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INTRODUCTION 

The sustainability movement is now several decades old.  The public and private sectors in 
Canada and around the world have responded to it pro-actively.  Numerous conferences have 
been held and hundreds of research studies have been conducted.  Manufacturers and other 
organizations have adopted sustainable procurement and production practices.  Marketers have 
launched sustainable consumer products ranging from home appliances that have earned the 
Federal Government’s Energy Star designation to Kruger Products’ EnviroCare line of tissue 
paper products.  Retailers such as Loblaw and Shopper’s Drug have created separate sections 
of “green” or “organic” products to help consumers find these products in-store.  Coalitions have 
worked together to help vendors offer more sustainable products and educate their customers 
and end-users.   Media coverage has been ongoing and has aided in educating consumers 
about the need for sustainability and the “green” actions possible at household level. 
 
However, despite the extensive efforts made to support and promote sustainable household 
consumption, consumer purchase decisions have, relatively speaking, changed very little.  A 
roundtable was convened by Kruger Products and Canadian Grocer magazine in Toronto on 
June 7, 2012 to review current green/sustainable consumer purchasing in Canada and, if 
appropriate, to generate actionable next steps.  The roundtable was moderated by Howard 
Green, the anchor of Headline with Howard Green, the flagship interview program on Business 
News Network (BNN) in Canada. Participants were: 
 
Carman Allison – Director of Insights, Nielsen 
Bob Chant – Senior V.P., Corporate Affairs and Communication, Loblaw Companies Limited 
John Coyne – V.P. and General Counsel, Unilever Canada  
Rob Gerlsbeck – Editor, Canadian Grocer  
Guy McGuffin – V.P. Sustainable Packaging, Wal-Mart Canada 
Dr. Paulette Padanyi – Associate Professor, College of Management & Economics, University of 
Guelph 
Steven Sage – V.P., Sustainability & Innovation, Kruger Products.   
 
The following white paper summarizes this discussion in 3 sections: 
 

1.0   Where are Canadian consumers now? 
2.0   What was learned at the roundtable? 
3.0   What should consumer marketers and retailers do next? 

 
To aid in the roundtable discussion, Rogers Media conducted an internet-based consumer 
survey in May 2012 using its magazine subscribers across Canada as the respondent pool.  
Results cited in Section 1.0 “Where are Canadian consumers now?” are based on 550 
qualified participants and referenced as Rogers 2012.   
 
Section 1.0 also includes data from two other recent Canadian studies:                                                          
 
(1) MSC 2011 - “Sustainable Consumption: How Do Consumers Identify Sustainable Products 
and Services?” – multi-method research conducted by My Sustainable Canada (MSC) 
concurrently in Guelph, Ontario and Montreal, Quebec in August-December 2010.  Data was 
gathered via retail intercepts (n=274); an in-home inventory (n=104); and a follow-up telephone 
interview (n=87).        
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(2) C2P2 2009 - “Sustainable Consumption: How Do We Encourage Consumers to Purchase 
Sustainably?” – a longitudinal panel study conducted across Canada in 2008 by the Canadian 
Centre for Pollution Prevention (C2P2).  The participants (n=1036) were drawn from the 
Harris/Decima panel and surveyed three times over the course of the year. 
 
 
The key concepts that provide the foundation for this white paper and that are referenced 
throughout are as follows: 
 
Sustainability: “Sustainability is based on a simple principle: Everything that we need for our 
survival and well-being depends, either directly or indirectly, on our natural environment. 
Sustainability creates and maintains the conditions under which humans and nature can exist in 
productive harmony, that permit fulfilling the social, economic and other requirements of present 
and future generations.  Sustainability is important to making sure that we have and will 
continue to have, the water, materials, and resources to protect human health and our 
environment.” 
                          

