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The Objectives:
• The objective of this display was to create a new awareness of the Filtrete products 

with shoppers at Meijer stores; Organize the products better; Simplify the 
shopping experience and help build repeat sales .

• This segment of the marketplace has exploded as of late, with CPGs struggling to 
garner floor/ shelf space, and in particular, to differentiate their products from 
those of their competitors

• 3M Filtrete wanted to create a permanent, very contemporary looking POG that 
would house the entire line of products in a 16 to 20 to 24’ POG.

• This larger than life display needed to last upwards of a year, while also maximizing 
the amount of product merchandised, given the floor space allotted and connect 
to shoppers emotions and style while saying contemporary home.



3M Design/Shopper Marketing Brief



The Directives:
BUSINESS OBJECTIVE
• Make the Filtrete POG easy to shop for the shopper
• Gain captainship of entire POG at Meijer
• Execute compelling message to drive consumers to a trade up and increase filter 

change frequency
• Increase brand loyalty and shopper loyalty at Meijer 
DELIVERABLES
 Reinvent Meijer ’s POG through structure and POP – Make it easier for the consumer to shop. Goal is to trade the consumer 

up the product portfolio. However, current merchandising does not communicate this to the guest.
 Note: What is created needs to have legs for total market

– Problems at Meijer are total market problems



The Directives:
TIMELINES
• Instore objective launch date September 1, 2016
TONE
 Needs to be on brand but creative to make it easier for the customer to shop the section. See example of GE set on next 

slides

TAG LINE/SLOGANS for initial development
• Make Every Breath Count & Be Air Aware – Try to stay within the national brand 

campaign but explore creative and simple ways to communicate trade up 
messages to the guest



Who is the Meijer Shopper:
Kantar ShopperScape ®: Meijer

Generation
Generation Y (born 1982 to 2002)
Generation X (born 1965 to 1981)
Baby Boomers (born 1946 to 1964)
Seniors (born before 1946)

THIS PAGE CONFIDENTIAL: DO NOT PUBLISH



Meijer Shopper Vs. Target Shopper Generation
Generation Y (born 1982 to 2002)
Generation X (born 1965 to 1981)
Baby Boomers (born 1946 to 1964)
Seniors (born before 1946)

Kantar ShopperScape ®: Meijer vs. Target

THIS PAGE CONFIDENTIAL: DO NOT PUBLISH



Generation
Generation Y (born 1982 to 2002)
Generation X (born 1965 to 1981)
Baby Boomers (born 1946 to 1964)
Seniors (born before 1946)

THIS PAGE CONFIDENTIAL: DO NOT PUBLISH

The Filtrete “brand house”
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The Filtrete “brand house”
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The Filtrete “brand house”



THIS PAGE CONFIDENTIAL: DO NOT PUBLISH

In a world of proactive health . . . .
I do everything it takes to protect my family's well-being, and while I think about 
what they eat, drink, and do every day, I don't think about the air they breathe.

Consumer Trends / Insight 

Everything we put into our bodies is peeled, washed, scrubbed 
and filtered.   

But when it comes to the quality of the air in my home, it is a 
laissez-faire attitude 



THIS PAGE CONFIDENTIAL: DO NOT PUBLISH

Consumer Trends / Insight 

Filtrete™ because your 
family’s air matters.

Filtrete™ Brand Seeks to Shift the 
Consumer Mindset…Communication 
Efforts Aim to Make People Air Aware

Reactively 
filtering
the air 

Proactively 
protecting 
health



THIS PAGE CONFIDENTIAL: DO NOT PUBLISH

Consumer Trends / Insight 

Our Rally Cry:

To make the 
invisible, visible 



THIS PAGE CONFIDENTIAL: DO NOT PUBLISH

Brand Assets from 3M Marketing Communications team

Product Pillars
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Brand Assets from 3M Marketing Communications team
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Key Takeaways from 3M Shopper Insights (summarized by 3M)
Key Take Aways from Shopper Research:
• Hard to get people to the aisle in Mass
• We need to make it easy for consumers to understand that our products are for 

more then a furnace. It is for your health.
• Consumers do not understand what they get as they move up the product 

pyramid. 
• Trouble communicating: As you move up to better performing products, 

the filter not only removes more types of irritants and small particles from 
the air, it also removes more of each type.  For instance, our entry level 
filters remove dust, but if dust is truly your need or pain point, a higher 
performing product from our Allergen Defense or Healthy Living pillars 
actually will remove more dust. HOW DO WE CLEARLY COMMUNICATE 
THIS?

