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DISPA

Communicating brand value and the
associated lifestyle over an extended

LUMEX A e ] period of time and all around the world

is what makes unique retail worlds.

©Franck Parisot

FoAMALITE
- - S — 3A Composites develops, manufactures
FoamX - . and markets high-quality material for
these retail worlds: a broad variety
from aluminium composite panels, rigid
plastic sheet material, paper boards
through to transparent and translucent
panels used for shop and interior de-
sign, furniture construction, product
shelves and price signage, directional
information or changing room number
tags.
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company

« Point of Sale and Display Solutions
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 Artwork Creation
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« Delivery, Distribution & Compliance
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Physical stores now play different roles in the
supply chain and in the customer journey
from that in the last decade. We now need to
create hybrid, multifunctional, ultra-efficient
physical spaces that can serve a range of
different customer needs by using automation
and technology, or by leveraging every square
inch of the location. 7-Eleven has launched a
new tech-enabled hybrid convenience store
concept in Seoul that is staffed during the day
and automated at night.

Driven by the shifts of the pandemic
experience, retailers are having to use
new formats and partnerships to position
their products and services around their
customers’ daily routines. UK supermarket
Sainsbury’s has entered a partnership
with garden centre chain Dobbies that will
see Sainsbury’s grocery items stocked in
Dobbies garden centres.

LINgsujes

Access our complete report about
future-proof formats.

m Read the FULL REPORT

Become a POPAI member.
Visit: www.popai.co.uk to sign up online.

GDR Creative Intelligence is a London-based foresight agency, which provides the world’s leading retailers and brands with
G D R all the intelligence and analysis they need to make smarter choices — online, in-store and in person.
These case studies were featured in its quarterly trends publication, the Global Innovation Report, and on its digital platform.

C R EAT I V E An in-depth report will be available to POPAI members soon.

I N T E L L I G E N C E To find out more, contact john@gdruk.com Follow GDR Creative Intelligence @gdruk on Twitter and sign up to the weekly
newsletter, Strategic Inspiration for Retail: http://eepurl.com/dg5arH
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LAUNCHING
A-NEW PRODUCT?

At 100% we provide unrivalled experience for international retail display installations,

making us the perfect partner for your next in-store campaign.

Whether you’'ve got big ideas for a new product launch or need to execute a retail campaign in
short timescale, we can make it happen in-store.
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www.100percentgroup.com Po,ml E%I IDD
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