
1 In-store
measurements

for optimizing
shopper
marketing

Raieev Sharma

DrRajeev Sharma is the fdunderand CEO of VideoMining Corporation.
He is credited v,;ith pioneering research on automatic human behaviour
analysis and' human-co!TIpute/interaction. VideoMining Corporation'is
focused on providing real-time shopper insights to retailers, consumer
products manufaCturers and m~dia stakeholders ..

With the increasing focus on the store as the place to win over con­
sumers, there is a pressing need today to understand the shopping
process in depth. This understanding is crucial for designing marketing
and merchandising strategies that are relevant to the shoppers. When
the consumers enter the store and become shoppers, their expectations
change. Understanding and meeting those expectations is the key to
winning the in-store battle for both retailers and manufacturers.

We need measurement tools that provide direct visibility into the
shopper decision process and enable marketing metrics for improving
every retail touchpoint. Major attempts have been made recently to
fill this gap in shopper knowledge. The most visible effort has been
the PRISM project pioneered by the In-Store Marketing Institute
and syndicated by Nielsen In-Store. PRISM responds to the specific
need to make the store comparable with traditional media by offering
a i-ating system. It employs infrared sensors to get traffic counts at dif­
ferent parts of the store to measure the 'opportunity to see'.