• They are not getting why they would move up the pyramid
• We need to bring the benefits to life



THIS PAGE CONFIDENTIAL: DO NOT PUBLISH

Best in class display POG programs by Meijer
Example of how GE reinvented the aisle at Meijer: This made it easier for the guest to shop, made the sect more inviting and exciting and is driving growth for 
the section. When the shopper is walking the section the color coding and images make it easier for them to understand what they need. They can go straight 
to the section that they are looking for vs. walking up and down the aisle. The guest will walk from the set if they do not feel like the store if the set is to hard 
to shop. They do not want to take the time to search and ultimately the store not have what they need. Mass stores have a perception barrier that they do 
not carry the “hardware” type of tools the guest wants or needs/ We need to make it easier for them to understand the selection that is available in Mass 
Stores. 



Existing POG at Meijer



Product Mix



Initial Ideations



GNi Competition was limited to only 2 other companies, 
Another display company and a Shopper Marketing Agency

3M suggested that our turnkey value proposition was paramount in 
helping GNi win the project.

We provided insights, design, production and execution value in 
complete package form including representing 3M at their customer 

the retailer Meijer, at their prototype POG showroom store on 
numerous occasions throughout the project. (With additional support 
for the 3rd party retail set up company via exceptionally praised retail 

set up instructions and in-person demonstration of retail set up).



F i l t r e t e P O G  

P r o p o s e d  n e w  l a y o u t  w o u l d  p r e s e n t  t h e  

p r o d u c t  o n  t h e  l o w e r  2  s h e l v e s

o n  a n  a n g l e  t o  i m p r o v e  t h e  v i s i b i l i t y  

o f  t h e  p e r f o r m a n c e  r a t i n g .   



F i l t r e t e P O G  

C o n c e p t  A   



F i l t r e t e P O G  

C o n c e p t  A   

M a j o r  e l e m e n t  t o  t h i s  c o n c e p t  i s  t h e  i d e a  o f  a  
“ p r o t e c t e d  b a r r i e r ”  a r o u n d  y o u r  f a m i l y .  L i f e s t y l e  
i m a g e r y  w o u l d  c o r r e s p o n d  p r o d u c t  s e g m e n t s - i .e .  
u s i n g  a  c h i l d  f o r  t h e  A l l e r g y  D e f e n s e  o r  f a m i l y  w i t h  
d o g  f o r  O d o r  D e f e n s e .

• D o m i n a t e  d e s i g n  e l e m e n t  i s  t h e  m i c r o p a r t i c l e
r a t i n g  t h a t  c l e a r l y  i d e n t i f i e s  d i f f e r e n c e  b e t w e e n  
p r o d u c t .

• V i s u a l  f l o w  t o  g r a p h i c s  m o v e  t h e  v i s i t o r  t o w a r d s  
t h e  b e t t e r  p r o d u c t .  K e y ,  t a r g e t e d  m e s s a g i n g  
p r o v i d e s  g u i d a n c e  t h r o u g h o u t  d e c i s i o n  p r o c e s s .  

• I c o n s  o f  t y p e s  o f  p a r t i c l e s  t h e  p r o d u c t s  f i l t e r  o u t  
a r e  e a s i l y  s e e n .

• We  c r e a t e d  s u b - g r o u p i n g s  u s i n g  H e a l t h y  L i v i n g ,  
C l e a n  L i v i n g  a n d  O d o r  a n d  A l l e r g e n  D e f e n s e .  
P a r t i t i o n s  a r e  c r e a t e d  w i t h  a d d i t i o n a l  s p a c e  f o r  
m o r e  r e i n f o r c e m e n t  o f  m e s s a g e .  Th i s  a l s o  i m p r o v e s  
e n d  o f  a i s l e  v i s i b i l i t y .



