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The ENDCAPS are independent, unbiased industry awards 
celebrating and elevating brands for best-in-class digital 
merchandising and PDP activation, but also providing a platform to 
share the latest best practices in order to empower all industry 
leaders to elevate their digital merchandising standards.

Many in the industry still see the digital shelf as a project—but we 
see it as a practice. Achieving true digital shelf excellence isn’t a 
one-time effort; it’s built, refined, and measured over time to keep 
pace with the demands of today’s marketplace.

While awards for advertising are plentiful, digital merchandising 
has never had an unbiased platform to recognize and celebrate 
those who set the standard.

The ENDCAPS change that by uniquely spotlighting the benchmarks 
and best practices essential for lasting digital shelf success, 
empowering practitioners to continuously innovate, measure, and 
elevate their digital presence.



The ENDCAPS assembles a community of industry partners and a panel of 
judges to assess PDPs within select mega categories throughout the year on 
select digital merchandising criteria across key retailers in chosen markets, 
shortlisting finalists and awarding overall mega category and relevant sub-
category brand winners on a rolling category cadence.

PDP nominations and participation are entirely free of charge, making it 
accessible to all eligible category brands, agencies, and solution providers.
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AWARDS PARTNERS

The Digital Shelf Institute (DSI) is a commerce community 
that brings together brand manufacturers, retailers, and 
digital experts. We’re dedicated to developing and sharing 
the best digital shelf practices and strategies to thrive in 
this new era of commerce.

Vizit is the #1 Visual AI platform for digital commerce 
providing ecommerce, creative and marketing teams with 
the first—and only—way to predict, measure, optimize, 
and monitor your content’s effectiveness so you can deliver 
the right content for consumer audiences at scale.

Medium is the marketing agency for retail technology 
solution partners, delivering the strategy, creative, and 
execution needed to drive meaningful engagement with 
your buyers and convert them into customers.

firstmovr is a satellite center of excellence for omnichannel 
education and change management. Through strategic 
storytelling, customized upskilling, and expert advisory, 
we ready leaders not just for what’s next, but for how to 
willfully navigate and lead it.
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The #1 Visual AI platform for digital 
commerce providing ecommerce, 
creative and marketing teams with 
the first—and only—way to predict, 
measure, optimize, and monitor your 
content’s effectiveness so you can 
deliver the right content for consumer 
audiences at scale.



Become a Member of the DSI

Become a member and join the conversation today!

Ask questions Network Stay up to date

https://www.digitalshelfinstitute.org/digital-shelf-institute-become-a-member?hsLang=en


Listen and Subscribe!



April 7-9
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LAUREN LIVAK GILBERT ELI ORKIN ADAM HUTCHINSON

MEGAN LIPPERT CHRIS PERRY OSKAR KASZUBSKI

TODD HASSENFELT

AMANDA WOLFF

PANEL OF JUDGES



100’S OF PDP NOMINATIONS

Thank you 
to all who 

participated!



AMAZON PDP FINALISTS



AMAZON PDP FINALISTS



AMAZON PDP FINALISTS



AMAZON PDP FINALISTS

Congratulations
TO 2024 FINALISTS!



WALMART PDP FINALISTS
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WALMART PDP FINALISTS

Congratulations
TO 2024 FINALISTS!



TARGET PDP FINALISTS
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TARGET PDP FINALISTS

Congratulations
TO 2024 FINALISTS!



WHO WON THE 

AMAZON
BEST-IN-CLASS 

PDP AWARDS?



AMAZON BEST-IN-CLASS PDPS



WHO WON THE 

WALMART
BEST-IN-CLASS 

PDP AWARDS?



WALMART BEST-IN-CLASS PDPS



WHO WON THE 

TARGET
BEST-IN-CLASS 

PDP AWARDS?



TARGET BEST-IN-CLASS PDPS



Congratulations
TO 2024 FINALISTS + WINNERS!

