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The Four Shelves

Where brands compete now
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The Shelf

Change

Today, a consumer might discover a brand
through a creator, learn more about it online, ask
AT for a recommendation and buy it at a retailer.

Or they might do none of that in that order.

That’s the point.

There are more places
where consumers
discover brands, learn
about them, decide
what they want and
ultimately buy.

And there are more
ways for brands to show
up in those places. Learn online

The physical shelf still

matters. A lot.

There isn’t one
shelf anymore.

There are four.

Buy at a retailer




It used to take significant scale to build significant presence.

You needed distribution, retailer relationships, media
investment and the infrastructure to support it.

Those advantages still matter. But they are no longer the only
way to build a brand.

Today, a new brand can launch online, find an audience,
build a community and create demand long before it earns
meaningful physical distribution.

That doesn’t make building a brand easy.

‘ \\ It does mean more brands get to play.
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[ | shoppers have
purchased a new brand
in the past 6 months 2

of U.S CPG growth is
0 coming from brands
> 0 under $100M in sales 3

1 Accenture, "“Why Digital-First brands Win," 2023
2 Numerator, “New Brand Shoppers Study,’ 2023
3 Circana, "Emerging Brands Fueling CPG Growth,’ 2024
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More
Opportunity.

More
Competition.

More brands having a way in also
means more brands competing for the
same consumer.

Established brands still have enormous advantages. Scale, awareness,
distribution and resources matter.

But smaller brands now have ways to build an audience, create demand
and earn relevance that simply didn't exist before.

A brand that’s been around for 100 years can find itself competing for
the same consumer with one that’s been around for 100 days.

Being big doesn’t guarantee presence.
And being small doesn’t prevent it.

Beam

Vanilla Roast
Whole Bean Coffee

-4 :

Vintage

A CLASSIC
FOREVER

Good
Gather®
Organic
Almgpds

B Ty

WETWT 602 (0g) o 5 BARS 1.6 02 (45g)
— BUILT
DIFFERENT

ROAD

Protein Bar

Dark Chocolate [:
Nut & Sea Salt -

] OLTENFAEE

Vanilla Almond

TRUSTED
QUALITY

A LONG-TIME
FAVORITE

Nécessaire
The Body Wash
Le Nettoyant Corps

METHOD
Men

deep moisture

Body Wash
Juniper + Sage

532 mL (18 FL 02)
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The F()ur Digital Shelf

Where brands are

Shelves —

_ Four shelves.
Retail Shelf T aETR T Cultural Shelf

Where intent hecomes Where brands become
purchase One brand. relevant

Agentic Shelf

Where brands become
recommended
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Four Shelves.
One Consumer.

The four shelves aren’t
separate worlds.
They work together.
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Consumers move
between them
constantly, oftenin

a different order than
brands expect.

Someone might discover
a brand through a
creator, ask Al for a
recommendation, read
reviews and buy itin a
store. Or start in a store

and end up buying online.

Different shelves.

One Consumer.
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presence.
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Presence Can
Create Scale

Today, presence
can create scale

N

In the past, brands needed scale to be seen. Big media,
big budgets and broad distribution created the presence
required to compete.

Today, consumers discover, evaluate and buy in more
places—and influence travels faster. A relevant presence
in the right places can create momentum, expand reach

and build demand.

You don’t have to be everywhere to grow. You just have
to be present where it matters.
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“THE
QUESTION

Where is your consumer?

Today, consumers move across more places, platforms
and influences than ever before.

Can they find you?
Are you relevant to them?
Will you be recommended?

Can they easily buy you?

Will your brand be there?
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