    United States Environmental Protection Agency 
 
 
Sustainable consumption:  “Sustainable consumption is the use of goods and services that 
respond to basic needs and bring a better quality of life, while minimizing the use of natural 
resources, toxic materials and emissions of waste and pollutants over the life cycle, so as not to 
jeopardize the needs of future generations.”                      
                                                                            

Oslo Roundtable on Sustainable Production and Consumption 1994 
 
 
The importance of sustainable consumption at the household level: 
 
“Households affect the environment through their day-to-day decisions on what goods and 
services to buy and how they use them, through their decisions on where to live and work, 
what kind of dwelling to have, how to manage their waste and where to go on vacation.  
Although the environmental pressures of an individual household are minor compared to 
environmental impacts from the industrial and public sector, the combined impact of many 
households is an important contributor to a number of environmental problems, including air 
and water pollution, waste generation, habitat alteration and climate change. Moreover, in 
areas such as household energy use, travel and waste generation, material and energy 
efficiency gains have been outweighed by the absolute increase in the volume of goods and 
services that are consumed and discarded.” 
                                     

OECD Policy Brief – July 2002 
 
Consumer purchasing behaviour: 
 
Purchasing behaviour is critical to sustainable household consumption.  It is generally 
recognized that consumer purchasing behaviour is a cyclical process that is repetitive and 
consists of five stages: (1) Problem recognition; (2) Information gathering; (3) Evaluation of 
alternatives; (4) Decision; (5) Post-purchase.   
 
 



  
4	   HELPING CANADIAN HOUSEHOLDS ACHIEVE THEIR SUSTAINABILITY GOALS  

A KRUGER PRODUCTS WHITE PAPER                    
	  

 
 
  
 

 
 
 
 
 
 
The more important a purchase is to an individual consumer for financial, social or personal 
benefit reasons and/or the less frequently it is made, the longer the consumer will take to move 
through the five stages of the buying process.  Although grocery store purchases are generally 
high-frequency and made with minimal consideration, consumers follow the buying process, 
especially when new entries are launched, or when existing brands make significant formula or 
packaging changes or launch line extensions. 

                                                                                  

                                                            Adapted from Mineful.com 
 
 
 
 
 
 
 
 
 
 
  

Problem recognition: The consumer identifies a need or a 
want – e.g.  he or she is out of the product or wants 
something new or up-to-date – or responds to some 
marketing stimulus.                                           
Information gathering: The consumer collects information 
about products from media, friends, store shelves, etc., 
including such things as price, availability, options, and 
features.  
Evaluation of alternatives:  The consumer weighs the 
pros and cons of each alternative against factors of 
personal importance, including the opinions of others. 
Decision: The consumer determines whether to buy.   
Post-purchase: The consumer uses the purchase, 
determines his or her level of satisfaction, and makes a re-
purchase	  decision.	  
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1.0 WHERE ARE CANADIAN CONSUMERS NOW?  
 
As noted above, consumer purchasing behaviour is generally considered to be a cyclical 
process that is repetitive and consists of five stages: (1) Problem recognition; (2) Information 
gathering; (3) Evaluation of alternatives; (4) Decision; (5) Post-purchase.  This section 
summarizes where Canadian consumers are now by organizing research data on 
green/sustainable purchasing behaviour according to stages 1-4. 
 
 
STAGE 1 – PROBLEM RECOGNITION:  Canadian consumers are well aware of the need 
to be green. 
 
 
The vast majority of Canadian consumers claim that they take the environment into 
consideration daily and that they try to make sustainable household purchases.   
 

• 87% claim to give moderate to high consideration to the environmental impact of their 
actions in their daily routine (Source: MSC 2011).  

• 89% claim that they sometimes, often or always seek to consciously buy 
green/sustainable products (Source: Rogers 2012). 
 

 
However, Canadians’ commitment toward green/sustainability varies significantly.  As a 
result, they can be segmented into three types of green purchasers – always/often (41%); 
sometimes (48%); rarely/never (11%). 

 

 

 

 

 

 

41% 

48% 

11% 

Seek to Consciously Buy Green - % of Total Sample 
	  

Always/Often Sometimes Rarely/Never 

Source: Rogers 2012 
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These segments can’t be defined by demographics1, but there are significant differences 
in their green retail shopping preferences and behaviour.  

 

 

 

 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 Rogers 2012 – No significant differences were found between the three segments based on age, income, 
household size and composition, community size, language, province, spending by shopping trip or where they 
typically do their shopping. 
2 MSC 2011 - For the purposes of this study, green/sustainable products were those with third party 

25	  

49	  

74	  

23	  

53	  

86	  

38	  

68	  

91	  

Rarely/never consciously buy 
green 

Sometimes consciously buy green 

Always/often consciously buy 
green 

Retail Preferences/Behaviour-  % Agree by Segment 

Prefer stores with entire green sections 
Specifically go to stores with green products 
Specifically go to stores with a green reputation 

	  	  	  	  	  	  	  	  	  Source: Rogers 2012 
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STAGE 2 – INFORMATION GATHERING:   Most Canadian consumers get their green 
information on everyday household products at the point of sale.  

