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¢ The first moment of truth
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! Point of purchase
2 POPAI= The global association for marketing at retail
3 Grocery stores
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7 Nonprice promotions

8 POS material

° Supportive nonprice promotions
1 Sampling

! Premiums

12 display promotion
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2 opportunistic

3 stickiness

4 Promotion

3 Temporary price promotion
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5 deep discount deals
¢ feature advertising
7 store flyers

8 in-store displays
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8 Uncertain Reward

? Merchandising philosophy
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