
Integrated Marketing Services congratulates Unilever on its #1 spot
in The Hub Top 12. We’re honored to be your Shopper Marketing partner

and look forward to another decade of excellence together. 

We’re proud of Unilever’s success,
from off the shelf to off the charts.

©2010 Integrated Marketing Services

SHOPPER MARKETING                   FIELD EVENTS                  CUSTOM CONTENT                    IN-STORE DEMOS

X  
43

58
   

   
   

   
   

IN
_A

D_
Co

ng
ra

ts
_U

ni
le

ve
r_

HU
B_

9x
12

.a
i

 
1 

00
 

10
0%

 
9”

w
 x

 1
2”

h
   

   
   

   
   

N/
A

   
   

   
   

 .2
5”

 
00

 
C 

M
 Y

 K
 

PM
S 

XX
X

 
X

   
Ch

ris
ty

 

C

M

Y

CM

MY

CY

CMY

K

IN_AD_Congrats_Unilever_FINAL.pdf   4/23/10   5:00:30 PM



M A Y / J U N E  2 0 1 0

30
C O V E R  S T O R Y

The Pepsi Conversation
It’s like the Pepsi Challenge for the digital 
generation, says CMO Jill Beraud. An exclusive 
Q&A interview by Tim Manners.

8
B E S T  P R A C T I C E S

The Hub Top 12
Expectations intensify as shopper marketing 
charges into the future. By Chris Hoyt.

14
R O U N D T A B L E

Oh, Man!
Men may not be great shoppers, but they do buy 
lots of stuff. Featuring Lisa Klauser of Unilever, 
Peter Leimbach of ESPN, Katrin Ley of Reebok, 
and Gary Wagner of Integrated Marketing. 

22
C O N F E R E N C E  R E P O R T

Digital Campfire
Notes from a retail summit on shoppers and digital 
media. By Vince Weiner.

PIVOT POINT

First, our congratulations to Unilever and Mars 

Advertising for topping the third annual Hub 

Top 12 of Shopper Marketing Excellence!

For Unilever, it’s a first — and testimony both to 

Unilever and that shopper marketing is maturing as a 

discipline. For Mars, it’s the third year in-a-row at the 

top, which is an amazing accomplishment. 

It is also not surprising given that Mars 

built a shopper-marketing infrastructure 

before it was even called shopper marketing.

Kudos to RPM Connect and TracyLocke, 

as well. They held onto the number-two 

and number-three positions, respectively, 

for the second year in-a-row. Marketing 

Drive meanwhile zoomed into the number-four spot.

This is no small feat given the intense competition; 

we had more than twice as many ballots cast this 

year as last. We also had more than twice as many 

attempts at ballot-box stuffing, which of course was 

painstakingly purged. Next year we are going to dock 

those who attempt this!

But in the meantime, let’s take a moment to bask in 

the industry’s undeniable progress, while also taking a 

long, hard look at the work yet to be done.

As you read Chris Hoyt’s “Top 12” report (beginning 

on page 8), the areas of improvement are plain to see. 

But so, too, are the areas that lag — most notably 

research. Obviously, insights are the heart and soul 

of shopper marketing, the very lifeblood of making 

shopping better for shoppers.

And so it’s only fitting that this issue of the Hub 

is dedicated to the challenges and opportunities of 

understanding why shoppers do what we do ... because 

it’s all about insights, after all.

Tim Manners

tim@hubmagazine.com

Outta Insight!
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