The information sources used differ by product category.  When retail sources are 
included among the options given to survey respondents, they top the list and are 
especially important for household products.   

 
Top 2-3 Information Sources used by Consumers by Product Category - % of Total 
Sample  

 
Kitchen surface cleaners   

 -      read product labels/stickers (50%) 
-‐ get in-store information (24%)   

   
    Kitchen and laundry appliances 

-‐ ask a salesperson (26%) 
-‐ get retailer handouts/information (20%) 
-‐ read product labels/stickers (20%) 

 
   Automobiles and other personal transportation  

-‐ read newspaper or magazine articles (28%) 
-‐ get retailer handouts/information (14%) 
-‐ ask a salesperson (12%)                                            

 
Source: C2P2 2009                                                                                                                             

 

89% of Canadian consumers claim to seek out information on green/sustainable 
products from various media sources, but the extent and type of their information 
gathering varies significantly by segment.   

• Consumers who always/often consciously buy green are pro-active information-
gatherers and make use of a wide range of sources.   

• Consumers who sometimes consciously buy green also seek information but to a lesser 
extent and from fewer sources.   

• 42% of those who rarely/never consciously buy green don’t seek information at all.  
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Information Sources Used - % of Segment 
 Always/Often 

consciously  
buy green  

 Sometimes 
consciously 
buy green  

Rarely/Never  
consciously 
buy green  

Newspapers/magazine
s 

63 52 37 

Internet/podcasts 62 44 23 
Word of mouth 48 45 20 
TV 38 38 20 
Social media*  34 25 17 
Radio/radio ads 26 18 22 
Other 9 3 2 
Don’t seek info 4 10 42 
• Facebook, Twitter, YouTube, Google+                                                                        

Source: Rogers 2012 
 

The vast majority of consumers in all three purchaser segments shop for groceries once 
a week or more. Therefore, point-of-sale is undoubtedly the highest reach information 
source for green household products.   

Grocery Shopping Frequency - % of Segment 
  Always/Often 

consciously  
buy green  

Sometimes  
consciously 
buy green 

Rarely/Never  
consciously 
buy green 

> once per week 49 41 38 
once per week 45 54 57 
<once per week 6 5 5 

Source: Rogers 2012 
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STAGE 3 - EVALUATION OF ALTERNATIVES: Whether due to confusion or lack of 
interest, most Canadian consumers do not have sufficient knowledge to evaluate 
alternatives and are distrustful of green claims.     

 

Canadian consumers do not recognize which products are sustainable on retail shelves 
nor are they aware that multiple sustainable alternatives are available to them in most 
product categories.  

• When retail intercept participants were asked to select the most sustainable 
product from among their purchases, many of the products chosen were not 
sustainable.  Furthermore, only 19% of these respondents believed that there 
was a competing sustainable alternative to the product they selected (Source:  
MSC 2011).  

 

Consumers have difficulty identifying the most important determinant of sustainability 
for most product categories.  This may be due in part to the fact that different 
determinants are appropriate for different categories. 

             Top 3 Determinants of Sustainability by Product Category  
Open end responses - % of Total Sample 

 
Red Meat 

 
Toilet Paper 

All-Purpose 
Cleaners 

 
Hand Soap 

 
Televisions 

Local  
(36%) 

Recycled Content 
(40%) 

Packaging/ 
Labels  
(25%) 

Ingredients  
(28%) 

Energy Efficiency/ 
Energy Star  
(28%) 

Certified 
Organic  
(23%) 

Packaging/ 
Brand/Labels 
 (19%) 

Toxicity/ 
Ingredients  
(20%) 

Packaging/ 
Brand/Labels  
(22%) 

Packaging/ 
Brand/Labels  
(10%) 

Packaging/ 
Labels  
(6%) 

Cost/Appearance/ 
Quality  
(12%) 

Biodegradable 
(13%) 

Biodegradable 
(10%) 

Cost/appearance/ 
Quality  
(8%) 

                                                                                                                                                        
Source:  MCS 2011 
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Consumers have greater success identifying the most important determinant of 
sustainability when they are dealing with product categories where most or all 
competitors: (a) have agreed on (or have been legislated to agree on) a single defining 
characteristic, and (b) have consistently labelled and/or marketed their brand in a way 
that ensures that consumers know that it has this characteristic.   
 
