M 020101030235PCT/ SG2008/ 000337 - 1 - ADVERTI SI NG DI SPLAY SYSTEM Fi el d of
the Invention This invention relates to the provision of advertising
nmessages in association with the display of products in a retail shopping
envi ronment. Background of the Invention Typically in a retail grocer such
as a SuperWAPZREO3IZfyper mar ket , Conveni ent Store, Heal PRY/S&2BELNIIY store or
other retail environnent, the nunber of products carried varies from 1, 000
to 50,000 itens (or Stock Keeping Units); however, the nunber of itens

pur chased by shoppers varies fromsingle itemfor specific needs
(filler-gap) to a full bas j.n r vgiﬁgy no nore than 30 itens.
To hel p shoppers nake deci%&%ﬁ%(; 2 Qﬂim? eters provide

comuni cation devices to inform educate and encourage purchases. Exanpl es
are post er spidfdiggbakneediansdel as TVs/LCD di spl ay screens, shopping cart
posters, hanging nobilTes, floor stickers etc. Today, shopping has evol ved.
Shoppers want information at the tinme they shop e.g. check out organic
products, pfoduényenrhinn aedagkat bpn trewrcvhsliesnt ef gldvarddsihgw salt etc.
The nost idgasabecalh AsdRia¥Ras! wSHOPREA S1ikPeself Of &RckBein a

shel ves/ di S’glﬁ%& ar%.\/\here theaﬁro‘gucts are di splayed or along the aisle
right in fr Sedr © T r?é“’stS 2t% are di spl ayed. Because over 70% of
shoppers do not carry a shopping list (over 20 years of research, POPAZ -

Poi nt-of-PLgégmgqu&‘ tirsd RgvbReidt ute), the "nonent of truth” to help
i nfl uence a shopper becomes all Tnportant for brand marketers.

Typically in a retail grocer such as a Supermarket,
Bypermarket, Convenient Store, Healthy & Beauty store or
other retail environment, the number of products carried
varies from 1,000 to 50,000 items (or Stock Keeping
Units); however, the number of items purchased by shoppers
varies from single item for specific needs (filler-gap) to
a full basket shopping but averagely no more than 30

items.

To help shoppers make decisions, retailers and marketers
provide communication devices to inform, educate and
encourage purchases. Examples are posters, digital media
- such as TVs/LCD display screens, shopping cart posters,
hanging mobiles, floor stickers etc. Today, shopping has
evolved. Shoppers want information at the time they shop
e.g. check out organic products, products that are gluten-
free, cholesterol free, low salt etc. The most ideal
location to impact shoppers therefore are the
shelves/display areas where the products are displayed or
along the aisle right in front of where the products are
displayed.

Because over 70% of shoppers do not carry a shopping list
(over 20 years of research, POPAI - Point-of-Purchase
Advertising Institute), the “moment of truth” to help
influence a shopper becomes all important for brand

marketers.



- 2 - For the retailers, hel ping shoppers buy one nore is a strategy to

i nprove the basket site and increase transaction value. Furthernore, it
takes 3 - 5 seconds to attract a shopper (referred to in Shopper Marketing
practices as the "first nmonment-of-truth”") and 7 - 10 seconds to este a

pur chase dE@r&OHLEhoi ce (the "second noment - of - t r ut hPEYSCROY0AERY
categories of products, shelf visibility is a challenge, Either the
products packagi ng have small surface.,areas and cannot effectively

comuni cate the nessages or displayin them t oget her (shelf facings) are
insufficient due to the proliferation of many brands in the category
fighting for shelf faC ngs or they are usually dom nated by the market

| eaders whireb ged idwninest,fReipgsy shesphbesiuyresiegnerienisaamy categories
are al SO CQUSLLALNA, QalBYeS PRDAS ScPLGEL VEnd ihdebisae them For exanpl e,
in the detergent“ctategory it Is not unusual to find strong colours in red,
bl ue or or &ngesateiide VadRi-ng distinction is difficult to get shelf
standout and hel p shoppers | ocate the products. Another problemis

visibili tyi?g?ﬁ%fugﬂ%{alita'&gﬁe f3a— Csats%g:gﬁ ) dra2% A Qﬂb’ﬁﬁér di spl ayed at

eye level attra shoppers. Products displayed out of this critical centre
or eye-|evdreSar¥et o o FHAPPEF MEVERS1as Frey-ss Aics&88 b SHoppers. As
such adver hbskbRg-dmdirathehi ahes7 ar e1d meebhanttd marel p shoppess: a) | ocate

b) provi de sgoipel ) iRl QLHB! h QLG GRbERE-o£ - truth”) .

