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Dlaczego warto?
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Marki, które uzyskały wysokie wyniki w rankingu BrandZ Sustainability Index 

zanotowały łączny wzrost wartości o 31% w porównaniu do roku 2021 – to 

więcej niż średnia dla Top 100 marek.
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Information is 

endlessly available 

to us; where shall 

wisdom be found?

Harold Bloom 

„How to read and why”, 2001



INSIGHT
(wgląd, spostrzeżenie, obserwacja)
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POLARYZACJA 

POSTAW
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https://weforum.org/publications/global-risks-report-2024/
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https://weforum.org/publications/global-risks-report-2024/


25% 44% 25% 5%

31% 37% 18% 14%
Polska

2023

A C T I V E S B E L I E V E R SC O N S I D E R E R S  D I S M I S S E R S

Źródło: Kantar Sustainability Sector Index 2023

Polska, n = 1003

Polska 

2022

+6 pp. +9 pp.-7 pp. -7 pp.
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ROSNĄCE 

OCZEKIWANIA
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1

ESG
Analizy długofalowe KANTAR w obszarze „SUSTAINABILITY” (za lata: 2017 – 2022) na bazie narzędzia Digital Analytics, 

https://www.kantar.com/campaigns/finding-the-future-sustainability

https://www.kantar.com/campaigns/finding-the-future-sustainability


Czujni! 

63
63%

zwraca dużą uwagę na kwestie 

środowiskowe i społeczne poruszane 

w serwisach informacyjnych

Źródło: Kantar Sustainability Sector Index 2023

Polska, n = 1003
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ma obawy, że marki angażują się w sprawy 

społeczne lub środowiskowe wyłącznie ze 

względów komercyjnych

59%

Źródło: Badania Kantar Sustainability Sector Index 2022

Mieszkańcy 32 krajów świata, n =33044

Nieufni…

65%GLOBAL
POLSKA
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42%

Polek i Polaków twierdzi, że widział(a)              

lub słyszał(a) fałszywe lub wprowadzające 

w błąd informacje o działaniach 

podejmowanych przez marki w kontekście 

zrównoważonego rozwoju

Źródło: Badania Kantar Sustainability Sector Index 2023

Polki i Polacy 18+, n =1003
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CHĘCI A DECYZJE 

ZAKUPOWE
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Istnieje pewna rozbieżność między tym, co mówią 

konsumenci, a tym, jak się zachowują

Jestem gotowy(a) 

zainwestować czas                        

i pieniądze, aby wspierać 

firmy, które próbują 

postępować właściwie

38%

Ludzie tacy jak ja powinni 

robić wszystko, co 

możliwe, aby przeciwdziałać 

katastrofie klimatycznej

72%

Źródło: Kantar Sustainability Sector Index 2023

Polska, n = 1003
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80%
Polaków dostrzega i oczekuje 

rozwiązania przez firmy konkretnych 

wyzwań ZR w kategoriach

21%
aktywnie zmienia swoje zachowania 

(zakupowe) w danej kategorii 

produktów lub usług

Źródło: Kantar Sustainability Sector Index 2023

Polska, n = 1003
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ESG a bariery shopperów „przy półce”

ŚWIADOMOŚĆ
(odpowiedzialność)

56%
Bardzo trudno jest stwierdzić, które 

produkty lub usługi są dobre lub złe z 

punktu widzenia etyki albo dla 

środowiska

WYGODA 
(w tym: dostępność)

37%
Nie wiem, gdzie szukać 

zrównoważonych/ etycznych 

produktów lub usług

CENA 

(percepcja kosztów) 

75%
Produkty i usługi, które są lepsze 

dla środowiska i/lub społeczeństwa, 

są droższe

Źródło: Kantar Sustainability Sector Index 2023

Polska, n = 1003
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How to Win
atthe Point of Sale

TRADEBOOK
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TRADEBOOK
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TRADEBOOK

Communication clutter vs. perception capabilities

TRADEBOOK

7%

% POSM actually 
noticed by individuals

in the average 
grocery store

0,25s

Average Gaze 
Duration per POS 
Item (seconds)

Humans are very inefficient at processing visual 
information

We deselect 99% of visual information and only 

process 5% of the remaining 1%.

3 stimuli

per second! 3000 different kinds of information 
while shopping!

Perception drops off after 15 min
PERCEPTION of messages drops off after about 

15 minutes after entering a store.