 

             Top 3 Determinants of Sustainability by Product Category  
Open end responses - % of Total Sample 

 
Refrigerators 

 
Light Bulbs 

 
Vehicles 

 
Batteries 

Energy Star/ Energy 
efficient (69%) 

CFL/LED/Energy 
efficiency (55%) 

Energy Efficiency/ 
Hybrid (56%) 

Rechargeable (55%) 

Cost, Appearance, 
Quality (7%) 

Do not know/did not 
answer (18%) 

Do not know/did 
not answer (14%) 

Packaging, labelling, or 
brand name (13%) 

Packaging, Labelling, 
Brand (5%) 

 Cost, appearance, 
quality (14%) 

Cost, appearance, 
quality (8%) 

Do not know/did not 
answer (13%) 

 
Source:  MCS 2011 
 
 
A high percentage of all shoppers believe that green/sustainable products should be the 
same price as their regular counterparts across all product types.  The only exception is 
fresh food among those who always/often consciously buy green.  For product types 
other than fresh food, price parity is expected by: 

• one- third of those who always/often consciously buy green (32-38%). 
• one-half of those who sometimes consciously buy green (48--53%).  
• the majority of those who rarely/never consciously buy green (60-68%). 

 
Should be the Same Price by Product Type - % of Segment 

  Always/Often 
consciously  
buy green  

Sometimes  
consciously 
buy green 

Rarely/Never  
consciously 
buy green 

Fresh fooda  15% 32% 43% 
Non-perishable foodb  32% 48% 63% 
Non-edibles made 
from organicsc  

38% 53% 68% 

Non-edible syntheticsd  35% 51% 60% 
 
Source: Rogers 2012  
 

a fresh meat, fish or produce  
b  dry pasta, canned/frozen goods, etc.                      
c paper tissues, paper towels, soap, etc.      
d cleaning products, plastics, etc.                                                            
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There are significant differences among the segments when asked “What prevents you 
from buying green?”  However, respondents from all three segments cite price and/or 
lack of availability as primary barriers.   

What Prevents You From Buying Green - % of Segment 
  Always/Often 

consciously  
buy green  

Sometimes  
consciously 
buy green 

Rarely/Never  
consciously 
buy green 

More expensive 53% 74% 75% 
Lack of availability 55% 47% 28% 
Not as good quality 14% 19% 18% 
Low priority 1% 6% 28% 

                                                                                                                                                    
Source: Rogers 2012 

 

Furthermore – and importantly - a substantial portion of each segment distrusts claims 
that products are green/sustainable. 

What Prevents You From Buying Green - % of Segment 
  Always/Often 

consciously  
buy green  

Sometimes  
consciously 
buy green 

Rarely/Never  
consciously 
buy green 

Don’t trust marked 
products are actually 
green 

29% 39% 43% 

                                                                                                                                                    
Source: Rogers 2012 

 

 

 

  



  
12	   HELPING CANADIAN HOUSEHOLDS ACHIEVE THEIR SUSTAINABILITY GOALS  

A KRUGER PRODUCTS WHITE PAPER                    
	  

STAGE 4 – DECISION:  Other considerations outweigh environmental impact when 
consumers make their purchase decisions.  Thus, typical Canadian households have few 
green/sustainable products on hand.    

 
Considerations such as performance and cost generally outweigh environmental impact 
when purchase decisions are made.  
 
 
Top 3 Purchase Decision Factors Cited by Consumers by Product Category - % of Total 
Sample  
 

  Kitchen surface cleaners   
-‐ effectiveness (63%) 
-‐ time & effort required to use (55%) 
-‐ health & safety (51%)  

        Kitchen and laundry appliances     
-‐ durability (87%) 
-‐ cost (63%) 
-‐ environmental concern (55%) 

        Automobiles and other personal transportation  
-‐ easy to drive (58%) 
-‐ cost (54%) 
-‐ health & safety (51%)                                                                                                                                                                              

 
Source: C2P2 2009 
 

Data provided by respondents who completed an in-home inventory of 115 product 
categories found that    green/sustainable products2 were on hand in 25% or more 
households in only 8 of these product categories.    

