
THE VR/AR EXPERIENCE @ PATH TO PURCHASE EXPO
Brought to you by the VR/AR Association (VRARA) in conjunction with the Path to Purchase Institute (P2PI)

The 2016 Expo will bring Virtual Reality/Augmented Reality to life by featuring exhibitors 
who offer a virtual or augmented reality solution for CPG brands, retailers and the trade.

This collaborative effort between P2PI and the VR/AR Association gives participating 
exhibitors the perfect platform to demonstrate how this immersive technology can enhance 
shopper engagement and influence decision-making in any retail environment.

September 20-22, 2016
Rosemont (Chicago), IL
www.Path2PurchaseExpo.com

+

THE EXHIBIT HALL - LIVE THE VR/AR EXPERIENCE!
A select group of companies will be invited to exhibit 
at the Expo to showcase their VR/AR solutions on 
the Expo show floor. These exhibitors will receive 
special recognition as featured participants offering 
the opportunity to experience this promising new 
technology.

VR/AR EXHIBITORS RECEIVE:
• Special identification (via logo or symbol) in Expo show brochure 

distributed to over 200,000 potential attendees prior to the Expo. 

• Special identification (via logo or symbol) in the official Expo Show 
Directory distributed on-site to all attendees. The directory will 
feature a dedicated map and company overview for exhibitors in 
The VR/AR Experience. 

• A 36’ x 36’ floor tile placed in front of each VR/AR exhibitor’s 
booth to drive traffic and engagement. 

• A listing as a VR/AR exhibitor on the Expo website.

•  Inclusion in all appropriate Expo promotional materials, direct mail and email blasts. 

LIVE THE
EXPERIENCE
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By Tim Binder
As we reported in the 
May issue, RFE Invest-
ment Partners recent-
ly acquired the Path to 
Purchase Institute, 
publisher of Shopper 
Marketing magazine. 

The Institute now 
operates in close col-
laboration with Stag-
nito Business Information + Edgell 
Communications, which also was ac-
quired by RFE.

To understand what this change means 
going forward, we sat down with Institute 
founder and CEO Peter Hoyt. Here is the 
edited interview:

Why was the decision reached to sell the 
Institute?
HOYT: We didn’t set out to sell the Institute. 
What we decided to do was to look around 
for a partner to help us take the organiza-
tion to a new level. In fact, until we found 
RFE and heard its proposal, it was very 
unlikely that we would have sold. 

Why did you need a partner?
HOYT: Our work – the work of the Insti-
tute – focuses on the future of consumer 
marketing and the future of retail. We have 
helped bring clarity to the market, but with 
more resources and a few bold strokes, we 
believed we could have signi� cantly more 
positive impact on the industry. We dis-
cussed combining the future of the Insti-
tute with several interested parties. Only 
one suitor, RFE with Stagnito + Edgell, had 
everything we were looking for. As a result, 
the deal was done in record time. 

In situations like this, I think you know 
right away when you’ve found a match.

How will the acquisition and merger a� ect 
the Institute going forward?
HOYT: RFE is offering us substantial eco-
nomic support and professional expertise 
that goes beyond anything we could have 
imagined. The people at our new sister 
companies are resourceful, creative and 
as dedicated to serving their markets as 
we are. So, the biggest difference is that 
we have much greater reach, much greater 
in� uence and much greater access to more 
retailers of every kind.

What does the acquisition/merger mean 
particularly for the Institute’s members?
HOYT: We’re going to need some time be-
fore we can fully answer the question of 
how to best unleash the synergies that will 
result from this marriage, but that’s the 
whole idea – rapid, dramatic and sustained 
expansion in the breadth and scope of ser-
vices that we can offer our members and 
the market at large. 

At the very least, this alliance will usher 
forth a whole new era in the development 
of more cutting edge digital products, data 
resources and publications to help keep 
our members informed of market develop-
ments.

In the immediate future, our new reality 
will have a dramatic and exciting impact on 
the vitality of the Path to Purchase Expo. 
We are in deep collaboration mode with 
our new partners working on seminars, 
symposiums and a promotion strategy that 
will bear incredible fruit for our guests and 
exhibitors alike. 

By Tim Binder
The Path to Purchase Institute, 
in partnership with the newly 
launched VR/AR Association, 
will offer a “VR/AR Experience” at 
this year’s Path to Purchase Expo, 
Sept. 20-22 at Donald E. Stephens 
Convention Center in Rosemont, Il-
linois. Through a variety of virtual 
and augmented reality exhibitors 
and seminars, the Expo will pro-
vide attendees with opportunities to learn about these 
experiences and how they can be leveraged to enhance 
shopper engagement and in� uence decision making at 
retail. Peter Hoyt, CEO of the Path to Purchase Institute, 
and Nathan Pettyjohn, founder and president of the VR/
AR Association and CEO of Aisle411, recently discussed 
VR/AR and the Expo Experience with Shopper Marketing.

How did the collaboration with the VR/AR Association 
come about?
HOYT: We’ve known Nathan for years. He is a visionary 

Taking the Institute to a New Level
A Q&A with CEO Peter Hoyt

Peter Hoyt

In time, our objective is to build an orga-
nization that can serve the market – retail-
ers, manufacturers, agencies and the entire 
ecosystem of touchpoints on the path to 
purchase – in new, different and better 
ways than have ever been offered before. 

