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Source: 1.Pew Research Institute, Internet Usage Over Time. 2. Pew Research Institute, Device Usage Over Time. 3. IRI Panel Data, All Outlets, L52 Weeks ending 12/28/2014. 

4. IRI POS Data, MULO+C , L52 Weeks ending 12/28/2014. 5. Trendwatching.com. 6. PwC IAB Full Year 2013 Internet Advertising Revenue Report. IRI Consulting analysis.
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Shoppers have more purpose in what they buy and where they buy it.
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Yesterday

Source : SCD 2016, Tyson Foods, Inc.

Today

• Simple path to purchase

• Routine stock-up trips

• Customized needs and paths to purchase

• Specific trips & channels to meet specific needs

FROM: TO:



180º vs 360ºTACTIC-FOCUSED

Source : SCD 2016, Tyson Foods, Inc.
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Source : SCD 2016, Tyson Foods, Inc.



• Hyper Focus on Shopper Marketing ROI  vs.  Trade Spend Discipline

• Field Teams Enabled to Spend Optimized ROI Programs and Know Tactics

• Shopper Marketing ROI Analysis Funded within Annual Shopper Budget

• Synchronized ROI Investments to MMAs

• Pre-Event ROI Estimates Developed for Larger Expenditures and Larger Campaigns

• Tie-to Internal Project Management and Corporate Reinvestment Office

3X Improvement
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Source : SCD 2016, Tyson Foods, Inc.

2016



Source : SCD 2016, Tyson Foods, Inc. / MMAP (Marketing Metrics Audit Protocol) Source: Marketing Accountability Standards Board

• Aligning on Separation of Shopper Marketing ROI vs Trade ROI

• Commitment to Shopper Marketing ROI – Continuous Improvement Over Time

• Parallel Trade ROI Journey with Methodology – People, Process and Automation

• ROI Definition and Commitment to Voyage

• Strong Partnership with Internal Practice and/or Third Party Expertise
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P2P Unlock

Customer Focus Occasions Brand Tactics

Relevant

Pre-Store 

vs In-Store

Scale

Collaborate

Lift

Go-To-Market

Source : SCD 2016, Tyson Foods, Inc.



BRAND CONSUMER

CUSTOMER SHOPPER

Collaborative Shopper ProgrammingBrand
objectives and 
requirements

Collaborative
shopper

programming

Retailer
objectives and 
requirements

Source : SCD 2016, Tyson Foods, Inc.

• Drive Continuous Improvement of Shopper Marketing Investments and Direction – Singular Focus

• Develop Reporting Tools to Support the Annual Business / SM Funds Planning Process

• Creates Cross-BU and Cross-Portfolio Analytical Reporting on SM Efficiencies and Causal Data

• Bring Unbiased Insights and POV

• Raise the Water-Level of Smarter Decision-Making through Analytics
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Source : SCD 2016, Tyson Foods, Inc.



POS - Easel Counter Card

Digital Social Media

Sampling

FSI Message Only

Cart Signage

Retailer Coop Ad

POS- Shelf Talker

Retailer Feature Ad

FSI

In-Store Coupon

Retailer Co-op Program

Source : SCD 2016, Tyson Foods, Inc.
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Source : SCD 2016, Tyson Foods, Inc.
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13 Ever-rising thresholds

Year N

Year 2

8  Common Financial Metric

9 Common Purpose

10 Common Rewards

11  Central Funding

12 CIR Planning Process

1 Measurement  

Development

2 Integrated Data Bases

3 Research-on-

Research/Analytics

4 Knowledge

5 Better Practice/     

Continuous Learning

6 Forecasting Models

Establish
Charter            

inc exec support

Complete the 
Science

CIR Planning

Upfront CIR Preparation

Complete the 
Governance

Implement CIR
Year 1

7 Cross-functional team                    

with CIR Orientation

CIR Cycles