For PDP Finalists, all associated team members and agency partners will receive individual digital certification 
badges. For Best-In-Class PDP Award Winners, each CPG team will receive one physical ENDCAP award and all 

associated team members and agency partners will receive individual digital certification badges. 
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Here are just some of the

PDP best practices 
we’ve codified through the awards...



OVERALL LEARNING

Many brands are employing 
some of the PDP best practices.

But no brand is employing all of 
them, including today’s winners.

“Digital shelf is a practice, not a project.”
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Questions to ask about our PDPs…

To whom 
are we 

speaking?

What do 
they need to 

know?

Is anyone 
doing 

it better?

How are we 
telling our 

story?
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1) To whom are we speaking?

Singling out 
specific audiences 

in PDP content!
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2) What do they need to know?

Main Packshot

Use Cases

Benefits

Cross-Selling

Features

Loyalty

Directions

Endorsements

Ingredients

Packaging Transition

Each content piece of information can speak to an 
important factor in the shopper’s purchase decision!
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2) What do they need to know?
Breaking down all of 
the ingredients for 
what they are and 
why they matter.
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3) How are we telling our story?

IS IT FOR ME? DOES IT WORK?

UNIQUE SELLING PROPOSITIONS (USPs)

Convince the shopper 
they are on a product that 

is right for them 

Demonstrate that the 
product works, remove 

risk as consumer cannot 
see, smell, hold the 

product 

Inform why this product is better than the competition, 
superiority claims, additional benefits, comparisons 

and features.

WHAT IS IT?

Identify the product, 
what it does/main 

benefits and what’s 
included (i.e. size, usage 

cycle, ingredients)

CROSS-SELL

Share your broader family of 
solutions for consideration 

and drive repeat.

Are we telling 
OUR story as 

shopper-
centrically as 

possible?

WHO’S DOING 
BETTER, WHY 

AND HOW?
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3) How are we telling our story?

What is it?

Is it for me?

Does it work?

What else 
should I know?

+ Cross-Sell
+ Closer
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Mobile-Ready Hero Images

Guidelines for Optimal Imagery 
on Small Screens

Showcase the 4 W’s: 

1.  Who is the brand

2.  What it is

3.  Which variety it is

4.  hoW much of it there is

* GS1 is a not-for-profit organization that develops and maintains global standards for business communication. The best known of these standards is the barcode

Objective: 

Make products as recognizable and 
shoppable as possible with 
minimal shopper attention

Basic Hero
 Image

Enhanced Hero 
Image
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Mobile-Ready Hero Images

MORE RESTRICTIVE LESS RESTRICTIVE

Retailer Permission Spectrum
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It can start with simple things…

Simplified Product 
Feature + Size

Callout

Simplified Product 
Size + Out-of-Pack

Callout

Out-of-Pack 
+ Flavor Visual

Callout
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And advance to better things…

Dietary Barrier 
or Requirement

Callout

How-To-Use 
+ Benefit

Callout

Industry 
Endorsement

Callout
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User-Generated Content Opportunities

Consumer 
Survey Data*

Consumer 
Reviews

Consumers’ 
Social Content

Influencers’ 
Social Content

Understand what each retailer allows to 
enable more socially-validated content.

*Out-of-Category Inspiration
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Enhanced A+ Content Integration

Spotlighting multiple social 
influencers for credibility 

and endorsement
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Out-of-Category Inspiration

Direct Review 
Request

Bilingual Reviews
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Designing for New Brand Buyers
Expert EndorsementTop-Selling 

Endorsement

Consumer ReviewCompetitive/Comparative

Celebrity Endorsement

Consumer Survey*

Social

Guarantee*

*Out-of-Category Inspiration
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Designing for New Brand Buyers
Industry SponsorshipIndustry Endorsement
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Designing for Bigger Baskets (Stock-Up)

Hero Value Communication Direct Call-to-Action
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Designing for Bigger Baskets (Cross-Sell)

Alternative Options
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Designing for More Trips (Planned Repeat)

Rewards Programs Gamification + Game Offers
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Designing for More Trips (Planned Repeat)

Sustainability & 
Responsible 

Sourcing
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Designing for More Trips (New Occasions)

