THE SECRETS OF OUR SUPERMARKETS (excerpt)
 by Simon Usborne for The Independent
 1. Golden zones
Also known as “impulse areas” or “grab zones”, they include “checkout arrays” or “walk-through queues” filled or lined with treats. “They’re not there for pleasure,” Scamell-Katz says. “They’re there to make money and the best way to do that is with products that are bought as a reward for the task you’ve just completed.” If we were rats, the end of the shoppers’ maze would be piled with squares of cheese rather than chocolate bars.
 2. Shop-in-shop
 “Wooden floors and shelves and nice lighting can be suggestive of a different environment in the wine aisle,” Scamell-Katz says. Tests show we buy more expensive items with bigger profit margins if, he adds, supermarkets “sell the dream”. “You’re not doing it if you put indulgent products like skin cream in a cold warehouse with harsh lighting, so you offer visual cues of comfort and beauty.”
 3. Gondola ends
 Also known as “endcaps”, these are the exposed, short blocks of shelves at the ends of aisles where special offers are typically found. We have now become so habituated to expect them, Scamell-Katz says, that when US chain CVS started filling endcaps with undiscounted products under signs made to look like promotions, sales duly increased.
 4. Buy level
 Brands often pay supermarkets listing or placement fees, which vary according to the prominence of the desired shelf. Logic dictates that eye level, a standard 1.6m from the floor, is “buy level”, but Scamell-Katz used eye-tracking cameras on volunteers to show “we naturally look lower than eye-level to somewhere between waist and chest level”.  Eye level became grab level and when Scamell-Katz showed his research to his then client, Procter & Gamble, it requested lower, cheaper shelves. Sales increased before curious supermarkets realised what was happening and changed their listing fees structure.
 5. Traffic builder
 Ever wondered why milk and bread are always way at the back of the store? The theory goes that placing essentials away from the entrance means we are exposed to more potential purchases and offers on the way. Scamell-Katz’s research shows these distraction tactics can be fraught because shoppers arrive at a store with a mission from which they are reluctant to be diverted. Forcing them to walk further for a pint of milk can engender bad feelings. A study at a supermarket petrol station showed quick-buy essentials placed close to the entrance made shoppers more likely to return to the main store for their weekly shop.
 6. Power aisle 
Sometimes known as “action alley”, this can be a central aisle or prominent area into which one-off promotions such as TVs or DVD players can be piled roughly in their cardboard boxes. “They’re usually short-term, not continuous lines of, say, a bunch of cheap TVs,” Scamell-Katz says. Regardless of the price, the power aisle gives the impression there’s a good deal to be had there and beyond, increasing the likelihood you’ll spend more than you intended, not less.
 7. Front of shop
[bookmark: _GoBack] Shopper “missions” may involve a week of supplies, the ingredients for a solo dinner,  or a lunchtime sandwich. Supermarkets must try to cater to all missions, and for this the front of the store is crucial. Do it right for the sandwich-buyer, and he or she may just return on Saturday to spend £200 on the family. Shelves for sandwiches, crisps and drinks, as well as newspaper bins and flower displays also give the welcome impression of a smaller, local store. The shopfront extends to the all-important fruit and vegetable aisles. Perversely, Scamell-Katz says, this is “massively inconvenient”, adding: “You buy all the squishy things first and they get crushed under the rest of your shopping, but those abundant displays of beautifully presented carrots or exotic fruits give the impression you’ve come to a store of freshness. Some retailers in Scandinavia and the US spray a continuous mist of water over their veg so they look as if they’ve been plucked from the tree and brought to you.”
 8. Signpost brands
 Two-thirds of us don’t shop with a list because we’ve built a mental map of our local store. We likewise disregard aisle markers but research has shown two things: we start concentrating towards the middle of an aisle, and here we expect to be guided towards a category by the most recognisable “signpost” brands. The Heinz logo, for example, tells us we’re in tinned-vegetable country. Coca-Cola means soft drinks, and so on.
 When they’re used well, signpost brands can increase sales of all products in a category. Guinness is the signpost brand for stout. When research showed customers often strolled past it to get to lager, Scamell-Katz advised the firm to place 4ft cardboard Guinness pint glasses at either end of the stout shelves. Overnight, sales of all drinks in the category increased by 23 per cent, and even by 4 per cent across all beer.
 9. Environmental envelope
 This encompasses the look of a store and, crucially, the visual cues that scream “discount” or “special offer”. It includes posters in car parks and, in-store, hanging signs and shelf signs, sometimes called “aisle violators”. “We’ve learned that people rarely even look at them,” Scamell-Katz says. “But they suggest that deal activity is going on. We told an electrical retailer to stop changing the signs every week because it was a waste of money. They didn’t believe us so we reprinted the signs in the same colours but without words. It made no difference to sales.”
 10. Range reduction
[image: http://thefunambulistdotnet.files.wordpress.com/2012/11/supermarket-strategy.jpg] We think choice is king, but arguably we don’t know our own minds. The average household uses 300 products in a year. A large supermarket stocks 80,000 products. Sometimes less can be more. Danone, the yoghurt people, were told by consultants to cut their range by 40 per cent. They agreed. Only 15 per cent of shoppers noticed, and sales increased 20 per cent.
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