 What does the acquisition/merger mean 
particularly for Institute and Shopper 
Marketing sponsors and advertisers?
HOYT: Among other things, the Institute is 
widely acknowledged as a great platform 
through which to raise awareness and drive 
sales of relevant products and services. We 
have been offering a fully integrated suite 
of superior vehicles for years. But that was 
primarily for reaching manufacturers and 
agencies. This new deal brings us reach 
and readership among thousands, actu-
ally tens of thousands of retail executives 
as well. Senior management, merchants, 
store managers, category management – 
you name it. It’s just incredible. 

You’ve never been shy about changing 
the names of the Institute’s events and 
publications, and even the Institute itself. 
Why the change to “Path to Purchase 
Expo?” (See page 1.)
HOYT: Shopper marketing has become a 
very big deal over the past 10-12 years. But 
it is still very much manufacturer led. Our 
merger with Stagnito + Edgell has brought 
us unbelievable reach into the retail com-
munity. Our sense is that the term “path 
to purchase” just makes more sense to re-
tailers than the term “shopper marketing.” 
There’s not much more to it than that. We 
believe that whether you are trying to in-
� uence shoppers to come to your store, or 

and a very capable entrepreneur. When he told us what 
he was doing in this space, we knew we could help him. 
And by doing so, we could add an interesting new facet 
to the Path to Purchase Expo. 

What’s the goal of having a VR/AR Experience at Expo?
HOYT: We will make it enormously convenient for our 
guests and members to explore and learn and gain 
valuable perspective on both the promise and the limi-
tations of the technology today and in the near future. 

PETTYJOHN: The Experience will allow brands and 
retailers to easily � nd, meet and demo some of the best 
solutions on the CPG and retail market for VR and AR. 

Why do you think VR/AR is worthy of this attention?
PETTYJOHN: As consumer behavior shifts to using 
this technology for preplanning and making purchase 
decisions, it’s imperative that brands and retailers be 
there to maintain and grow market share. Now is the 
time to start making the move in exploring and testing 
solutions.

HOYT: There is no question in our minds that this tech-
nology will impact the shopping experience. The de-
gree to which this will happen is unknowable at this 
time. But to spend an hour or two learning about it, 
thinking through how you might employ it for competi-
tive advantage, is an hour or two well spent.

Tell us a little about the VR/AR Association. 
PETTYJOHN: The VR/AR global ecosystem is grow-
ing fast. Given the different hardware, software and 
content development options, it is exponentially more 
complex than even the mobile marketplace, creating a 
need for a connected global community. The Associa-
tion accelerates the market and offers better productiv-
ity and return on investment for the VR/AR Association 
member community, bringing better experiences to 
market.

Editor’s note: Shopper Marketing will explore the world 
of virtual reality and augmented reality as it applies to 
retail with a feature article in the July issue. SM

Virtual Reality, Augmented Reality and the Expo

Nathan Pettyjohn

to plan to select your products or to close 
the sale online or in-store, understanding 
winning strategies and tactics for in� uenc-
ing target segments along the entire path 
to purchase has broad reaching relevance. 

Will you be changing the name of this 
magazine to follow suit?
HOYT: That is not currently under consid-
eration. 

The Expo is returning to the Chicago area 
after two years in Minneapolis. What 
opportunity does that present?
HOYT: The Expo had been in Chicago for 
many years before we decamped for Min-
neapolis. Chicago had been an incredibly 
dynamic market and was very healthy for 
the Expo for a long time. But attendance 
was beginning to taper off, just a little. We 
went to Minnesota for many reasons, but 
chief among them was to let Chicago “lay 
fallow,” just as farmers rotate their � elds so 
the nutrients in the soil can be restored. 

By September, it will have been three 
years since this show, or any related show, 
has been in Chicago. So we think our re-
turn will lead to a triumphant homecom-
ing with a huge surge in interest and at-
tendance. Throw in all the new energy and 
vitality that will be added to the mix by our 
new sister companies, and I think it’s safe 
to say that this year’s show will be among 
the most successful we have ever hosted.

Any � nal comments?
HOYT: I can only say, stay tuned. Merging 
three companies takes a little doing. But as 
Master Yoda would say, “The force is strong 
with this one.” SM
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AS SEEN IN SHOPPER MARKETING MAGAZINE

Virtual Reality, Big Data and Everything You Want to 
Know About How Your Customers Shop
Beck Besecker, Co-Founder & CEO, Marxent

Enhancing Retail Relationships:  
The Value of Communication and Collaboration Through Virtual 
Reality Simulations
Brooks Augustine, Chief Customer Officer, InContext Solutions
Michael Law, Sr. Director, Customer Strategy & Planning, Edgewell Personal Care

Making the Cut: Inside the Devil’s Cut  
Virtual Reality Experience
Emily Carpin, Sr. Manager, Commercial Marketing, Beam Suntory
Courtney Stark, Group Account Director, Geometry Global

Making Shoppers the Hero: Unlocking Virtual  
Reality Experiences to Win at Retail
Kyle M. Ingram, Group Account Director, The Integer Group
Kristin Wesolowski, Director, Integrated Promotions, Kellogg Co.

Besecker

Augustine Law

Carpin Stark

Ingram Wesolowski

Path to Purchase Expo Seminars Include:

To learn more about The VR/AR Experience 
with the Path to Purchase Expo and to 
secure a booth on the show floor, please 
contact Quan Tran at qtran@p2pi.org

To learn more about the VR/AR 
Association, please contact Nathan 
Pettyjohn at nathan@thevrara.com

EDUCATION AS PART OF THE CONFERENCE PROGRAM
Several VR/AR-focused seminars will be intertwined in the educational program at Expo. Expert 
speakers will demonstrate case studies, research and examples of how VR/AR can impact shoppers.