Anytime OccasionsEvents / 
Holidays

Use Cases New Opportunities
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Designing for More Trips (New Occasions)

Recipes



CONTENT 
COMPLETENESS

RETAIL SEARCH 
OPTIMIZATION

SHOPPER 
CENTRICITY

MOBILE 
READINESS

SOCIAL + UGC 
INTEGRATION

GROWTH 
INCREMENTALITY

PLAYBOOK

Designing for More Trips (New Occasions)

How-To Instructions New Venues
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Out-of-Category Inspiration
Product Category Education Complimentary Education
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Grocery Visual Trends for 

the Holiday Season
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The Evolution of Content on the Digital Shelf

63CONFIDENTIAL & PROPRIETARY 

The Compliance Era

• Compliance is key
• Historical data, limited benchmarks
• Little ability to optimize for audiences
• Lack of predictive capabilities

The Performance Era

• Performance is imperative 
• AI provides new data on effectiveness
• Predict the impact of content and product 

experience decisions before they’re made
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Attractive visual content is the #1 driver of success
in the “see, scroll, click” attention economy…

Imagery is central to consumer purchasing decisions

happen when the 
subconscious brain is 

processing visual information

95% of Purchasing 
Decisions

consider the product image 
the key element of the online 

shopping experience 

88% of 
Consumers

will be digitally 
influenced by 2027

70% of all 
retail sales

to grab consumers’ 
attention

You only have 
2 Seconds

2

64CONFIDENTIAL & PROPRIETARY 

Add to Cart
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A/B Testing, Surveys and focus groups are too 
expensive and time consuming to scale.

Require time in market and additional spend 
to be able to determine effectiveness.

No ability to predictively measure visual 
content effectiveness.

Traditional research and testing 
methods don’t provide the 
analytics needed to make 
scalable data-driven design 
decisions on the digital shelf.

65CONFIDENTIAL & PROPRIETARY 
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Leading to a widening 
disconnect between the 
people who create and 

syndicate content…

and the people the 
content is created for

66CONFIDENTIAL & PROPRIETARY 
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Acquisition Channels

Brands invest millions to drive 
traffic to product pages but are 
losing high-intent buyers due to 
ineffective content.

Ineffective content is the #1 
reason for lost conversions

Ineffective content can lose you 
up to 40% in potential sales

Retailers

Optimized PDPs

Checkout

INCREASED

Unoptimized PDPs

DECREASED

-  Sales

- Conversion

- SEO

- Loyalty/nps

- Brand recall

- ROAS

- Lost sales

- Lost conversions

- Spend efficiency

- LTV 
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At Vizit we use AI to solve a specific problem- 
measuring, monitoring, & optimizing visuals for consumers at scale

Visual content is critical, 

yet very difficult to 

measure at scale

Vizit uses AI to learn and mimic 

consumer visual preferences

Deep insight and 

measurement of visual 

content at scale 

CHALLENGE AI APPLICATION SOLUTION

68
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Content Understanding 
+ Audience Perspective

Content Analysis + 
Prioritization

Content Strategy +
Creative Brief

Content Optimization & 
Creation Process

Content Reporting &
 Best Practices

69CONFIDENTIAL & PROPRIETARY 

PRE-AI 

POST-AI 
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Soda Image Trends

Image Best Practices: All Retailers

Hero Trend: Product placement on the right

Many of the top scoring hero images across 
retailers featured a close-up shot of the soda, 
whether a bottle or can, prominently on the right 
hand side of the image. 

Carousel Trend: Stylized soda

Secondary images that showed the soda poured in 
a clear glass with ice, often with fruit garnishes, 
were appealing to beverage consumers. 
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Carousel imagery with colorful 
backgrounds, such as these from 
Sprite and Coca-Cola, 
performed well on Kroger. 

Some of the highest scoring 
Target carousel imagery 
featured mixed displays of 
bottles, cans, mini cans, and 
boxed packaging. 

Online beverage shoppers on 
Amazon found primary visuals 
that showcased multipacks to 
be highly engaging. 