For many categories of products, shelf visibility is a
challenge. Either the products packaging have small
surface areas and cannot effectively communicate the
messages or displaying them together (shelf facings) are
insufficient due to the proliferation of many brands in
the category fighting for shelf facings or they are
usually dominated by the market leaders which get the most
facings. Aesthetic designs in many categories are also
constrained by how shoppers perceive and define them. For
example, in the detergent category it is not unusual to
find strong colours in red, blue or orange. Hence, making
distinction is difficult to get shelf standout and help
shoppers locate the products.

Another problem is visibility. The central area of a
category as well as products displayed at eye level
attracts shoppers. Products displayed out of this
critical centre or eye-level suffer from low turnovers as

they are missed by shoppers.

As such, advertising media vehicles are important to help

shoppers:
a) locate
b) provide compelling information/education
c) develop awareness for new products

d) provide alternatives



c) devel op awareness for new products d) provide alternatives e) assist
shoppers to nmake good decision f) comruni cate additional information over
and above what is on the packaging etc. However, in a tine-conpressed world
t oday, sho‘Bgers want shopping to be feat. Mdst nedia vehicles avail able are
ei ther notWBRWHE2Ehel ves and hence cannot hel p shopp@f&S¢80EIHPEEL i vel y
make purchase decisions, Also, a shopper wal ks past 300 itens (SKUs) in 10
seconds, hence it is quite difficult. for many nmedia such as TV, wall
posters, hanging nobiles and the Iike that are either not |ocated on the
shel ves or near &he shel ves_where products ar géggi%ed or do not flow
with the shopPef's ¥ty SPRPPRES s%"oﬁ’ﬂiﬁggg?sl e. For exanple, a TV or a
poster at the efil r ancemphichgestdditionajnipReryatirthevesr $nfel pful . Al so,

over 70% of shopper syia,NghaRaye & shepphegakisé <l over 50* do not have a
brand in mnd, so at the point-ofsale, the nediumclosest to the displayed

products is the nost critical. Mdst TVs, on or near shelves, also run on
| oops so armewaskryeiy aigeimghcanpreffestioved FedaakceRarprest iadt 10 seconds

tﬁ devel op s?a.ggpgﬁ&ij{!@rbé &%seommub Lcaldan, _vaageres ta\}aﬁ.ﬁ&bﬂlél yrainlikely a
shopper woul d_stand waiting to.be entertained, However ing an

adver ti si nGHTE8F uR? brPt HE'Ss ﬁbﬂfé X (?Pcfncf"ﬁ%m\:,\vvglyeqﬁ sgi’é%?%%ed product s
i.e. diffidul effecteasly oakef prreimsepreddcionas iAlsray 2bFbeRPeNd create
accessi bi | iyl xsSSYEE-300 items (SKUs) in 10 seconds, hence it is

quite difficult for many media such as TV, wall posters,
hanging mobiles and the like that are either not located
on the shelves or near the shelves where products are
displayed or do not flow with the shopper’s journey in the
shopping aisle. For example, a TV or a poster at the
entrance of the store is unlikely to be very helpful.

Also, over 70% of shoppers do not have a shopping list and
over 50% do not have a brand in mind, so at the point-of-
sale, the medium closest to the displayed products is the

most critical.

Most TVs, on or near shelves, also run on loops so are not
very useful and effective. It takes more than 10 seconds
to develop and deliver the communication, hence it is
highly unlikely a shopper would stand waiting to be

entertained.

However, placing an advertising medium on the shelves can
get in the way of displayed products i.e. difficult to
reach out for the products as it may block and create

accessibility issues.

Also to be meaningful and deliver a comprehensive brand
message, the brand name, the product visual (packaging
identity), the advertising medium must be large enough to
cater and integrate the different communication needs.

