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An Award-Winning Pair for 13+ Years

• Largest sausage company

• Founded 1945

• Sheboygan, WI

• Boutique, full-service agency

• Founded 1995

• Knoxville, TN

• 2017 Gold Winners

• Omnichannel 

strategy in 

Canada with its 

Welcome 

to Johnsonville, WI

campaign

• Over 100 projects

• US, Canada, Mexico, Asia, 

LatAm

• Quantitative + Qualitative

• R&D, Marketing + 

Innovation

Johnsonville U30 Group Partnership Awards

DAVID



It Started in 
R&D to Define 
Quality At-Shelf

Sales team members told us, “We’re 

hearing some feedback from the 

field about our product quality.”

They asked, “what’s going on at 

shelf, and how do we know how 

consumers determine quality?”



Defining Quality At -Shelf

VALIDATION + TRACKING

MOBILE MISSION:  VIRTUAL SHOP-ALONG + QUALITY AUDIT

• Quality cues at-shelf
• Areas of concern
• Likes + dislikes of current product presentation
• Competitive likes + dislikes
• Best in-class examples for the category
• Expectation of quality across categories

First 
Impressions Preference

Quality 
Dimensions

Product 
Audit 

Immediate reactions 
around purchase, quality, 
other attributes

Between JVL and a 
competitive brand

Compare JVL product 
against qualitative Quality 
Dimensions

Denoting number of JVL product 
frozen, damaged, or purged and 
shelf organization



In typical fashion, 
Marketing 

experienced intense 
FOMO

New metrics began to emerge 

with clear expectations for 

at-shelf experience

Marketing sought to reconcile the 

magnitude of at-shelf learnings vs. 

other consumer touchpoints 

New purpose to identify metrics 

across the full product journey 

with systemwide accountability



At-Shelf
How do brands 
perform at shelf 

compared to 
ingoing 

expectations?

At-Home
How does the chosen 

product and Brand at shelf 
deliver on expectations?

Pre-Shop
Before entering 

the store, how do 
consumers 

perceive brands 
on key criteria?

Pre-Shop + At-Home Make a Full Circle Journey



Each Phase is Unique, with Variance in Drivers

Pre-Shop At-Home
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At-Shelf



Some Drivers for R&D. Some for Marketing, too.

Product Attribute C (XX%)

R ationa le :  C ons ume rs  us e  this  

attribute  to antic ipate  

pe rfo rmance  on othe r 

attribute s .

Most Likely to Purchase (XX%)

R ationa le :  He lps  us  unde rs tand 

the  re lations h ip be tween 

produc t attribute s  and how 

the y  trans late  to what is  

u ltimate ly  purchas ed

Product Attribute A (XX%)

R ationa le :  T h is  attribute  mus t 

be  pre s ent fo r the  brand to be  

wo rth 

the  purchas e .

Product Attribute B (XX%)

R ationa le :  C ons ume rs  fe e l 

con fident the y  wou ld no t 

purchas e  a produc t un le s s  it 

has  th is  attribute .

Pre-Shop At-Shelf

Product Attribute A (XX%)

R ationa le :  If produc t pe rfo rmed 

at s he lf,  cons ume rs  are  

expe c ting  attribute  A to de liv e r 

at home  too .

Overall Preference (XX%)

R ationa le :  Head -to -head 

pre fe rence  pos t-tria l comparing  

J ohns onv ille ’s  fu ll expe rie nce  

to compe tition .

Repeat Purchase – TB (XX%)

R ationa le :  If produc t de liv e rs  

on the  expe rie nce  and 

con firms  the ir in -s to re  

At-Home



Ultimately, Not All Phases Matter Equally

XX% Attribute C

XX% Most Likely to Purchase

MOM

XX% Attribute A

XX% Overall Preference

XX% Repeat Purchase

=

XX% Attribute A

XX% Attribute B

Pre-Shop Measures At Shelf Measures At Home Measures

XX% Pre-Shop XX% At Shelf XX% At Home++

Least impactful, but sets the 

tone for shopping, knowing 

attribute A and B matter

Attribute C grabs attention, while 

PI tells the relationship between 

at-shelf perceptions and purchase

The ultimate determinant to future 

consideration through attribute A, 

overall preference and repeat

Pre-Shop At-Shelf At-Home



FRESH FULL CIRCLE JOURNEY

AT HOMEFULL CIRCLE PRE-SHOP AT SHELF

To Aid in Adoption, We Built a Dashboard



YTD

AT HOME

PRE-SHOP

AT SHELF

58

6368

65

FRESH CATEGORY 1 CATEGORY 2 CATEGORY 3 CATEGORY 4 CATEGORY 5

FRESH FULL CIRCLE JOURNEY

TARGET 63 65 64 63 63 65 67 65

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

AT HOMEPRE-SHOP AT SHELFFULL CIRCLE

63 65 64 63 64 64 64 64



TARGET

68

66 67 65 62 60 63 66 66

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

67 69 67 64 62
66 67 67

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

66 67 66 64 62 65 67 68

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

ATTRIBUTE A OVERALL PREFERENCE

64 66 66 65 64 64
68 70

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

REPEAT PURCHASE

YTD 66 67 66 65 65 65 66 66

FRESH CATEGORY 1 CATEGORY 2 CATEGORY 3 CATEGORY 4 CATEGORY 5

FRESH FULL CIRCLE JOURNEY

AT HOMEPRE-SHOP AT SHELFFULL CIRCLE



The dashboard includes a navigable image repositor y
Products filtered by key tags, including product + marketing 

TAG EXAMPLES

• Brand
• Product Category
• Full Circle Phase
• High Quality
• Low Quality

BENEFICIARIES

• Sales
• Marketing 
• Product Developers



Monthly results are being utilized across the company

R&D and Operations

• Utilizing  to as s e s s  end impac t o f 
continuous  improv ement chang e s  
made

• A lig n ing  re s u lts  w ith  cus tome r 
compliments  / compla in ts  to trac k 
ov e ra ll produc t qua lity

• Proac tiv e ly  trig g e rs  inv e s tig ations  
looking  at what may  be  impac ting  
produc t qua lity  

Sales and Marketing

• R e s u lts  s hared w ith  cus tome rs  to 
s how  brand s tre ng th

• A s s e s s  impac t o f adv e rtis ing / 
me rchand is ing  campa ig ns  on pre -
s hop and at s he lf me tric s

• Us ed to he lp expla in  unexpe c ted 
s a le s  re s u lts  (bo th  pos itiv e  and 
ne g ativ e )



The Odyssey Grows + New Expeditions Emerge
Our effort has gained momentum and use cases

Onboarding Additional SKUs

+ Add itiona l Fre s h cate g o rie s

+ Smoked C ooked cate g o ry

+ Inc lus ions

Point-in-Time w/ Specific Objectives

Produc t chang e s
• Fo rmu lation
• Packag ing
• Produc tion /line  s h ifts

New produc t launche s  ac ro s s  the  
g lobe



Questions + Discussion

Karen Kraft

Assoc. Director, Consumer Insights & Analytics

KKraft@johnsonville.com

Travis Lowe

President

Travis.Lowe@u30.com
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