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Providing safe, convenient health solutions to billions of people is no small feat. Bayer 
operates through a simple foundational vision: Health for All, Hunger for None. With 
nearly 200 consumer brands worldwide in their global portfolio, there's no question 
that Bayer is committed to its mission of improving lives through science.


Providing safe, convenient health solutions to billions of people is no small feat. Bayer 
operates through a simple foundational vision: Health for All, Hunger for None. With 
nearly 200 consumer brands worldwide in their global portfolio, there's no question 
that Bayer is committed to its mission of improving lives through science.




Once that had been established, Bayer wanted the ability to identify sales uplift 
opportunities and optimize the shelf placement of their product. Most of all, Bayer 
needed a solution that would enable them to understand the impact of their decision 
in-store without having to get retailer permissions.


Bayer’s primary goal was to determine how shoppers make their 
purchase decisions at shelf in supermarkets. 

“One way or another, we wanted to do the research to understand 
shopper behavior. Smart Store is the most innovative way to do that 

and we believe that it will bring the most realistic results.” 

Understanding 
Bayer's Consumer 
Insights Problem

Bepanthol already had a strong presence amongst 
pharmacies, with its position as medicated skincare 
contributing to that strength. Before launching 
Bepanthol to supermarkets though, Bayer needed 
to understand how the product should be 
positioned, and how to activate shoppers in a way 
that enhanced their brand equity.


How Bayer Chose Smart Store

When Bayer chose to implement Smart Store, their objective was to essentially create 
a road map that activated shoppers efficiently. As it relates to Bepanthol and their 
consumer insights goals, Bayer needed to track both the product's noticeability and 
sales uplift to better influence purchasing decisions and optimize product placement.



No other pharmacy brand was available in supermarkets and Bayer was one of the first 
to take up this approach. Since they were there planning to do something very 
different, they decided Smart Store would be the best approach as it gave them the 
flexibility to test different scenarios away from competitors eyes and see how shoppers 
behaved at the shelf.



Implementation and Results

Before using the Smart Store insights, Bayer struggled to find an approach to test 
future shopper behaviour before doing an in-store change. 



To solve this, Smart Store’s approach involved testing future shelf layouts with 
Bepanthol placed in different locations as well as scenarios with and without shelf 
strips. Smart Store was able to simulate a 3D supermarket store with over 100 personal 
care products. 







Access to reliable insights also gave Bayer the proof they needed when it came time to 
discuss future plans with retailers. By using Smart Store insights to garner better 
retailer support, Bayer was able to ultimately increase Bepanthol's brand equity.



Additionally, by implementing shelf strips, Bayer was able to guide and aid shoppers in 
the decision-making process making Bepanthol skin, baby, and face moisturizer 
products the most successful brands within their segment. 



Finally, after further analyzing the market share and development of Bepanthol, Bayer 
can now proudly share that their brand is the market’s main brand, with a market 
share of  in 6 months.

Smart Store results showed that the sales uplift could be up to 40% 
when the winning scenario was implemented in store.


8%

Looking to the Future of Consumer Insights

Bayer is excited to use Smart Store insights as a powerful tool to better collaborate 
with retailers by sharing research-backed data. By sharing these insights with retailers, 
Bayer can ensure that shoppers will find the products they want, with ease.




Smart Store insights showed that  of shoppers who interacted with Bepanthol 
purchased the brand. Additionally, there was a higher purchase conversion rate for 
Bepanthol in planogram with shelf strip and shoppers spent more than 2 times what 
they planned to spend.


80%



NIQ Smart Store

With these tools, you can identify shopper decision-making at the point of purchase. 
Smart Store helps you make faster, smarter, more shopper-centric decisions to win in-
store. 



To learn more or schedule a demo of Smart Store, visit our product page here.


Smart Store is a 3D, 360° immersive environment that allows 
you to conduct shopper research in a realistic, flexible 
simulation. 



With it, you can:

 Try different future scenarios.
 Experiment carefully, out of the sight of competitors.
 Test your product in a way that does not interfere with shopping customers.

https://nielseniq.com/global/en/solutions/smart-store/