However, large size gets in the way and obstructs trolleys



Al so to be neaningful and deliver a conprehensive brand nessage, the brand
nane, the product visual (packaging identity), the advertising nedi um nust
be Iar ge enough to cater and integrate the di ffer ent commupireaidoegy (71
However, |arge size gets in the way and obstructs trolley eweﬁS‘Ju

are pushed along the aisle or hurt shoppers if they becorre bartier

the damage to the advertising nmediumis extrenely costly, requiri ng not
just replacenent units hut field operati ngj cost for replacing them A
darmaged adverti sing medi um whi ch does not*work or poorly mai nt ai ned | eaves
a bad Inpression and damege the advertised product's reputation and the
brand' s i mageri'®n fhegxtremdE)ed cstang Fas Rk s1e0oTHeuy sbenpethiidnt i on
enabl es adver tiigyg brabes ilairrierbe puesentied danmedied afy ady@eantinko

duct s di spl n;shelwl o) e e i nvvhlch
Pt is readily Sﬁ‘i‘ﬁﬁﬁgag L o2y O AbgPadl Ll SRhAIAARR

ers’ can
advertising nmes¥igé ﬁ%\P L0 FRR" cﬁf’é’s *RBE2GEI ith*fhe way of the

di spl ayed pr'i)ducts or shoppers Summary of the Invention,
A damaged advertising medium which does not work or poorly

maintained leaves a bad impression and damage the
advertised produét’s reputation and the brand’s imageries;
an extremely costly issue.
10
The present invention enables advertising material to be
presented immediately adjacent to products displayed on
shelving for sale to a size and orientation in which it is
readily visible so that shoppers can immediately read the
15 advertising message but in a manner which does not get in
the way of the displayed products or shoppers.

Summary of the Invention.

20 According to the present invention there is provided
product display shelving for supporting products for
display at a retail outlet, comprising: :

a ‘shelving structure including a bank of vertically
spaced shelves forming open fronted spaces for“products to

25 be displayed; and

one or more advertising panels each attached to the
shelving structure so as to be held upright with opposed
panel faces exténding outwardly from the shelving so as to
be readily visible to observers looking along the

30 shelving;

wherein the or each panel is attached to the shelf
sttucture by a single attachment at or near the front of
the uppermost shelf of the bank of the shelves and is of
elongated form with its longitudinal dimension vertical

35 such that the panel hangs from the attachment to extend
vertically across a plurality of the shelves and wherein
the attachment providés a resiliently flexible moﬁn;ing of .

Amended Sheet
IPEA/AU



20 According to the present invention there is provided product display
shel ving for supporting products for display at a retail outlet,

conpri si ng: a shelving structure. including a bank of verticall
spaced shel ves form ng open fronted spaces for products t88§§q}86%9 ?iyed,
and one or nore advertising panels each attached toXefévesidPViZg’

structure so as to be held upright with opposed panel faces extending
outwardly fromthe shelving so as to be readily visible to observers
| ooki ng al ong the 30 shel ving; wher @i the or each panel is attached
te the shelf structure by a single attachnent at or near the front of the
upper nost shel f toé gadrelbankpcoimithewshglngesoantknits oof tied @ngat egydyor m wi th
its longitudina j S| i . .SUC s | fromthe
attachment to egltp%rlld% %e??%%ﬁlv ggéjo%lggppﬁir{ﬁ%tt ngngf‘%ogE%i'y s “and
wherein the attB?:’FﬁfﬁhPrp?llbi’/?cd:e\é‘%“?%saillqngnﬂ? W@giﬁfet’??ot:’rﬁf’i‘-ﬁ’g‘%f t he
panel to perm tbgwitrgirrgunpverependf tchétpametiganayufwamlyt s out wardly
proj ecting ofi epiefd@Ankf okitogkedoDYRnP€hS OThtQk-rOLERL JIRWI NGalseRg the
front of the shg Vt%b”j%c?\‘lj\%sté) reLyrn the panel to its upright outwardly 5
projecting orientation én the ihnterference with a person or object ia
renmoved.

The attachment may be provided by attachment means

- comprising a first attachment member attached to the shelf
10 structure, a second attachment member attached to the
panel and a resiliently flexible connector connect.ing the
first and second members to permit relative movement

between them and said swinging movement of the panel.

