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Chapter I: The History  
of Point of Purchase  
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In 12th century Europe, busy markets began popping up  

everywhere. Shop owners had to get creative with how they  

displayed their products to lure buyers in. They hung their best  

and flashiest clothes out for all to see. They displayed their fresh  

fruits beautifully in perfect baskets.   

This is the way POP existed in retail for centuries, until the  

Industrial Revolution brought shopping indoors and significantly  

increased the demand for -- and mass production of -- a variety of  

goods. Wealth rose across the globe, and conglomerates began  

popping up le� and right. 

Point of Purchase (POP) advertising may seem like a modern  

invention, but the principles of POP have existed for centuries.  

Hundreds of years ago, street merchants didn't have flashy signs,  

interactive displays and links to websites to learn more, of course, but  

they came up with creative ways to display their products that made  

them stand out from the rest. 



But while retail changed, the basics of POP didn't; instead, they evolved. Local stores created posters,  

signs and window displays to draw attention. Certain types of businesses even created iconic POP  

displays that symbolized what their business did. You could find a barber shop, for example, by the  

striped pole outside the door. 

 

More traditional versions of POP hit the market in the 1960s. Cosmetic companies such as Max Factor  

and Yardley began using vertical display stands to show off their product. Other retailers and  

manufacturers soon followed suit. 

 

Modern POP consists of intricate designs, the integration of technology with information and flashy  

graphics to convince shoppers that one product is better than the rest.   

 

As POP evolved, one thing has remained constant: A well-thought-out and well-designed Point of  

Purchase display can result in enormous payouts to those who use them. 

It's just all about how you use them. 
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Chapter II: Why POP Works --  
Consumers are Impulsive 
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But what does online shopping lack that in-store shopping  

provides? The opportunity to physically interact with a product --  

to not only see it through a screen but to see what it looks like in  

front of you. That's why Valassis estimates that 96% of U.S. internet  

users will shop in a store at some point this year. (ii) 

 

While online shopping hasn't completely taken over traditional in- 

store shopping, it has changed the way consumers shop. Today's  

manufacturers need to make their products as easy for customers  

to find in a retail environment as they can search online -- like  

they can search for an item online -- and they also must draw  

consumers in with not just what the product is, but what it looks  

like.   

 

Online shopping sales are rapidly increasing every year. In fact, 80%  

of internet users in the United States will make at least one online  

purchase this year. (i) 



This is especially important today considering one very simple fact: 

 

 

 

 

 

 

 

 

There is strong data to back up this characterization: 

 

• 90% of shoppers make at least occasional purchases they didn't intend to buy initially. 

 

• Impulse buys add up to almost $5,400 a year on average. (iii) 

 

• Impulse buying occurs even on planned shopping trips, even though the rate of doing so is lower. (iv) 

 

• The average shopper makes an average of three unplanned purchases in four out of every 10 visits to a  

store. (v) 
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Today's consumer is extremely impulsive.
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With so many options today -- including digital forms  

of advertising such as social media -- it's easy to get  

lost and misappropriate precious marketing dollars.  

As a result, most manufacturers' marketing plans  

today are misguided. 

In today’s environment, manufacturers shouldn’t be  

focused on how they can get more eyeballs on their  

product through marketing. They should instead be  

focused primarily on one question: 

Chapter III: In the Driver's Seat:  
The Tangible Benefits of POP  

When manufacturers build their marketing plans for the year, they  

o�en build their plans around one simple concept: How can we get  

more eyeballs on our product through marketing so more people will  

buy our product? 
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How can we get more eyeballs on  
our ACTUAL PRODUCT, in stores, so  
more people will buy our product? 



82% of mass merchant purchase decisions are made in-store.   

The way to do that is through Point of Purchase (POP) displays. 

 

POP displays work because they are a direct appeal to how today’s shoppers purchase products. Not  

convinced? Take this stat from a Point-of-Purchase International study. 
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82% of mass merchant purchase  
decisions are made in-store. (vi) 

Some other powerful stats from the study: 

• 47% of shoppers rely on a mental list when they shop, and only 34% use a list at all. 

