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The Plan:

The Sears Wish Book is steeped in history but a shopper marketing program devised by Reactrix gave it a
21st century twist. Reactrix STEPscape Media brought the retailer's catalog to life at more than 100 shopping
malls across the U.S. to drive sales of its consumer electronic purchases over the holidays.

The interactive STEPscape unit is a highly trafficked infotainment area at a mall. In the Sears example, once
someone stepped or gestured over the projected book, it opened to, say, a page featuring a Sony LCD TV.
Further movements brought up pages featuring items such as wristwatches, which burst out of the floor and
followed shoppers as they walked away. While shoppers were entertained by the high tech snowflakes and
goods, a ticker announced Sears' consumer electronics specials. The game also contained a Brand Posi-
tioning System to help shoppers locate the mall's Sears store. Reactrix, Redwood Shores, Calif., has also
done STEPscape programs with Xbox and THQ.

The Challenge:

In the past, "marketers never had the ability to have this kind of impact because of limited technology and
high costs," said Mike Ribero, CEO of Reactrix. "Now we can touch the person from a brand perspective as
they go through the decision making process, to what P&G calls that critical moment of truth."

Additionally, Sears could choose to focus on different products depending on the demographics of each mar-
ketplace and local conditions. For instance, if a region experienced more that four inches of snow, smart
technology switched the promoted product from a plasma TV to a snow blower. The chain saw a significant
lift in sales of the items features vs. Sears malls that didn't feature a Virtual Wish Book.

The Results:

According to Arbitron research, 84% of mall visitors stop in reaction to the hoopla surrounding Reactrix and
70% will "play" by jumping or interacting in some way. The average players stays for just under 10 minutes,
and 25 million people looked at the displays over a 30 day period.