15 Brief Description of the Drawings

Amended Sheet
IPEA/AU



attachnment may he provided by attachnent neans conprising a first
attachnent nenber attached to the shelf is structure, a second attachnent
menber attached to the panel and a resiliently flexible connector
connecting the first and second nenbers to permt relative novenent
'bet ween t WO BAY?8%i d swi ngi ng novenent of the panel PCBAF#PS988%Er i ption of
the Drawi ngs Anended Slate 1PBAJAU - 6 - In order that the invention may
be nore fully explained some particul g _embodinments will be described wth
reference to the acconpanying drawings in which Figure 1 illustrates a
shelving structure fitted with advertising panels in accordance with the
present invention;

In order that the invention may be more fully explained

some particular embodiments will be described with

reference to the accompanying drawings in which:

Figure 1 illustrates a shelving structure fitted with
advertising panels in accordance with the present
invention;

Figure 2 illustrates the form of a panel blank from which
panels of the kind illustrated in Figure 1 can be
produced;

Figure 3 is a side view of a panel mounting;

Figure 4 is a perspective view of part of the panel

mounting; and
Figure S is a top view of the panel mounting.

Detailed Description of the Preferred Embodiments

Figure 1 illustrates product display shelving comprising a
shelving structure 10 including a bank of vertically
spaced shelves 11 supported in a supporting framewoxk 12
comprising a series of horizontal bars 13 extending along
the front edges of the shelves. These bars can carry the
normal pricing and product identification tags relating to
the products displayed in the spaces between the shelves.
These tags, particularly those mounted along the front of
the lower most shelves are not large and their content is
not quickly noticed or understood by a shopper walking
along the front of the shelves.

In accordance with the present invention a pair of
relatively large advertising panels 14 are attached to the
shelving structure 10 at the front of the uppermost shelf



Figure 2 illustrates the formof a panel blank from which panels of the
kind illustrated in Figure 1 can be produced; Figure 3 is a side view of a
panel nounting; Figure 4 is a perspective view of part of the panel
nmounting; and Figure 5 is a top view of the panel nounting. Detail ed
DescriptidWO&Fw@%B&?referred Enbodi nents Figure 1 il| §STAat8%833duct

di spl ay shelving conprising a shelving structure 10 including a bank of
vertically spaced shelves 11 supported iin a supporting framework 12
conprising a series of horizontal bars 13 extending along the front edges

of the shelves. These b can rry,.t nornmal _pricing.a ct

i denti ficati%on"t aagg? e}feglh r?é’rfgg?h‘éy%lr g%ﬁéfs%?%%? afea I n@gﬁ% gfglmces

bet ween t hex$igafies. oThesallyagson pere istelainry shode Yrodat e82diBhg the front
of the | owefisaBsk shelyaswaze Nobkidf g8 oagdthbeife BOMHENt ERSHh NOt qui ckly

noticed or undersiood by A,shopper, validing 8! ong,digd hAngy ol the shelves,
I n accor dafce W the present ‘Tnvention a §a| rof Telativel y | arge
adverti si ngopatens 19 vrichaetienees t3¢ tpeeshetvt mef stheuerare 49 at the

front Sf thﬂxleufaaewm;} Sheldture dnd gana? h&x&&ﬁh@zlri]:ﬁlb'hgb& fddh t hei L

opposed pa aces. 15 extendin ut war m t he shel vin as to be
readi ly visiDl ’ém’fl%é:() esrovearssqf’ooﬁ?rfb%,\g’legﬁ'yjcﬁggy s%%’l‘c’vsisna. p:‘i‘éc%f%&’nel 14 is
attached t oft fheshtlvery ForacepeelfiFadyya2apomt | HFeE6 ofihFed attaches an

upper part spbithe panele tig1tBershed \drignskhugture and the pane/ hangs
vertically fromthe nounting so as to extend vertically across a plurality
of the shelves, nore specifically across three of the shelves in the

i | | ustrat eGFhar pdvigpetiesitng panels 14 can be large enough to

effectively integrate and communicate the marketers brand
messages including the brand name, the benefits and
attributes of the products, the advertising mnemonics, the
brand imageries and/or the packaging of the product. The
panels are located in proximity to the displayed products
so the shoppers can quickly read the message (typically in
two to three seconds) and make a purchase decision
(typically in 7 to 10 seconds) without the need to search
for the exact location of the products. This advertising
medium acts not just as “brand markers” but also helps
shoppers identify and locate categories of products and

can act as “category markers” also.