Green/Sustainable Products in 25% or more Households 
- % Total Sample 

Refrigerator 50 
Coffee 45 
Dishwashing Liquid 43 
All Purpose Cleaner 38 
Glass Cleaner 33 
Dish Washer 30 
Front Loading Washing Machine 27 
Toilet Paper 26 

 
Source:  MCS 2011 
 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2 MSC 2011 - For the purposes of this study, green/sustainable products were those with third party 
certification (e.g. Energy Star, Ecologo, Certified Organic, etc.) and/or those given a favourable 
sustainability score using a sustainability scoring system developed specifically for this study. 
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2.0 WHAT WAS LEARNED AT THE ROUNDTABLE?  

Following a review of available research data, the roundtable participants focussed on 
addressing two key questions:  

• Who is the green/sustainable consumer in Canada?  
• What can industry do to increase sustainable household purchasing in Canada?    

Who is the green/sustainable consumer in Canada? 
 
Green/sustainable consumers in Canada are neither readily definable nor easy to reach 
because they cannot be described by using demographics such as age, gender or 
community size.  The research cited in Section 1.0 as well as proprietary research conducted 
by the roundtable participants’ firms indicates that green purchasing behaviours in Canada can 
only be characterized and segmented  based on psychographics and/or lifestyle variables.  
Therefore, consumers who claim to consciously buy green cannot be easily reached through 
media sold on the basis of demographics.   More innovative approaches to reaching and 
educating these consumers are needed.  
 
It is difficult to understand green/sustainable consumers because study respondents’ 
self-reported green/sustainable purchasing behaviours are undoubtedly influenced by 
“social desirability bias”.  “Social desirability bias” occurs when respondents answer 
questions in the way they think the questioner wants them to answer rather than according to 
their true beliefs.  It “leads to over-reporting of what is socially desirable, under-reporting of what 
is not, and confounds attempts to examine the nature of relationships between the variables 
under study” (Nancarrow and Brace 2000).   This bias explains why Canadian consumers 
exhibit a strong attitude-behaviour gap when it comes to sustainable household purchasing.  For 
example, it is probably why the vast majority claim that they try to make sustainable household 
purchases, but the vast majority also report having a relatively limited inventory of sustainable 
products in their homes.   
 
Available research suggests that green purchasing difficulties start at STAGE 3 – 
EVALUATION OF ALTERNATIVES in the consumer buying behaviour process, but they 
actually begin at STAGE 2 – INFORMATION GATHERING.  Manufacturers and retailers 
contribute substantially to consumer confusion at this stage because their efforts are based on 
achieving competitive advantage.  This has led to a proliferation of new brands, new products, 
and line extensions whose minimal to significant differences in performance versus existing 
offerings have led to charges of “green washing” and growing consumer distrust of 
green/sustainable products. 
 
 
What can industry do to increase sustainable household purchasing in Canada?    
 
We can’t continue working based on competitive advantage.  It is contributing directly to 
consumer confusion about, and distrust of, green/sustainable products.  This confusion and 
distrust is unfortunate because the research and development generated by the sustainability 
movement has increased available knowledge about product sustainability and led to notable 
product improvements.  
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Pre-competitive industry collaboration is needed if the current consumer situation is to 
be addressed effectively and reversed.    The extent of consumer confusion and distrust is so 
great at this time that it will take cooperation among all of the key players in various product 
categories to mount an effective re-education program. 
 
Retailers and manufacturers must work together.  Point-of-sale is the most effective place to 
reach and educate the consumers who are likely to actually purchase green/sustainable 
products.  This is because point-of-sale is both the source of information most commonly used 
by consumers and the source of information that the vast majority are exposed to on a frequent 
basis.  
 
