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Success is underfoot: Literally.

Graphic advertising for floors is a vital and effective tool in the effort to break through the “noise” of consumer
advertising. These images are particularly powerful because consumers are less likely to expect such graphics
under their feet; most advertising is strategically placed at eye level, making the line of sight zone among the
most cluttered in any given retail environment.

The use of graphic floor images has become particularly important at a time when consumers are checking their
spending habits and tightening their financial belts. Many brand owners and retailers are taking note of these
developments by collaborating on innovative approaches that put the customer squarely at the center of their
advertising efforts.

This customer-centric approach is designed to create a connection between the customer and specific brands.

Retailers and brand owners can do this by creating branded zones that reinforce a product’s identity.

These zones can be created be using a combination of traditional means, such as windows, walls, packaging, and
point-of-purchase (POP) displays, as well as non-traditional mediums, such as indoor carpets, outdoor walkways,
and floors. This store-within-a-store environment helps prompt an immediate and sometimes emotional connection
between the consumer and the brand, helping to build both trust and loyalty.
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A Moving Experience

At the heart of this new approach is an effort to use advertising graphics as a “people mover,” something that will not
only draw attention to a particular brand, but literally pull consumers to a specific area within the retail environment.
The store-within-a-store approach has been used effectively in privately-owned department stores, like Klem's in
Central Massachusetts, to regional retailers like HOM and Dock 86 furniture stores in the upper Midwestern states to
national chain stores like CVS.

An excellent case in point can be found at Klem'’s, a family-owned department store located near FLEXcon's
headquarters in Spencer, MA. Klem'’s, which has been in operation for more than 60 years, offers a wide range of
products, from clothing and household goods to farming and gardening supplies. Although an established business
among the residents of central and western Massachusetts, Klem'’s is never content to sit on its laurels; the family is
constantly looking at new ways to attract and retain customers.

Thus, when Klem'’s decided to adopt an innovative approach towards advertising for one of its mainstay products,
they decided to turn to FLEXcon. They had teamed up with FLEXcon in 2008 for an innovative marketing effort
involving Carhartt, a nationally-renowned work clothing manufacturer. That effort yielded a 31 percent increase

in sales.

In 2009, Klem's hoped to produce similar results with an integrated advertising campaign centered on Scotts Miracle-Gro
Co.'s gardening products.

Jessica Bettencourt, General Manager at Klem's, said she too was ready to see another promotional effort take shape.

"The Scotts’ project came about because we had taken up the Carhartt floor and were looking to replace it,” she
says. "We have a lot of spring and garden business, and we were looking for the appropriate sized vendor for that
project. Scotts has a good marketing department, and we felt they were a company we could deal with for this.”

Ultimately, the goal was to get the same or better sales results as the Carhartt campaign, says Michael Chevalier, a
New Business Development Manager for FLEXcon's Product Branding Business Team. ”

"Klem'’s was poised to do so, and they have a brand owner who is more than willing to support them in their in-store
marketing endeavor,” he adds.

Before After
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Unique Challenges, Unique Solutions

The Scotts’ promotion posed some unique
challenges. Unlike the Carhartt promotion,
which had directed attention to products near
the entrance of the store, the Scotts promotion
was designed with the idea of leading people
through the store to the actual display.

"The Carhartt product is located right at that part of
the store,” Bettencourt says. “The Scotts’ products
are located at the back of the store. We have a lot of
lawn and garden products, but do customers come
in and buy them here or do they buy their dog food
and not buy their fertilizer? If we could get them to

buy it here, it would provide a significant increase.”

“Brand recognition in terms of Scotts was good,” he says. “But many consumers didn’t know they had the
Miracle-Gro brand as well. This would help tie that to the whole lawn care system.”

Chevalier contacted Marc Lapenta, Boston Sales Manager for Scotts, to discuss which graphics the company
could provide that would offer the most dramatic results.

“I had input with the store
as to what images should
be used,” Lapenta says.
“"We decided on three
different images.”

In addition to Scotts’
logo and brand name
products, those images
also included a series
of pests, in the form of
brightly printed bug floor
decals, which

led customers from the
front door, through the
store, and right to the
actual display.
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A Hopping Success

“The FLEXmark product is constructed different from some traditional floor graphics,” says Chevalier, of the
construction that Klem'’s used. “Statistics suggested that they could expect a sales lift of between 7 percent and 16
percent. Our study with Carhartt indicated a sales lift in the 31 percent range.

“This is not just a decal in front of the product,” he adds. “These temporary floor images have an enduring effect on
the customer.”

The eye-catching Scotts' graphics proved a hit with both adults and children, who Bettencourt says would sometimes
lead their parents through the store, stomping on the oversized insects.

"These graphics were a people mover,” Chevalier says. “They drove the traffic to the Scotts’ products. It was great to
see how children reacted, physically jumping up and down through the store.”

LEWn & Garden
Center

This experience helped enhance the customers’ shopping experience, prompting them to interact with the store
environment in a unique and exciting way. Every parent knows that shopping with children can sometimes be a
challenge, but in this case, many kids were excited to move through the store.

"We had seen something similar with the previous Carhartt installation,” Chevalier says. “People were coming up to
employees and referring to the graphics. This time, it was a unique experience for parents and children; they were
forming an emotional connection to the brand, the products, and the store.”
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Dramatic Results

Just as Klem's employees could see the children jumping on the floor graphic bugs, so too could they see a jump

in their sales of Scotts’ products. During the promotional period, Scotts’ products experienced an overall sales lift
of 29 percent, representing an $85,000 increase in sales volume. Specifically, Scotts’ Step Fertilizer and grass seed
sales increased by 18 percent, a sales volume increase of $32,000. The company’s lawn and garden products also

experienced a sales lift of 18 percent, with an associated sales volume increase of $82,000.