Since the advertising panels project forwardly from the
shelving, they are readily observed and read from a
distance to observers looking along the shelving and can
be located to attract shoppers to the product location.
Hence, in a typical retail environment with layout of
shelves and aisles, shoppers can easily locate the
displayed products from the end of the aisle (the main
walkways connecting the aisles). This makes for a very
effective medium to help the speed of locating products on

the shelves.

The advertising panels 14 are of elongate form, being

wider at their top than at the bottom so as to maximize



The advertising panels 14 can be |arge enough to effectively integrate and
comuni cate the marketers brand nessages including the brand nane, the
benefits and attri butes of the products, the advertising menonics, the
brand i mageri es and/ or the packagi ng of the product. The panels are | ocated
in proxi m%92t1§°t1%¥ di spl ayed products so the shopper 8CEaRGM108KIy read t he
message (typically in tw to three seconds) and make a purchase deci sion
(typically in 7 to 10 seconds) w thout the need to search for the exact

| ocation of the products. This adverti%i ng nedi um acts not just as "brand
mar kers" but al so hel ps shoppers identify and | ocate categories of products
and can actthesi™ egpPegery anak &#ishoar sgreis deget herdt wiIrstEhagd panel s

proj ect foruwaddhyef Epaad hiew Fhehvi ag, tideyheadvengeadite thlagemnvedt and read

froma distanc vers | i J t S j nd can be | ocated
to attract ug%pérgs9{?%&{%%}90%%%&?%%&%”%3 Qﬁ%nﬁ%%ﬂlq%gg%t pical retail
envi r onmentShEPPRTE agodt ETLLSHE| v eSharmy tits P89S shbpidet 388n5eaST |y | ocate
the displ ayeed pheddet 57 fécomhbesamticf Hd1® aieghee (the prasabwnal kways
connectng deerdkalilon TN LBRKES/ LA 13 548h%sCOLEELILR ERAI UM Lo help the

speed of | ocating products on t e advertising panels 14 are of
el ongat e f GPPPBEENg TR derrtAeTt RRirce dfra RAAPALT t Pe PBHEBARTE as to
maxi m ﬁe -tha m_oﬁhfeiiigﬁ)qmlgiié&ﬁi&rﬂ?e}@ddmut 1ehebrsiioue awapdsxqi o ecting
into the space_in_fr EE \wher e. : £C
i nt ol erabl gc"anc%'s‘?t PBE%?’S% %o t glggéés%gg%al’gco S %1%@?%1:%?%}‘%.;0%‘%%@“6 out er
edges of tHy paRrerscarer direléay BPVATT t3g°8Hapes Tith RelFper educe the
possi bi | i t sHeflvebst aketicOreandnt So PredaNtEcirRpdr bESi tlondawhge tio= shoppers.
To further reduce the probl emof obstruction the nmountings 16 permt the
panel s 14 t%mg eﬁgc’ﬁv\%%]ﬁ'regmmf‘%%iga%%er#ght forwardly projecting
orientations if knocked by a person or trolley noving along the front of
theI Ishel \éi rm;eaaenserﬁ@&wmotfothbeﬁdsmfmﬂfmr ﬁBOSEtim&ﬁ&headtﬂe slhopper o(rj
trolley ha assed,, The cqnstruction t he.nmount i 16 is.illustrated in
Fi gures 3 ;%ng'.reisgsﬁ%v\mﬁ i tﬁielg"énf’fngut%ees?eegé }r"lr%%n%%n mggnélr"li‘ es an
att achment qremése2at grttachaehhemnher t24e fpanettagmenat fackment nenber 21
for attachmarieit oathesshalnweng stdnwt yrie rapdadceomnent @ 2B connecting the
two attachnen msrrbe;s %1 and 2atooq_1er}eh rorig accr’rggencetrinv\hitﬁ% ermts
swi ngi ng nﬁ‘@h@ AEE BT 1 HE TFanar. @ CORHECtGr 23 Conprises & ellcal spring 24
connect ed tartekbnmett aedwhens Aénbed 22 tmuethert FhgE Wwatsen @hiebul ar socket
25 on the 3fd-acREEE MBIHEmodinedPd Sof Q@ ghnEONNatRlecRbOVESES a _
{ashi on AbSTPPEL8F (T S Bris SPRFBlgH CRE"RBRRI Fy B Saraamsdth o o
flap-1ike mowmben adowd £ikdingont Bhima SugkflapysegietcdbPnatheon of such
S\# ngi ngI m#s&nﬁéntmwﬂ QQEWgﬁﬁim o%ngﬁné’c@dfb'rofriaﬁ? ahi |C|h Pol ds
t he panel, e pan i s at.tached as a w apped-around_ove e sm rane.
The attachﬁ’éﬁ't"e%ﬁﬁﬁ# éf"é%’ eb8°%%?1%%ﬁne&gg8wfﬂ% %heelp\?f‘ﬁ% é?ruct ure by a
clanp, for ssxagpie a strewiskafpshidin ebratti aeVgl,‘tiQalc@ﬁibethﬂlmihed to a
_shelfh of t%ﬁsnshxw%%w@tl%ewm neanspofi i g6 e & iawedtt hrough hol es 26
In the atteg%rqgggtgf a£¥§ all gy_any combination of such swinging

