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t the start of this new calendar year—
while manufacturers’ business plans
and goals are still relatively fresh—

let us take the opportunity to reflect on the
role that new forms of marketplace intelli-
gence can play in reaching those objectives. 

As the retail arena has become in-
creasingly concentrated, competitive and
complex, the level of knowledge brought
to the sales and marketing process often
distinguishes the category leader from all
others. Manufacturers who successfully
compete in the vast hardware/home im-
provement terrain have long understood
the value of market research information.

The nature of marketplace intelligence
has changed over the past couple of years
in the home improvement industry due to
constraints in availability of retail point-of-
sale data. Most recently, consumer panel
information has gained renewed popular-
ity. While it has been around for many
years, fresh techniques and technologies
have raised the quality of panel data to
higher levels of accuracy and reliability. In
addition, panel information has always
provided supplemental insights not avail-
able with other research data, which are
especially useful in these more competi-
tive retail environments and times.

IMPROVING PANEL DATA
Consumer panel information represents

the retail purchases of a large and nationally
projectable sample of households. In the

case of my company’s Vista Panel Service,
for example, that number of households
available to survey on home improvement
product categories is one million. Large pan-
els, such as this, improve the chances that
even slower velocity hardware categories
will have sufficient response rates and can,
therefore, be reported accurately. This is
due to online Internet capabilities, which
have made it easier and more efficient to
communicate with large numbers of people. 

One of the traditional challenges of
panel information has to do with the fact
that most systems are dependent upon
consumer recall; and this, naturally, could
have an influence on data precision if that
recall were faulty. New systems, however,
have advanced the art of measurement in
ways to alleviate this potential problem.
One is to survey households monthly,
rather than quarterly. Households are
called upon to remember what cate-
gories, brands or items they purchased
within only the most recent four weeks. 

In addition, a select few research
providers construct the surveys in such a
way as to improve recall, visually identify-
ing the logos of the individual brands and
retailers within the purchased category.
Furthermore, only the eligible brands sold
in any particular retailer are shown. The
net result of this is a sophisticated system
designed to better understand what hard-
ware/home improvement products were
purchased during the period.

ADDED DIMENSIONS
Of prime interest to subscribers of

consumer panel services are category
and brand sales volumes, along with mar-
ket shares. These are reported across a
broad spectrum of market level splits—
from a total combined home improve-
ment retail arena view to individual chan-
nels (chain home centers, for example)
to specific retailer. In effect, subscribers
to panel service now have the ability to
understand what the sales and share lev-
els are for their brand and each of their
competitors’ brands in total and within
individual key retailers. Obviously, this is
critical information for use in sales re-
views with retailers, as well as, internal
marketing decisions.

In the course of making marketing
and sales decisions, manufacturers re-
quire more than just sales volumes and
market shares. This leads to a significant
distinction in the capabilities of panel re-
port services compared with other infor-
mation sources. That is the ability to
know the purchase demographics under-
lying the sales and share data. The large
base of consumers who agree to partici-
pate in online panel services register
themselves and other family members as
ongoing panel participants. In so doing,
research companies know and can re-
port who in the household purchased the
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enjamin Moore & Co. and Ace
Hardware Corp. have announced a
new alliance that will enable quali-

fying Ace retailers to sell the paint man-
ufacturer’s premium products beginning
in 2006. The program will expand and re-
inforce the positioning of Ace stores as a
prime destination for paint consumers.

“We have documented that brand
choice for our consumers is a critical el-
ement in making our stores true paint
destinations for the do-it-yourself con-
sumer and helps us more effectively
compete in this important retail cate-
gory,” said Lori Bossmann, Ace vice pres-
ident-merchandising, marketing and ad-
vertising. “Now, by adding the Benjamin
Moore brand, we will offer consumers
the premium product choice. This initia-
tive will be integrated with the current
Ace paint program featuring a complete
line of Ace Paint products.”

The companies will introduce
Benjamin Moore products in qualifying
Ace stores on a market-by-market basis
throughout the country, starting in 2006
in the Chicago/southern Wisconsin mar-
ket. Availability in additional markets

will follow in 2007.
“Ace is a great strategic fit with

Benjamin Moore as we look to grow our
premium sales,” said Ed Klein, vice pres-
ident-retailing at Benjamin Moore & Co.
“Benjamin Moore’s business model,
since its founding in 1883, has been to
sell its products through independently
owned retail stores. Working with a
strong retail cooperative like Ace con-
tinues that commitment while increas-
ing brand awareness through additional
distribution outlets.”

Ace stores who decide to carry the
premium Benjamin Moore brand will fol-
low the paint company’s criteria and re-
quirements when selecting store loca-
tions. Benjamin Moore’s retail personnel
will work with Ace store owners to en-
sure premium positioning of the brand in
stores. About 400 Ace stores already
carry the Benjamin Moore brand.

Benjamin Moore & Co., a Berkshire
Hathaway company, manufactures and
distributes its products from 22 facilities
in North America. Its products are sold
through a network of more than 4,000 re-
tailers in both the U.S. and Canada.

Benjamin Moore Signs Joint Marketing Deal With Ace

Lowe’s Companies Inc. announced
its plans for a new flatbed distribution
center in St. Joseph, Mo. The com-
pany will retrofit the former Nestle pet
food manufacturing facility in St.
Joseph. The facility will supply prod-
ucts to more than 75 Lowe’s retail
stores in the Midwest.

The approximate 200,000-square-
foot facility is situated on a 20-acre
site. Construction has already begun
and the facility is expected to begin
shipping operations in July 2006. The
facility will initially employ 35 people.

The St. Joseph flatbed distribution
center will service Lowe’s stores in
Missouri, Illinois, Oklahoma, Iowa,
Arkansas, Kansas, Nebraska,
Minnesota and North Dakota.

“Our flatbed distribution centers
play a vital role in the state-of-the-art
distribution network that keeps
Lowe’s stores supplied with the prod-
ucts our customers need,” said Mike
Mabry, Lowe’s executive vice presi-
dent of logistics and distribution. “St.
Joseph’s outstanding workforce, sup-
port for this project at both the local
and state level, and the geographic
proximity to Lowe’s growing store
base in the Midwest all made this lo-
cation a win-win solution in helping us
continue to meet our goals to better
serve our customers.”

The flatbed center will receive rail
and truck shipments of large, bulky
products from suppliers. Products will
then be quickly loaded as customized
orders on flatbed trucks destined for
Lowe’s stores in the Midwest. Lowe’s
currently operates 13 regional flatbed
centers throughout the United States.

Lowe’s to Build Flatbed
Distribution CenterB

products, what their ethnic background
is, income, marital status, age, whether
they own or rent their residence and
other valuable-to-know facts. Now man-
ufacturers can identify who, specifically,
are each brand’s buyers. Indeed, house-
hold demographics add significant lev-
els of insight to consumer panel reports.

Furthermore, the latest panel report
enhancements have refined demo-
graphics insights to even higher levels
of what are termed “lifestyle profiles.”
These are market segmentations based

on the socioeconomic and demo-
graphic compositions of neighbor-
hoods. An earlier EAGLE article (Nov.
Dec. 2005) addresses this emerging in-
formation tool, which places at the
forefront the manufacturers’ need to
know the customers and competitors
of their products better. 

Consumer panel information has
raised the stakes for understanding the
dynamics of retail sales performance,
and of having the competitive edge that
such information brings.

To learn more about Vista Panel
Service, contact us at 847-253-6063 or
visit our Web site at www.activant.com.
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