F i l t r e t e P O G  

C o n c e p t  A   



F i l t r e t e 1 2 ’ P O G  

C o n c e p t  A   



F i l t r e t e 1 2 ’ P O G  

C o n c e p t  B   

M a j o r  e l e m e n t  t o  t h i s  c o n c e p t  i s  t o  e d u c a t e  t h e  c o n s u m e r  
o n  t h e  b e n e f i t s  o f  c h a n g i n g  y o u  f i l t e r  e v e r y  3  m o n t h s .

• Th e r e  i s  a  n a t u r a l  h i e r a r c h y  i n  t h e  e l e v a t i n g  d e s i g n  o f  
t h e  g r a p h i c .  Th e  t a r g e t e d  m e s s a g i n g  g u i d e  i s  a l s o  u s e d  
w i t h  t h i s  c o n c e p t .

• I c o n s  o f  t y p e s  o f  p a r t i c l e s  t h e  p r o d u c t s  f i l t e r  o u t  a r e  
e a s i l y  s e e n .

• Th e  s a m e  s u b - g r o u p i n g s  w o u l d  b e  r e i n f o r c e d  w i t h  t h i s  
c o n c e p t  a n d  t h e  o p t i o n  o f  t h e  p a r t i t i o n s  c a n  b e
u s e d  a s  w e l l .



F i l t r e t e 1 2 ’ P O G  

C o n c e p t  B   



F i l t r e t e 1 2 ’ P O G  

C o n c e p t  B   

A d d i t i o n a l  c r o s s  m e r c h a n d i s i n g  c a m p a i g n s  

s h o u l d  b e  u s e d  t o  h e l p  i m p r o v e  a w a r e n e s s  

a n d  l o c a t e  P O G  i n  t h e  s t o r e .

• V a c u u m  d e p a r t m e n t

• C l e a n i n g  S u p p l i e s

• D u s t i n g

• P h a r m a c y  – a l l e r g y  m e d s

• F a n / a i r  m o v e r s

• H o m e  g o o d s  l i k e  f l o o r  m a t s ,  k i t c h e n  m a t s

• P e t  d e p a r t m e n t

• o t h e r s



F i l t r e t e 1 2 ’ P O G  

C o n c e p t  B   

Th e  c o n c e p t  f o r  t h e  w i n g  w o u l d  h a v e  f i l t e r  
m a t e r i a l  i n  g r a p h i c  p a n e l  w i t h  3  l a y e r s  o f  d u s t  
t o  i l l u s t r a t e  3  m o n t h s  o f  u s e  u n d e r  n o r m a l  
c o n d i t i o n s .

Wi n g  w o u l d  b e  s e c u r e d  t o  s h e l v e s  w i t h  s c r e w s .  



F i l t r e t e 1 2 ’ P O G  

C o n c e p t  B   

A d d i t i o n a l  c r o s s  m e r c h a n d i s i n g  c a m p a i g n s  
s h o u l d  b e  u s e d  t o  h e l p  i m p r o v e  a w a r e n e s s  
a n d  h e l p  l o c a t e  P O G  i n  t h e  s t o r e .



F i l t r e t e 2 4 ’ P O G  



F i l t r e t e 2 4 ’ P O G  

P a r t i t i o n s  b e t w e e n  s u b -
g r o u p i n g s  p r o m o t e  q u i c k  
v i s i b i l i t y  a t  t h e  e n d  o f  
a i s l e

To p  s h e l f  g r a p h i c s

L a r g e r  s i z e  i n d i c a t o r  o n  
p r i c e  c h a n n e l  s t r i p

L u g o n s

S e c o n d  S h e l f  d i v i d e r  g r a p h i c s
o n  w i r e  s e p a r a t o r s