movements. The attachment member 22 is a small frame

which holds the panel. The panel is attached as a

wrapped-around over the small frame. The attachment

member 21 can be connected to the shelving structure by a

clamp, for example a screw clamp. Alternatively, it can

be attached to a shelf of the shelving structure by means

of screws driven through holes 26 in the attachment

member.

To allow for the display of quite large scale advertising



mat eri al each advertising panel 14 may have a depth in the range 450mto
750mm and may typically have a depth of the order of 660mm In order to
m ni m se obstruction the panel width of the bottom of each panel may be in

the range 100mmto 150mm and typically of the order 127mm Each panel nmay
be general 'Y P8¢ %ul ar or may be wider at the top t R&ASS°¢¥#&3%ot t om for
exanpl e, being generally of inverted L-shape or in a nodified inverted

14-shape as seen in Figure 1 which camy he die cut froma blank as seen in
Figure 2, The maxi mumw dth of the upper part of the panel may be in the

range 150mm to 250mm and iical.ly of the ,order. of 200 Varigtions are
posgi bl e dé’&@r?d’i"ﬁg B i%#‘kéeglé:ﬁalg%e??neslpgéemgr IRAR ec{r\lgl’ntg‘ef‘réz eelrs. The

i |1 ustrat edraevgisodp et 5o 15 0mime andvesit | pilsavéybeeyve atlviardedobythmy of
exanpl e onlgrgaRdoeodkehbe nRdickied. t&ofiraxanpl sosthe-Paneknaounting coul d

be attached to.the shelyi tructure in.any_conveni.ent, ner, for

exanpl e, bfaé’(ﬁlugf‘ggﬁ‘eo%ltg%pg"&ﬁamt &Fa %nn%%tm?% ’?%e“‘ggﬁ& s could al so
be by any comgenilefmm nearistmmt apd typismldadefstoodotdrr 1REMY- such

modi fi cati Snapdn¥arhdf iHNgewbkh1 @l dodMahBunat her seopeeolitibe appended

claims. - 10 -a. ai ns . Product display shelving for supporting.
products fdredi&BI %a%lta%l &}ﬁegg?&%mﬁ%& ,exg%‘ﬁ%rar s]?enlg& generﬁf'g’ﬁel vi ng
structure iafcliodrrged Tartlaresf oveit i alddifdpdcenvehtdd dsshepai 9 open
fronted spages fiarrpsoduct Sntienbeadimplayeditapbom a b120REOr sd@X €
adverti si ng‘d‘p%nel S ggch ttached to t sgel i ng_struct ure sg?as to be held
upri ght wi pEBs8d* 10 SF*FEERs" Adi ﬁ'éeo R a7 f Pom the shel vi ng
So as to beaneddirky ke sirbltdet gaobs e¥iars thodkimy dbrigrikelshed®i ng;

the order of 200mm. Variations are possible depending on

aisle and shelf space of different retailers.