• Less than a quarter (21%) of shoppers use circulars to pre-plan their shopping trip, and only 18% use  

newspapers or mailers. 

• 62% of shoppers made at least one impulse purchase during their trip. 

 

In clearer terms: 

• An overwhelming majority of shoppers make their final decisions of what products to buy once they  

arrive at the store. 

• These shoppers are impulsive. 

• Most shoppers don’t even shop with a pre-planned list (either in written form or mentally).   

• And only a minority of those who do use a pre-planned list are influenced by traditional forms of  

advertising. 

 

In simple terms, this is why POP displays work. They tug at the heartstrings of who we are as shoppers:   

Compulsive, ill-prepared and easily influenced

POP displays grab the attention of shoppers when they are most likely to make a purchasing decision --  

when they are in the store that sells the product.  



The question most savvy business owners will ask at this point is: How am I going to afford POP displays?  

The answer:  
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POP DISPLAYS ARE MORE AFFORDABLE AND MORE EFFECTIVE

You can't afford NOT to use POP displays.

Here's why ...   

 

The average Promotional Program Value (or PVV) for POP displays is 499%. This means that for every $1  

a business invests in a POP display, it receives an average return in incremental sales of $4.99! (vii) 

 

PVV can't be measured for other forms of advertising such as billboards, TV, radio or print. These types  

of marketing don't hit shoppers where they become purchasers. Today, these forms of marketing are  

more of a long-term branding pitch and not as strong of a decision driver as POP displays. 

 

What's more, POP is affordable, too. The SHOP! Association says the cost of POP displays is actually on  

par with that of radio advertising and roughly half of what it costs to advertise on TV. 

 

Major companies such as Coke, Pepsi, Apple and others advertise on TV all the time, but they have major  

marketing budgets based on their huge revenue totals. It's not that TV -- or other forms of advertising --  

don't work. It's that POP displays are a MUCH MORE EFFECTIVE use of your marketing dollars. 
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That's where visual merchandising through POP  

displays come in. It's the practice of telling your  

product's story, your company's story, through the  

power of sight -- playing to consumers' impulse- 

driven personalities to make a sale.   

While visual merchandising can take various forms,  

most successful POP displays come down to four  

essential elements. 

Chapter IV: The Essential Elements  
of Visual Marketing 

All brands, no matter how well-known, are all trying to solve a  

simple challenge: How do you get consumers to choose your product  

over others? 
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element #1: the color

element #2: the focus

element #3: the story

You have about five seconds to engage with customers,  
otherwise you'll lose them. (ix) 

element #4: the supply

The more products a customer sees, the more they buy. (x)

Finally, your display's design should use shapes that will make it stand out. Simple squares and rectangles  

are too plain. Opt instead for rounded edges on headers and integrate product-specific shapes to not only  

draw in a customer's eye but work hand-in-hand with the product itself. 

A recent study found that people are more likely to recall a color over an object or a recent product. (vii)  

In addition: 

• 60% of a shopper's decision on purchasing a product is based around the   color of the display alone,  

and ... 

• Those decisions are made within the first 90 seconds of interacting with a product. 

Once a customer has noticed your product, it's time to get them to interact with it. 

Focal points are places where shoppers can explore your product further, making it easier to understand  

what it is and what it does. A lack of focal point causes confusion and results in shoppers walking away  

without making a purchase. 

Focal points integrate design with text to explain your product, but the product itself needs to be the star  

of the show. Too much text will distract from the product. So, too, will flashy graphics or colors that are  

too bright. 

Every product has a story, and the ultimate job of visual merchandising is to tell its story.   

Because shoppers today don't have time and make decisions fast, you need to get quickly to the point  

with the words you use, and where you use them. In fact, studies have shown that: 

This final element has two points -- having enough product for people to buy and choosing the right  

shapes.   

Your display shouldn’t have product spilling over the brim, nor should it look barren and devoid of  

product. The simple fact is:   
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Getting the biggest bang for your buck and getting the  

most receptive response from retailers to place the  

display in store 

 

A high percentage of a manufacturer's new sales are  

o�en a result of using a POP display to open new  

accounts. Understanding the nuances of each retailer's  

preferences is essential in creating an effective display. 