Although harder to quantify, the long term results may be even more impressive. The floor graphics helped increase
brand recognition of Scotts Miracle-Gro product, helping to tie that specific product to the brand name. One
consumer actually said he was surprised to learn Miracle-Gro was part of the Scotts family of products, and said the
fact made him more interested in purchasing Scotts fertilizer products.

Lapenta says he was pleased with the reaction to the promotion. “It was beautiful,” he adds. “I hope to put this into
our presentation books for other accounts to see. | went out to Klem's to take a look at it, and it is truly beautiful.”

Bettencourt noted that the promotion brought a lot of fun into the store, as well as new sales.

"With the kids jumping up and down on the bugs and the fun in brought to the store, you couldn’t miss it. We
definitely sold more Miracle-Gro, she says, adding that she is already looking forward to working with FLEXcon on the
next floor graphic promotion.

“I have a couple of vendors I'm thinking about,” she adds. “We would like to drop it into that same kind of format;
anything that adds to the fun. You want to keep customers excited...and moving.”
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About the Author

Jodi Sawyer is a Product Manager for the Product Branding Business Team. She is
responsible for the lifecycle management of FLEXcon's product lines for At-Retail,
OQutdoor and Transit Advertising Markets. Through strategic planning, industry
involvement, and marketing, she works to ensure that FLEXcon products exceed the

expectations of brand owners, ad agencies, ad specifiers and printers. Jodi has 20
years experience working in the self-adhesive materials industry. Among her other
responsibilities, she serves as an information resource on FLEXcon products and self-adhesive applications.
Jodi Sawyer holds a Bachelor of Arts degree in Political Science & Economics from Drew University. She is
a member of the In-Store Marketing Institute and Specialty Graphic Imaging Association. Reach her at
(508) 885-8262, (508) 826-2973 (cell) or e-mail at jsawyer@flexcon.com.

About FLEXcon

FLEXcon is an ISO 9001:2008 worldwide manufacturer of pressure-sensitive films and adhesives for
applications including indoor and outdoor advertising, bonding/mounting, and product identification,
safety, hazard, bar-coded, and primary labels. The company’s Value-Better-Supreme (VBS) product offering
is the most extensive standard product offering in the pressure-sensitive film industry. FLEXcon is also a leader
in developing custom solutions to meet unique converting or application needs. FLEXcon's mission is to
provide its customers the highest quality products with exceptional service. The company is headquartered

in Spencer, Massachusetts, and has operations throughout North America and Europe, with distribution
worldwide. For more information on FLEXcon, visit www.FLEXcon.com.
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Let’'s Talk Solutions

Bring your challenges or next big

idea to FLEXcon and we will work
together to find a solution.
Call us at (508) 885-8200 or visit our

website at www.FLEXcon.com.

Corporate Headquarters

1 FLEXcon Industrial Park
Spencer, MA 01562-2642 USA
Telephone (508) 885-8200
FAX (508) 885-8400
www.FLEXcon.com
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Telephone (508) 885-8440
FAX (508) 885-8355

Product Branding Business Team
Telephone (508) 885-8370
FAX (508) 885-8399
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Telephone (508) 885-8300
FAX (508) 885-8301
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& Sales Centers

North America

FLEXcon Spencer, Massachusetts
1 FLEXcon Industrial Park

Spencer, MA 01562-2642

Telephone (508) 885-8200

FAX (508) 885-8400

FLEXexpress FAX: 1-800-428-4505

FLEXcon Columbus, Nebraska
2021 E. 23rd Street

Columbus, NE 68601

Telephone (402) 562-6131

FAX (402) 562-6054

Europe

FLEXcon Europe Ltd.
Whitworth Road

Southfield Industrial Estate
Glenrothes, Fife KY6 2TF
Scotland - UK

Telephone +44 1592 663 200
FAX +44 1592 663 201
europeinfo@FLEXcon.com

Sales Offices

North America

FLEXcon Pennsylvania
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Telephone (610) 358-2571

FAX (610) 358-5946

FLEXcon Kansas
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Olathe, KS 66061

Telephone (913) 768-8669

FAX (913) 894-5129

FLEXexpress FAX: 1-800-732-4329
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Distribution &
Sales Facilities

North America

FLEXcon California

12840 Reservoir Street

Chino, CA 91710-2952
Telephone (909) 465-0408

FAX (909) 627-4136

FLEXexpress FAX: 1-800-446-4136

FLEXcon Ontario

1020 Lorimar Drive

Mississauga, Ontario L5S 1R8
Canada

Telephone (905) 795-5509

FAX (905) 795-8984

FLEXexpress FAX: 1-800-563-9143

Europe

FLEXcon Europe Ltd.
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1382 JX WEESP

P.O. Box 131

1380 AC WEESP

The Netherlands

Telephone +31 294 491 800
FAX +31 294 430 887
europeinfo@FLEXcon.com

Latin America, Asia-Pacific,
Africa and Middle East

FLEXcon International
Sales Office

1 FLEXcon Industrial Park
Spencer, MA 01562-2642
Telephone (508) 885-8223
FAX (508) 885-8355



