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Drive Growth Through Innovative Pricing, 
Promotion and Marketing Technology

The retail food marketplace has 
experienced unprecedented 
change over the past 20 years. 
In 1988, traditional supermar-

kets enjoyed almost 90% of the retail 
food business. 

However, today, supermarket share is 
only slightly more than 50%. And, in a 
few years, non-traditional formats such 
as supercenters, membership warehouse 
clubs, dollar stores, etc., will be selling 
more groceries to U.S. consumers than 
traditional food outlets. 

Consequently, supermarket retailers 
across the country are actively embracing 
a wide range of innovative pricing, pro-
motion, and marketing technology to: 
support their go-to-market strategies, en-
able smarter consumer-based decisions, 

connect more effectively with today’s 
shoppers, and drive growth.

Price Optimization 
This is arguably the “hottest” technology 
in the retail food industry today. While 
only a handful of supermarket chains 
have fully-implemented price optimiza-
tion systems, the majority (some say up 
to 70%) are actively examining and eval-
uating this technology, and many expect 
to implement it within their own organi-
zations over the next few years. 

Price optimization can help a retailer 
isolate the best possible price-point for 
a particular item based on retailer goals 
(sales, margin, etc.), competitive prices, 
and the prices of other items in and out-
side the category. 

However, supermarket retailers have 
quickly learned that price optimization 
is not a replacement for an overall strat-
egy. Instead, optimization works best 
when it supports/enables a retailer’s es-
tablished pricing, and overall corporate 
go-to-market, strategies.

Targeted Pricing
Another way innovative retailers are re-
connecting with shoppers and strength-
ening loyalty among their best custom-
ers is through targeted pricing. Instead 
of offering the same promotions to all 
shoppers, some retailers have begun in-
vesting their monies in highly focused 
offers that are targeted to specific house-
holds based on historical purchase be-
havior and needs. 

Targeted pricing today is most com-
monly facilitated by a retailer’s loyalty 
card program that captures historical 
purchase information. Targeted offers 
are also being disseminated to shoppers 
through such means as direct mail, in-
store kiosks, and email. 

Retailers that have implemented this 
strategy report increases in sales among 
targeted shoppers as high as 10%, and 
increases in total store sales from 1%-
3%.

Innovative Marketing 
Vehicles (Outside the Store)
Supermarket retailers are increasingly 
adopting innovative marketing technolo-
gy to attract consumer attention “outside 
the store” and to convince consumers 
that their store is an ideal place to satisfy 
all their product, information, and ser-
vice needs. Five such vehicles include:

� Podcasts: Online “broadcasts” that 
retailers such as Whole Foods offer on 
their websites featuring a wide range 
of topics including new products, food 
preparation, food/wine pairing, and 
health and wellness.

� Blogs: Online personal journals that 
provide retailers with an opportunity to 
engage their shoppers in an exchange of 
ideas. They also help retailers keep up-
to-date with the ever-changing needs of 
their shoppers. Retailers such as Whole 
Foods, Wild Oats, and even McDonald’s 
restaurants offer these on-line consumer 
forums on their websites.

� E-Communities: Virtual/on-line fan 
clubs that allow consumers with a par-
ticular interest, need, or set of experi-
ences (such as shopping at a particular 
store/chain) to meet—and share experi-
ences—with each other. The best exam-
ples of E-Communities today are found 
in the consumer packaged goods indus-
try, e.g., WD-40 and Chicken of the Sea 
both offer outstanding E-Communities. 
However, we expect retailers to quick-
ly adopt this marketing technology for 
themselves.

� Email: Electronically transmitted, 
computer-to-computer messages that 
provide retailers with a vehicle to notify 
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Supermarket retailers are adopting a wide range of 
innovative marketing technologies inside the store to 
highlight special offers and strengthen shopper loyalty.

shoppers cost-effectively about the spe-
cial offers found in the store. For ex-
ample, Aldi is well-known for leveraging 
the power of email with shoppers who 
register on their website. These shoppers 
receive up to three email messages each 
week announcing “New Items,” “Special 
Purchases” (in-and-out items available 
for the coming week only), and “New 
Lower Prices” (whenever a regular shelf 
price is lowered).

� Newsletters: Creative and fun news-
letters telling stories about the store it-
self, or products found in the store, are 
a great way for retailers to stand out in 
a crowded marketplace. Trader Joe’s has 
recently launched a new online newslet-
ter that will be published “every once in 
a while” and will feature new products, 
recipes, etc.

Innovative Marketing 
Vehicles (Inside the Store)
Supermarket retailers are adopting a 
wide range of innovative marketing tech-
nologies inside the store to highlight spe-
cial offers and strengthen shopper loyal-
ty. These include:

� Targeted Pricing, Kiosks: Shoppers 
swipe their loyalty cards at the kiosk and 
are given a variety of special offers—tar-
geted to their households—of which 
they can take advantage on that shop-
ping trip. For example, at over 600 Alb-
ertsons stores across the country, shop-
pers scan their loyalty cards at the Avenu 
kiosk and are given a printout of 12 spe-
cial item-level deals that change daily 
based on purchase behavior.

� Targeted Pricing, Text Messaging: 
Some innovative retailers are beginning 
to send special offers to consumers shop-
ping their stores via text messages to cell 
phones. Additionally, Meijer has begun 
testing text messaging to provide en-
hanced value to shoppers who use the 
chain’s on-site gas stations. Meijer sends 
text messages to interested consumers 
warning them two hours in advance if 

the price of gasoline will rise five cents a 
gallon or more.

� Targeted Pricing, Interactive Shop-
ping Carts: We’re also beginning to see 
the next generation of interactive shop-
ping carts at retail, e.g., Shopping Buddy 
at Stop & Shop in the Northeast. These 
carts have a touch screen display mount-
ed over the handlebar and a cart-mount-
ed scanner that allows shoppers to scan 
products as they put them in their carts, 
and to bypass the traditional checkout. 
These carts also allow shoppers to scan 
their loyalty cards, and by leveraging 
RFID technology, alert shoppers to spe-
cial targeted offers as they approach the 
highlighted products in the aisles.

� In-Store TV: These television screens 
located in high-traffic areas of the store 
play a loop of selected video messages 
and are an effective way to introduce 
shoppers to new products and services. A 
recent study found that nearly four-out-
of–ten shoppers in stores with in-store 

TV have actively watched the programs/
messages while shopping. And, three-
quarters of “watchers” said it was a good 
way to learn about new products; while 
over four-out-of-ten “watchers” said it in-
fluenced their purchase decisions.

� Smart Displays: These temporary 
displays containing RFID chips allow re-
tailers to validate whether displays were 
actually built in their stores on time, 
and when combined with POS data, 
they help retailers experiment by moving 
displays around the store to determine 
which locations drove maximum sales. 
Walgreen’s is implementing this technol-
ogy in all of its 5,000+ stores this year.

Next Steps
Winning in today’s retail marketplace 
will require food retailers to better un-
derstand—and respond to—the needs of 
their shoppers. And, adopting innovative 
pricing, promotion, and marketing ve-
hicles is an ideal way to do so. 