Chapter V: It's True -- For POP Displays,  
Size Does Matter 

The age-old question has a definitive answer:  

Size does matter ... for POP displays. 
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A high percentage of a manufacturer's new sales are o�en a result of using a POP display to open new  

accounts. Understanding the nuances of each retailer's preferences is essential in creating an effective  

display. 

Space is at a premium in retail stores. That's why: 
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The smaller the footprint of your POP display,   
 the greater likelihood of it being placed in the store. 

The goal of any marketing is to gain a solid Return on Investment. But if you create a bigger display, will  

it equate to more sales? The quick and simple answer: No.   

A 2014 study by Casio Electronics and the Kingston Business School found that while more space for a  

POP display resulted in "accelerating gains" in sales, it actually resulted in negative ROI. (xi) A doubling in  

space for the POP display -- and, therefore, a doubling in cost -- resulted in only a 20% increase in sales. 

Bigger is better, in terms of total sales, but not in terms of business sense. Not only will a bigger display  

not result in positive ROI, but it could create issues with retailers who want smaller displays. 

The key, then, is creating a POP display that can: 

Hold as many units of your product as possible   
with as small a footprint as possible. 

A great goal is to design a POP display that holds enough product that it pays for itself. In other words,  

when a retailer purchases your display, the money returned to you equals at least what it cost you to  

create it, based on the number of products it holds. 
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As we are more than a thousand words into this now,  

it's about time to show you a picture -- a real-world  

example of what the perfect display looks like. 

For this, we're going to turn to a POP display we  

created for Darford, a company that has been  

producing premium dog treats for more than 30  

years.   

Chapter VI: The Pefect POP Display

The saying goes that a picture is worth a thousand words. 
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Darford was recently looking for a new merchandising solution. 

They used a rack for the last few years that was more of a utilitarian type of metal and wire display,  

according to the company's director of sales, Patrick Westbrook. The boxes of dog treats sat on top of the  

metal display, and customers needed to open the boxes to see the product.   

These metal racks were much sturdier than the company's first foray into POP displays, which were  

made of wood. But as Westbrook says, Darford wanted to introduce a POP display that was more  

appealing not just to customers, but to retailers as well -- especially mom-and-pop retailers that are at the  

heart and soul of Darford's business. 

That's where we came in -- helping Darford create a visual upgrade to their displays that was light and  

airy, with a clear header, and that showed off the product front and center.   
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the background

the new display

The new display we created for Darford features the product prominently. The acrylic bins allow for a  

visually-pleasing presentation of the product, giving customers a chance to see what it is they're getting.   

But the bins are not the only reason the premium dog treats stand out. The simple yet clear header, and  

the product in its container at the top really allow customers to see what it is their getting.   

The design may seem simplistic, but it's direct -- and it works.   

the results

Talk is cheap when it comes from the producer of the POP display. It's not so cheap when it comes from  

our client, Darford, who saw the immense benefits in the new display and therefore made a significant  

investment to create it. 

Westbrook said Darford has been developing a whole new marketing strategy around the POP display,  

re-launching their entire marketing strategy using the POP display as the centerpiece, much in the same  

way the POP display features the product itself. 

The feedback Darford has received on the new POP display has been “phenomenal,” according to  

Darford. At the Super Zoo national pet retailer show in Las Vegas last year, Westbrook said people  

described the new POP display as “stunning.” He even heard from a major pet retailer that it was the best  

vertical merchandising display he’d ever seen in the pet industry. 

“There are some really big hitters that I’ve opened ... with this rack, and if the rack performs like I think it  

will, it’s going to be really great for the company," he said. 

This goes to prove just how powerful a well-thought-out and well-designed POP display can be, and how  

it is an essential investment it should be for any product manufacturer, no matter the industry. 
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The quick and easy answer is: It's only going to  

continue growing. According to a recent  

MarketResearch.biz report that analyzed the forecast  

of POP to 2027 (xii), the North American market is  

expected to "witness substantial growth, owing to  

extensive demand from retail chains and food and  

beverages industry."   