TRADEBOOK
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TRADEBOOK

POSM effectiveness
What does it take to have a positive ROI from a POSM campaign?
Experimental studies and observations related to the impact of POSM on product preferences show that 
more than 50% of POSM campaigns are unlikely to have a positive ROI (sales yield vs. POSM campaign costs)

TRADEBOOK

SOURCE: EDGE NPD/ KANTAR 
Experimental Research 

Average POSM efficiency

High effectiveness of POSM 
(less than 2% of 

campaigns)

More than 20% of POSM 
has no impact on shopper 

behavior

100% - brand sales 
without POSM 

0%

+12%

+500%



TRADEBOOK
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TRADEBOOK

POSM effectiveness

The effectiveness of different types of display and types of shopping spaces vary: 
research results show that POSM notice can vary between 2-8% and final purchase is 
made by 0-5% of buyer traffic. 

TRADEBOOK

SOURCE: EDGE NPD/ KANTAR 
Experimental Research 

Noticing

Purchasing

7,7%

3,1%

3,2%

0,2%



4C
Framework of 
POSM Evaluation 
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TRADEBOOK
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TRADEBOOK

4C Framework of POSM Evaluation
Key questions

TRADEBOOK

Does it have a chance 

to be noticed?

CUT-THROUGH CONSISTENT CLEAR CONNECT

Does it relate well to the 

world of the brand?

Is the message legible 

and clear?

Does it have a chance 

to engage and justify 

the purchase?



TRADEBOOK
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TRADEBOOK

Color & Contrast
• Use bold and 

contrasting colors to 
make the POSM stand 
out from its 
surroundings.

Lighting

• Incorporate lighting 
to highlight the 
POSM and create 
visual interest.

The Art of Standing Out

Cut-Through: guidelines

Semi-Permanent Displays
Colours and light visually disrupt the shoppers

on the P2P.

Light

Size and Scale

• Opt for larger POSM 
materials to attract 
attention from a 
distance.

• Ensure the size is 
proportional to the 
shelf space or 
display area.

Shape and Form
• Utilize unique and 

distinctive shapes for the 
POSM to differentiate 
from competitor 
displays.

• Show human faces. They 
attract shoppers' 
attention

• Consider incorporating 
3D elements to add 
depth and visual interest.

• Incorporate the 
sensation of movement

Placement and 
Positioning:

• Position the POSM at 
eye level or in high-
traffic areas for 
maximum visibility.

• Ensure the display is 
well-lit and visible 
from various angles 
within the store.

POS Signage
Right in front of shoppers eye sand disrupts throughout 

theP2P.

POS Accessories
Connecting with the shoppers right at the 

“selecting”stage.

Movement
Size ShapeRole of Faces



TRADEBOOK
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TRADEBOOK

Leveraging Brand Symbols and Colors for Effective Messaging

Consistent: guidelines

TRADEBOOK

Consistency and Branding

• Maintain consistency in 
design elements, such 
as colors, fonts, and 
imagery, to reinforce 
brand identity.

• Align the POSM 
campaign with the 
overall marketing 
strategy and messaging 
for a cohesive customer 
experience.

These examples illustrate the importance of POSM being recognizable and consistent with the brand’s iconography. 
The shopper will immediately link these POSM to thebrand.



TRADEBOOK
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TRADEBOOK

Leveraging Brand Symbols and Colors for Effective Messaging

Consistent

These companies have spent billions of dollars to make buyers' brain reaction spot-
on

TRADEBOOK



TRADEBOOK
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TRADEBOOK

Leveraging Brand Symbols and Colors for Effective Messaging

Consistent: guidelines

TRADEBOOK

Consistency and Branding

• Maintain consistency in 
design elements, such 
as colors, fonts, and 
imagery, to reinforce 
brand identity.

• Align the POSM 
campaign with the 
overall marketing 
strategy and messaging 
for a cohesive customer 
experience.

Adaptability 

• Design the POSM to be 
adaptable to different 
store layouts and 
display options.

• Offer customization 
options, such as 
modular components 
or interchangeable 
graphics, to cater to 
various retail 
environments.

Integration with 
Digital Channels

• Seamlessly blend the 
POSM campaign with 
digital channels, such as 
social media or mobile 
apps.

• Facilitate digital 
interaction and data 
collection.

