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WRIGHTOBARA

PACKAGING & SHELF
COMMUNICATION

Packaging and POS that guide shopper choice

Inretail, yourarely get a second chance. If the benefitisn’t obvious, if the claimisn’t
believable, orif the shopper feels unsure, they don’t buy. You'll notice that quickly in
rate of sale. It also affects conversion online, because many decisions start on screen
before they happenin store.

Packaging and shelf communication are your “always-on” sales tools. When they are
built from clear foundations and executed with strong design and copywriting, they
help shoppers decide with confidence. That is why investing here canimprove
performance without relying on constant promaotion.



Who this is for:

This service is for product managers and marketing leads who are:

Listed but not selling (the product Launching a new product or range Blending into the category, withno
is good, but the packis not doing and want it to land first time clear standout orreason to choose
enough work)

What you get:

You get the strategic messaging and the finished creative execution, brought together as one cohesive design.

A clear message structure: what the
shopper needs to understand first,
what proof they need next, and what
reassurance removes doubt.

Packaging that communicates the
benefit quickly and credibly, with
design and copy working together.

Shelf communication (POS) that is A coherent system across pack, POS
chosenwithintent and does a single and digital, so the story stays
job well, rather than adding clutter. consistent and the work compounds.

The goalis straightforward: help shoppers choose faster, improve rate of sale, lift conversion, and strengthen
the confidence behind alisting pitch.




How the process works:

Message

Start with a clear foundation

Before you canimprove performance, you need a clear base.
When foundations are fuzzy, packaging tries to say everything at
once. Thatis when benefits become unclear, proof gets buried,
and shoppers hesitate.

In this stage we align the essentials that packaging and POS
must express:

Who the productis for (inreal terms, not overly broad
audiences).

The primary benefit (what changes for the shopper).

The reason to believe (proof points that feel credible in your
category).

The competitive context (what you are up against on shelf).

The in-store reality (where the decision happens and what
the pack must do unaided).

Outcome: A clear foundation that makes creative decisions
easier, faster,and more commercial.

Message

Build a hierarchy that sells

Shoppers do notread packs like brochures. They scan. They compare. They look forreassurance.
Message hierarchy is what makes that behaviour work in your favour.

We create a structure thatlands in three moments:

e Ataglance: The one cue that tells the right shopper “this is for you”.
o Close up: The key benefit and proof, made easy to absorb.
e Inhand: Thereassurance that removes final doubt.

This is also where we solve the most common performance issue: people not understanding the key
benefit quickly enough.
Single SKU vsrange

o Forasingle product, you can often carry more nuance.

o Forarange, the system has to work across SKUs so shoppers can understand the difference
quickly and choose confidently.

Outcome: Amessage hierarchy that improves clarity, belief, and speed of decision.







What'’s included:

Exact scope varies by brand and category, but typically includes:

Packaging Shelf communication System and consistency

Packaging design foryour ¢ Shelf communication concepts e Amessage hierarchy that
product orrange (finished and designs chosen for the job keeps the work consistent
creative) they needtodo across channels

Copywriting support for pack ¢ Asmall,coherent set of assets ¢ Guidance onhow packand
messaging and proof that reinforce the packand POS should work together
Print-ready artwork preparation speed up decision-making in-store, and how it translates
and handover (as required) online

If you have existing brand guidelines and assets, we build from them. If foundations need tightening, we
address that early so designis not guesswork.

If packaging and shelf comms need regularupdates across the year, Ongoing creative support keeps it
consistent without starting from scratch.

Budget:

Typically from £5k

Budgets vary because the scope varies. The biggest
drivers are:

We willrecommend the lightest build that can do the
job properly, with clear boundaries on what’s included.

SKU count: Single product vs a multi-SKU range
Photography/illustration needs: Whether new
assets are required

State of foundations: How clear the message and
proof are at the start

Speed: How quickly you need to move, and how
muchisrollingoutatonce

Next steps:

If you suspect packaging or shelf communicationis limiting performance, the quickest way forward

is a short call to understand the product, the retail context, and what’s currently getting in the way.

Call: +44(0)2080 929279 .
www.wrightobara.com Book a discovery call today
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