


Today’s shoppers are
on a treasure hunt

Whether it’s Target’s Bullseye’s Playground or
Aldi Finds, retailers are mastering strategies for
turning an ordinary in-store shopping trip into
a treasure hunt. In these special store sections,
shoppers find a changing selection of unique or
hard-to-find items, sometimes at a discount.

Now, technology is offering retailers a chance to
move the treasure hunt into the digital era, creating
new levels of discovery and excitement through
in-store retail media networks with digital displays
in supermarkets and other retail environments.
Because shoppers have gotten used to seeing a
larger selection on the so-called “digital shelf,”

the idea is to turn what once might have felt like

a more limited brick-and-mortar experience into
something more personal and exciting with the
help of in-store advertising and messaging.

EXPERT TAKE:

“Digital in-store retail media naturally
lends itself to the ‘treasure hunt’ trend.
Retailers and CPG marketers can leverage
strategically placed digital screens to not
only drive promotions but to gamify the in-
store experience. Consumers in
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retail settings are already in ‘discovery
mode,’ so smart marketers that feed into
that sensibility have the opportunity to
increase shopper engagement and make
product discovery even more rewarding —
even fun — for shoppers.”

—Ameet Srivastava, VP of Sales, In-Store Connect, Quad
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https://www.target.com/c/bullseye-s-playground/-/N-tr36l
https://www.aldi.us/weekly-specials/this-weeks-aldi-finds/
https://www.emarketer.com/content/in-store-retail-media-spend-hits-1-billion-by-2028
https://www.emarketer.com/content/in-store-retail-media-spend-hits-1-billion-by-2028
https://www.nbcnews.com/news/homegoods-tiktok-trend-rcna180818
https://www.nbcnews.com/news/homegoods-tiktok-trend-rcna180818
https://www.nbcnews.com/news/homegoods-tiktok-trend-rcna180818
https://www.wsj.com/video/series/the-economics-of/behind-costco-treasure-hunt-shopping-strategy/9E8E4F54-6398-4A23-847E-2486F8571B0B?mod=tech_featst
https://www.wsj.com/video/series/the-economics-of/behind-costco-treasure-hunt-shopping-strategy/9E8E4F54-6398-4A23-847E-2486F8571B0B?mod=tech_featst
https://www.wsj.com/video/series/the-economics-of/behind-costco-treasure-hunt-shopping-strategy/9E8E4F54-6398-4A23-847E-2486F8571B0B?mod=tech_featst

Making the retail
treasure hunt
more nimble

Quad is helping advance the digitization
of the live shopping experience with

its In-Store Connect by Quad (ISCQ)
solution, currently installed in a growing
number of stores including Save Mart,
Lucky, FoodMaxx and Homeland.

strategies — for instance, by using

ISCQ deploys networked digital screens technology such as a QR code or Flowcode
at store entrances, on endcaps, floor to connect consumers with loyalty rewards,
displays, power aisles and other locations product reviews and exclusive offers.

to help modernize shopper engagement

through creative media activations that All of these capabilities can give

feature real-time promotions, product retailers and CPG marketers a
recommendations and more. The screens nimbler approach to leveraging the

can also support marketers’ omnichannel consumer ‘treasure hunt’ mindset.

EXPERT TAKE:

“Networked digital screens enable retailers and CPGs to
promote a ‘treasure hunt’ — for special deals, new products
or even related aisles or specific areas of the store — with
unprecedented ease. By bringing the flexibility of digital
messaging to the in-store experience, marketers canturnona
dime in ways they previously couldn’t.”

— Kevin Bridgewater, Senior VP, Strategic Retail Solutions, Quad
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https://capitaloneshopping.com/research/impulse-buying-statistics/
https://www.quad.com/solutions/technology/in-store-connect
https://www.quad.com/newsroom/quad-launches-in-store-connect-teams-up-with-the-save-mart-companies-on-initial-roll-out
https://www.quad.com/newsroom/quad-launches-in-store-connect-teams-up-with-the-save-mart-companies-on-initial-roll-out
https://www.quad.com/newsroom/quad-expands-in-store-connect-retail-media-network-with-regional-grocer-homeland-stores
https://www.flowcode.com/

The thrill of the
hunt — powered by
in-store digital

Here are five ways to use in-store digital retail media to
leverage the treasure hunt mentality to drive discovery,
inspire shopper engagement and increase basket sizes:

1. Highlight special offerings 5. Advise and guide
In-store media can dynamically promote previously Retailers and CPGs can leverage digital displays to
unannounced or limited-time promotions — offer recipes and other demonstrations of product
focusing on seasonal specials, for example. uses as a way to drive discovery. With this approach,

marketers can create a halo effect around certain

2. Promote new product launches basic products that shoppers might otherwise think
Working with CPG partners, retailers can integrate of as interchangeable staples. In other words, the
digital screen activations into announcements of “treasure” may be what a consumer can make with a
new products, potentially including exclusive offers product, rather than the product itself.

or creating special launch events.
Finding the right creative approach for a digital

3.Turn shopping into a game treasure hunt strategy has particular benefits for
By working with brands to integrate QR codes/ consumer packaged goods companies. CPGs can
Flowcodes into in-store media, retailers can drive benefit from partnering with retailers to creatively
engagement with their loyalty programs through use in-store retail media as a way of telling new
scavenger hunts or other games. stories about their brands while gaining customer
insights. “These networks are designed to provide
4.Spark a sense of “FOMO” CPG brands with precise targeting capabilities and
Retailers can use digital displays to showcase deals valuable consumer insights, driven by robust data
that will last only a short period of time, creating analytics harvested from shopper behavior and
a modern version of Kmart’s storied Blue Light preferences,” as NielsenIOQ puts it.
Specials. The idea is to create a sense of immediacy
— a “fear of missing out” on special and not-likely- The bottom line: Leveraging networked digital
to-recur items or discounts. The “treasure” in this displays can help create in-store experiences that
case is not just the product, but the thrill of the deal. shoppers will actually look forward to — and maybe
even treasure.

EXPERT TAKE:

“We already know shoppers love to be surprised, based
on how excited they are to share their unique finds and
favorite deals with friends and family across social
media. In-store media done right can not only surprise

but delight consumers.”

—Ameet Srivastava, VP of Sales, In-Store Connect, Quad
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