F i l t r e t e 2 4 ’ P O G  



F i l t r e t e 2 4 ’ P O G  

P a r t i t i o n s  b e t w e e n  s u b -
g r o u p i n g s  p r o m o t e  q u i c k  
v i s i b i l i t y  a t  t h e  e n d  o f  
a i s l e

C l e a r  i d e n t i f i e r  o f  g o o d ,  
b e t t e r ,  b e s t

C o n t e n t  w o u l d  h e l p  d r i v e  
c o n s u m e r  t o w a r d s  
t a r g e t e d  p r o d u c t

I c o n s  h e l p  w i t h  
v i s u a l i z i n g  f i l t r a t i o n  
l e v e l s
P r o d u c t s  a r e  g r o u p e d  b y  
H e a l t h y  L i v i n g ,  C l e a n  
L i v i n g ,  A l l e r g e n  a n d  
B a s i c s .

P r i c e  s t r i p  i d e n t i f i e s  
p r o d u c t  s i z e

S e n d  S h e l f  a d d s  
a d d i t i o n a l  c o n t e n t



F i l t r e t e 2 4 ’ P O G  

A d d i t i o n a l  c r o s s  m e r c h a n d i s i n g  c a m p a i g n s  d e s i g n e d  

i m p r o v e  a w a r e n e s s  a n d  l o c a t e  P O G  i n  t h e  s t o r e .

• F a n / a i r  m o v e r s

• H o m e  g o o d s  l i k e  f l o o r  m a t s ,  

• P e t  d e p a r t m e n t

• o t h e r s

• V a c u u m  d e p a r t m e n t

• C l e a n i n g  S u p p l i e s

• D u s t i n g

• P h a r m a c y  – a l l e r g y  m e d s

L a y e r e d  d u s t  p a n e l s
O v e r  3  m o n t h s

P r o m o t e  t h e  t e x t  
n o t i f i c a t i o n  p r o g r a m



F i l t r e t e 2 4 ’ P O G  

C r o s s  m e r c h a n d i s i n g  v i o l a t o r - O P T I O N  2



F i l t r e t e 2 4 ’ P O G  

E n d  A i s l e  o r  f r e e s t a n d i n g   p r o m o t i o n

F o r  t e x t  n o t i f i c a t i o n  p r o g r a m .



Deep dive with video of 
“shopper’s view as she enters the aisle”





The Winning Design Path



16’ POG View







End Cap considerations







Initial top shelf divider design

Final divider design



Middle shelf dividers



Top shelf dials Middle shelf dials



Shelf liners with corresponding colors



Complete set of top shelf dividers, showing metal wire dividers





90 out of the 250 stores were reverse angle store sets – requiring that a completely opposite angle store set be manufactured 



The final set at Meijer – in-store photo



The Success Results @ Meijer



3M provided the following written statements for the upcoming OMA competition:

Compliance
All components shipped as a single unit to set 20ft. Stores were given clear instructions to set the POG with: 
shelf height, peg spacing, and pack-out per facing. Stores executed the merchandising well and many said 
that they love the new set and complimented on the clarity of the set up directions “it makes it so much 
easier to find where product goes, displays nicely and we do not get as many customer questions.” 

Sales Results
Since launch of this merchandising system the category sales are out pacing the previous competitive set. It 
is delivering weekly POS gains of 200 – 300% and the retailer has information that at least 10K new 
households have been brought into the category. Basket size has increased with a large jump in number of 
multiple purchase on the same trip.   The best-selling SKUs are the top tier products.  All measurements are 
meeting or exceeding performance projections. 



Overall Success
The shopper insight merchandising process has led to key discoveries within the brand line. There are key 
call-outs from this merchandising system that are subsequently now being implemented beyond this 
permanent merchandising. Consumer friendly language brought to life in this merchandising system is being 
used on corrugate displays, other retailers’ merchandising plans and digital marketing. Meijer is expanding 
their e-space from food focus to including Filtrete ™ brand to continue to help drive sales.

As a result of this program, 3M has been nominated for a prestigious “merchandising system of the year” 
award from their customer, Meijer stores.
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