Other stakeholders must be engaged as well.  Manufacturers and retailers involved with 
household products have not done a good job of working with governments at any level to help 
achieve progress in sustainable household consumption.  The media need to do a better job of 
educating consumers in order to counter false perceptions that may be undermining purchase 
decision-making in-store.  The media also need to recognize companies that are making 
significant improvements in their sustainable procurement and production practices in order to 
build consumer trust in the products being offered.  NGOs need to be brought into the 
discussion as well since they are a key information source for consumers, government and the 
media in the areas of sustainability and environmental protection.    
   
Some issues associated with increasing sustainable household consumption will require 
long-term action, but others can - and must - be addressed more immediately.   The long-
term issues need to be identified, discussed and debated in sets of 3-4 in order to motivate the 
continued participation of key industry players.  Short-term actions must focus on consumer re-
education. 
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3.0 WHAT SHOULD CONSUMER MARKETERS AND RETAILERS DO NEXT?  

Retailers and manufacturers must begin the consumer re-education process as quickly as 
possible.  Their first steps should be to: 
 

(a) Direct all of their research and messaging toward those who claim to 
“always”, ”often” or  “sometimes” consciously buy green/sustainable household 
products.  Efforts directed toward these consumers has the potential to have an 
immediate marketplace impact whereas efforts to convert consumers who “rarely” or 
“never” consciously buy green will undoubtedly be wasted in the short term.   
Furthermore, given the importance of focussing on the top two green purchaser 
segments in the short term, plans to study green/sustainable consumers based on 
demographic variables should be revised immediately.  The knowledge gained from 
conducting demographically-based investigations will be of questionable value because 
it will include responses from people who “rarely” or “never” consciously buy green.  On 
the other hand, all future green/sustainable purchasing and consumption studies should 
employ the best practices available to avoid ”social desirability bias” (see Nancarrow and 
Brace 2000 for optional approaches).   
 

(b) Determine and adopt standardized point-of-sale messaging.  Consumer re-
education requires meaningful, easy-to-understand product information.   Retailers and 
manufacturers must agree on the information they will all provide and on common 
terminology.   The options for point-of-sale means to convey this information are: (a) 
standardized package labelling; (b) shelf labelling provided by retailers; and (c) 
separating green from regular products in-store.   The means selected for any given 
product category should: 

• help educate consumers about what is “green/sustainable” in their grocery stores. 
• help educate consumers about what makes a product “green/sustainable”.  
• allow consumers to determine which components of “green/sustainable” are 

meaningful to them as individuals and make their product selections accordingly. 
• help re-build consumer trust in the information being presented to them on-shelf 

and in the companies behind product offerings. 
 

(c) Ensure that pricing practices for “green/sustainable” products and/or line 
extensions are not inadvertently contributing to price misperceptions.  Many 
consumers may believe that green/sustainable products should not be higher-priced 
than comparable regular products because they assume that green claims are based on 
reducing product ingredients and therefore product cost.   If there are no cost differences 
between a brand’s green and non-green entries, manufacturers and retailers should 
ensure that their retail prices are the same. 

Consumer price perception is also strongly related to promotional pricing.  A green 
product that is not on deal as frequently or isn’t discounted as deeply as its regular 
counterpart will also be perceived to be more expensive, even if it is priced the same off-
deal.   Manufacturers and retailers should use duplicate promotional patterns for regular 
and green brand options. 
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(d) Employ third party certifications with caution.  Consumer awareness of many 

certifications is limited for a variety of reasons.  One common reason is because they 
have not been well-marketed by certifying organizations, which are typically non-profits 
with budgetary restrictions.  Also, the long-established practice of having companies pay 
for certifications in order to help certifying  organizations cover the costs of processing 
applications and updating criteria has encouraged the perception that they are available 
for sale, which undermines their credibility.   Therefore, companies that are using or plan 
to pursue a specific third party certification must ensure that it is not vulnerable to 
criticism.  They must also be willing to help promote the certification in order for it to 
have awareness among and be meaningful to their customers.  And, most importantly, 
they must not encourage over-use of the certification device since this will likely confuse 
consumers further. 

These steps will begin the process of re-educating consumers, but they may not be enough to 
completely reverse the current situation.  Therefore, once program development is underway in 
any given category, retailers and manufacturers must field research and/or tracking studies to 
measure the effectiveness of the tactics selected for implementation.  These studies can also be 
used to uncover longer-term issues that need to be addressed via further collaborative efforts. 
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