Consistency between POSM communication and other channels (ATL/ BTL/ ONLINE) is a must and allows buyers to react faster

ATL POSM

POSM at off-trade POSM targeted

• Greater 
visibility for 
promotions 

• Increased sales



TRADEBOOK
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TRADEBOOK

Maximizing Impact with Simple Messaging

Clear: guidelines

Typography and 
Messaging:

• Use clear, legible fonts 
that are easy to read from 
a distance.

• Keep messaging short, 
concise, and impactful to 
quickly communicate the 
value proposition.

• One relevant, intuitive 
shopper message

• Maximum of 7 words

Clarity and 
Simplicity

• Keep the overall design clean and 
uncluttered to facilitate quick 
comprehension of the message.

• Avoid excessive text or visuals that 
may distract or overwhelm customers.

• Never more than 3 elements on POS 
(incl. copy)

• Messaging & copy work to deliver a 
consistent message (consistency of 
the senses)

Navigate 
attention

• Define one clear visual 
entry point

• Place images on the right 
and text on the left

• Show human faces, they 
attract attention

• Use visualizations where 
people look to the right

• Lead shoppers' viewing 
attention through gestures

TRADEBOOK

These examples illustrate POSM with a clear, and quickly, understood messaging. The shopper will find these simple and releva nt

Using faces to navigate buyers' gaze



TRADEBOOK
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TRADEBOOK

Persuade and Motivate Shoppers to Buy

Connect: guidelines

Emotional 
Appeal

• Leverage emotions and 
storytelling to create a 
connection with the 
target audience.

• Use visuals and 
messaging that evoke 
feelings of desire, 
aspiration, or 
satisfaction.

Call to Action (CTA)

• Incorporate clear and 
compelling CTAs to 
drive customer 
engagement and 
sales.

• Ensure the CTA 
stands out visually 
and is easy to 
understand.

Promotions and Incentives
• Communicate benefits effectively, 

keeping in mind that they must be
⚬ explicit
⚬ simple, quick to read
⚬ not require calculations/arithmetic 

operations
⚬ easy to imagine 
⚬ received immediately 

• Highlight special offers, discounts, or 
limited-time promotions to create a 
sense of urgency.

• Align promotions with the overall POSM 
campaign to reinforce the value 
proposition.

Appeal to the senses

• Use images that promise 
consumption, taste, smell, 
touch, etc.

• Use the mirroring mechanism 
- let the buyer become for a 
moment the person 
consuming the product he 
sees on the POSM

• Use figures of famous people 
to make the promise credible 

TRADEBOOK

These examples illustrate POSM that emotionally connect and support building the brand storytelling. The shopper will feel go od 
and emotionally connected to the brand.

Showing lifestyle and 
enjoyment with the 
brand increases
emotional connection

POSM 
Displays

Packaging 



4C
Evaluation 
Example
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WEAK <35% GREAT >75%Position vs 
benchmark

SCORE VS EUROPE OFF-TRADE 
BENCHMARKS

Overall score 95%

Cut-Through 80%

Consistency 100%

Clear 78%

Connecting 99%

Very good visibility
of logo on the side

Clear
layout

Areas for 
improvement

• Product visibility
• Text message 

complexity
(number of words)

Visible
claim

Consistent 
with the 

brand's colors
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WEAK <35% GREAT >75%Position vs 
benchmark

SCORE VS EUROPE OFF-TRADE 
BENCHMARKS

Overall score 22%

Cut-Through 66%

Consistency 5%

Clear 85%

Connecting 1%

Areas for improvement

• Long distance visibility

• Overall brand identification

• Text message complexity

(number of words) Price is a 
dominating

visual element

Clear
layout

Product 
visibilty
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WEAK <35% GREAT >75%Position vs 
benchmark

SCORE VS EUROPE OFF-TRADE 
BENCHMARKS

Overall score 32%

Cut-Through 73%

Consistency 5%

Clear 19%

Connecting 96%

Areas for improvement

• Text message complexity

(number of words)

• Lack of dominating visual

element

Call-to-action

Suggestive visuals that promise 
the experience associated with 
the consumption of the product 
and provide a good rationale for 

the purchase.
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TRADEBOOK

4C Framework of POSM Evaluation

Does it have a chance 

to be noticed?

CUT-THROUGH CONSISTENT CLEAR CONNECT

Does it relate well to the 

world of the brand?

Is the message legible 

and clear?

Does it have a chance 

to engage and justify 

the purchase?

Key questions

TRADEBOOK



Katarzyna Zalewska

Piotr Ciąćka

KANTAR POLSKA

DZIĘKUJEMY!
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