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Abstract : Nowadays, the point of sale remains one of the few channels of communication which is not oversaturated yet and
has great potential for the future. The fact that purchasing decisions are significantly affected by emotions, while up to 75 % of
them are implemented at the point of sale, only demonstrates its importance. The share of impulsive purchases is about 60-75
%, depending on the particular product category. Nevertheless, habits predetermine the content of the shopping cart above all
and hence in this regard the role of in-store communication is to disrupt the routine and compel the customer to try something
new. This is the reason why it is essential to know how to work with this relatively young branch of marketing communication
as efficiently as possible. New global trend in this discipline is evaluating the effectiveness of particular tools in the in-store
communication. To increase the efficiency it is necessary to become familiar with the factors affecting the customer both
consciously and unconsciously, and that is a task for neuromarketing and sensory marketing. It is generally known that the
customer remembers the negative experience much longer and more intensely than the positive ones, therefore it is essential
for marketers to avoid this negative experience. The final effect of POP (Point of Purchase) or POS (Point of Sale) tools is
conditional not only on their quality and design, but also on the location at the point of sale which contributes to the overall
positive atmosphere in the store. Therefore, in-store advertising is increasingly in the center of attention and companies are
willing to spend even a third of their marketing communication budget on it. The paper deals with a comprehensive,
interdisciplinary research of the impact of traditional as well as innovative tools of in-store communication on the attention and
emotional state (valence and arousal) of consumers on the food market. The research integrates measurements with eye
camera (Eye tracker) and electroencephalograph (EEG) in real grocery stores as well as in laboratory conditions with the
purpose of recognizing attention and emotional response among respondents under the influence of selected tools of in-store
communication. The object of the research includes traditional (e.g. wobblers, stoppers, floor graphics) and innovative (e.g.
displays, wobblers with LED elements, interactive floor graphics) tools of in-store communication in the fresh unpackaged food
segment. By using a mobile 16-channel electroencephalograph (EEG equipment) from the company EPOC, a mobile eye camera
(Eye tracker) from the company Tobii and a stationary eye camera (Eye tracker) from the company Gazepoint, we observe the
attention and emotional state (valence and arousal) to reveal true consumer preferences using traditional and new unusual
communication tools at the point of sale of the selected foodstuffs. The paper concludes with suggesting possibilities for
rational, effective and energy-efficient combination of in-store communication tools, by which the retailer can accomplish not
only captivating and attractive presentation of displayed goods, but ultimately also an increase in retail sales of the store.
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