Soda Image Trends

Kroger TargetAmazon
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Gravy Image Trends

Image Best Practices: All Retailers

Hero Trend: Orange is the new brown 

Rather than traditional browns, warmer tones like 
orange and red were more likely to correlate with 
higher hero image scores. 

Carousel Trend: Copy paired with lifestyle images

Shoppers preferred any benefit-focused copy to be 
paired with lifestyle or real life visuals rather than as 
a standalone image. 
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Carousel imagery that 
showcases the gravy among 
other aspects of a hearty meal 
scored highly in the Kroger 
competitive benchmark. 

High-scoring hero imagery on 
Target was more likely to feature 
products with wider white 
borders around the packaging. 

Online grocery shoppers 
preferred visuals that showed 
gravy and real food versus copy 
that only extolled the benefits. 

Gravy Image Trends by Retailer

Kroger TargetAmazon
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Frozen Turkey Image Trends

Image Best Practices: All Retailers

Hero Trend: Real and raw

Hero imagery that showed a prepared turkey 
instead of raw or in the packaging scored poorly 
among online grocery shoppers. 

Carousel Trend: Quality assurance 

Similarly, shoppers disliked visuals featuring only 
cooked meals, preferring to see packaging or 
visuals that promoted the qualities of the turkey 
instead. 
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Carousel imagery that eschewed 
the full turkey in favor of smaller 
portions or bites on forks 
performed worse among visuals 
on Kroger. 

Kroger

Compared to other retailers, 
Target carousel imagery 
underscoring the healthy 
qualities of the turkey was likely 
to perform well. 

Target

Online grocery shoppers on 
Amazon liked when carousels 
featured multiple shots of the 
frozen turkey in the packaging.

Amazon

Frozen Turkey Image Trends
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30%

Optimizing Digital Shelf Imagery 
for Global Audiences With New 
Visual AI Capabilities

conversion uplift, measured in 
ordered units30%

faster content development time 
driven by objective measurement 

76CONFIDENTIAL & PROPRIETARY 
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The ENDCAPS will operate on a rolling basis with each mega category launched, 
assessed and celebrated through their own Awards & Insight Summit, takeaway 
playbook and select in-person receptions for full-year awards program relevance.

June
S M T W Th F S

1 2 3 4 5 6 7

8 9 10 11 12 13 14

15 16 17 18 19 20 21

22 23 24 25 26 27 28

29 30

August
S M T W Th F S

1 2

3 4 5 6 7 8 9

10 11 12 13 14 15 16

17 18 19 20 21 22 23

24 25 26 27 28 29 30
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1 2 3 4
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26 27 28 29 30 31

February
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1
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23 24 25 26 27 28

March
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1

2 3 4 5 6 7 8

9 10 11 12 13 14 15

16 17 18 19 20 21 22

23 24 25 26 27 28 29

April
S M T W Th F S

30 31 1 2 3 4 5

6 7 8 9 10 11 12

13 14 15 16 17 18 19

20 21 22 23 24 25 26

27 28 29 30
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1 2 3
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11 12 13 14 15 16 17
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25 26 27 28 29 30 31

September
S M T W Th F S

31 1 2 3 4 5 6
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21 22 23 24 25 26 27

28 29 30

October
S M T W Th F S

1 2 3 4
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November
S M T W Th F S

1

2 3 4 5 6 7 8

9 10 11 12 13 14 15
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23 24 25 26 27 28 29

December
S M T W Th F S
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July
S M T W Th F S

1 2 3 4 5

6 7 8 9 10 11 12

13 14 15 16 17 18 19

20 21 22 23 24 25 26

27 28 29 30 31

ENDCAPS Household SummitENDCAPS Healthcare Summit

ENDCAPS Grocery Summit ENDCAPS BevAlc Summit

ENDCAPS  Beauty Summit ENDCAPS  Pet Summit



HEALTHCARE

OPEN CALL 
FOR PDP NOMINATIONS

OPENING DECEMBER 16, 2024



THANK 
YOU!
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