Retail competition has always been fierce, but it's  

certainly stepped up in recent years. Part of this is due  

to the proliferation of online shopping and the ease of  

selling products. Part of this is due to the fact that it's  

easier to get the word out about your product easier  

today than it was in the past. 

Chapter VII

It's hard to deny that POP displays are extremely effective and  

impactful today. But in business, you need to constantly be staying  

ahead of the curve. This begs the very important question: Where is  

POP going in the future? 
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Understanding the importance of POP displays for the future success of your product is not enough,  

though. You must also recognize the emerging trends in POP displays so that you can make yours as  

effective as possible. 

Here are some of the things that will be of utmost importance to POP displays of the future. 

 

Be Interactive 

POP displays that are able to provide customers with an experience instead of just showing them your  

product are likely to be more successful than those that don't. The internet makes it so easy to do  

research on a product nowadays that you really need to capitalize on the advantages of a retail store --  

namely, the ability for customers to physically interact with products. 

Not only do you want to design a POP display that attracts the attention of customers, but you want to  

design one that invites them to take action while they're shopping. This interactivity fosters a deeper  

connection between the consumer and your product, and o�en results in a higher rate of purchase. 

Creating a POP display that utilizes a tablet to allow consumers to explore your product further by  

tapping on a touchscreen is a great idea. So is designing a display that allows the consumer to actually  

feel, test and/or test out your product, if you can. 

 

Stand for Something 

Now more than ever, consumers want to know that the products they are buying come from a company  

that they not only trust but that they respect. In this realm, your brand identity is crucial, especially for  

younger generations. 

Consumers today want to feel good about all their purchases. They want to feel a connection to the  

products they buy. For you, that means showcasing what you stand for and how your products are made. 

From a POP display standpoint, you can convey the message of your company in a number of ways. You  

could tell an interactive story about how your company started, why it started and what its mission is.  

You could show videos of how your product is made, which gives consumers the ability to connect with  

the process in ways they otherwise couldn't.   

If your product or company is green and/or sustainable, this would be an area you would especially want  

to highlight. 

 

Less is More 

Your instant reaction to reading "less is more" may be: "How the heck could I integrate all these elements  

while reducing my footprint?" Storytelling doesn't have to be wordy. Interactivity doesn't have to be huge.  

The more you condense your call to action, and the smaller space in which you can design your POP  

display, the better. 

We've talked extensively about how retailers prefer POP displays with the smallest footprint possible, but  

it's worth repeating. Space is always at a premium in-store. The more economical your display is in terms  

of space, the higher likelihood you have of a retailer accepting your product. 

From the standpoint of sales, consumers don't want to be bogged down with loads of information. They  

also don't want to have to spend an inordinate amount of time at your display in order to get the full  

story of what you and your product are all about. 

Be concise. Be simple. Be straightforward.   

The clearer your message is, the more successful your POP display will be. 
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Chapter VIII: What Makes  
a Good POP Design Company? 

Understanding what POP displays are, why they are effective and  

then creating a marketing budget around obtaining them for your  

product is all good and well. Yet the simple fact remains that your  

POP marketing plan will only work if: 

 

You partner with a POP design company that can effectively tell your  

story so you SELL MORE PRODUCT! 
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What makes a good POP design company? Like POP displays themselves, there are a few key elements: 

 

• The company should have years of experience, and a proven track record of success. 

 

• The company should have a thorough understanding of POP marketing, and not just general design  

principles. 

 

• The company should work for you -- with your best interests in mind. 

 

• The company should pitch ideas to you, and not just create your vision. 

 

• The company should be a true business partner -- and not just a vendor. 

 

At Rhino Global Solutions, we specialize in the design, production and delivery of Point of Purchase  

displays with the singular goal of   
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Helping companies increase their sales   
by differentiating their product from their competition. 

We have delivered thousands of displays for large companies, medium-sized companies and small  

companies across various industries, giving Rhino Global Solutions unique insight. 

 

To learn more about how you can increase sales of your product through massively effective POP  

displays, contact me, Jerry Smith, president of Rhino Global Solutions, at (856) 817-6281 or  

jerry@RhinoGlobalSolutions.com. 
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