The illustrated embodiments of the invention have been
advanced by way of example only and could be modified.
For example, the panel mounting could be attached to the
shelving structure in any convenient manner, for example,
by adjustable clamps and the attachment to the panels
could also be by any convenient means. It is to be
understood that many such modifications and variations
will fall within the scope of the appended claims.



wherein the or each panel is attached to the shelf structure by a single
attachment at or near the front of is the uppernost shelf of the bank of
the shelves and is of elongated formwith its |ongitudina

vertical ' such that the panel hangs fromthe attachment t\gﬂg‘,@ 8&)337
vertically across a plurality, of the shelves and wherein Lol & Bt
provides a resiliently flexible nounting of 20 the panel to permt sw nging
movenent of the panel away fromits outwardly projecting orientation if
knocked by a person or object noving alodd the front of the shelving but to
return the panel to its uprlght outwardly projecting orientation when the
interference W@hiJePSper son 25 or object is renoved. 2. Product display
shelving as clainmed in claim1, wherein the attachment' permts sw nging

nmovenent of the pan?,k abquty, QFY%F’re%‘C ugmtsm; ertegﬁp?%ﬂucﬁﬁngc?ﬁrre?,o 3.

Product display shel'ving as nt- al so
pernits swi ngi ng-TIPEndht2 A56att f%ﬁtzoﬁ?‘mr’dﬁ‘s t hrough the attachnent,
35 4Product’ di spl ay asheéMiing asrwitair@ednéudiny aneard aifnBedrialldy wherein

the attachment gﬁad@doxhsiﬁfgsbto%i@gcmat £PRANS CRIRId HoRpBodddis! o

att achnent rrentg—;r ghe to the-

ong or more advertising panels each attached to the
shelving structure so as to be held upright with opposed
10 panel faces extending outwardly from the shelving so ‘as to
' be readily visible to observers looking along the
. shelving;
wherein the or each panel is attached to the shelf
structure by'a single attachment at or near the front of
15 the uppermost shelf of the bank of the shelves and is of
elongated form with its longitudinal’diméﬁéion vertical
such that the panel hangs from the attachment to extend
vertxcally across a plurality of the shelves and wherein
the attachment provides a resiliently flexible mounting of
20 ‘the panel'to permit swinging movement of the panel away
from its outwardly projecting orientation if knocked by a
person or object moving along the front of the shelving
but to return the panel to its upright outwardly
projecting orientation when the interference with a person
25 or object is removed.

2. Product display shelving as claimed in claim 1,
wherein the attachment permits swinging movement of the
panel about a vertical axis through the attachment.
30 )
3. Product display shelving as claimed in claim 2,
wherein the attachment also permits swinging movement
'_about a horizontal axis through the attachment.

35 4. Product display shelving as claimed in any one claims
1 to 3, wherein the attachment is provided by attachment
means comprising a first attachment member attached to the-
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shel f structure, a second attachnent nmenber attached to the panel and a
resiliently flexible connector connecting the first and second n'en‘oers to
permt relative novenent between them and said sw ngi ng &,ﬁ E) é)/g

panel . 5. Product display shelving as clained in claim4

connector conprises a helical spring connected to one of hY
‘menbers and fitting within a socket on the other of the attachn'ent menbers.
6. Product display shelving as clainmed in any one of. the preceding clains
in which the or. each panel has a depth iAlthe range of 450nmto 750nm 15
7. Product display shelving as clainmed in claim®6, wherein the width of the
or each panel athelifesbotttomeof at$recquanettachnientt henreangeteafthdd@wm to 150nm

8. Product di SmeﬁhelVétﬂgaaSeQiﬁ.émfi Imémbleneomeétlaé 20nd¥ee8di ng
clai ns wherelné wi d ebottomio as to

e top tha
proj ect further rom ﬁea%qsweﬁ\c/:?%% aL"f h?ﬁe? ;?etrﬁ% latt‘('ré' pBTYBIR- 0.
Product di spl ayPSHerdi Repasng| stk FWHiRIeraiHavemest \Mfertéﬁnpa'!ﬂe Maxi mum
wi dt h of the upper part of the panel is in the range 150nmto 250nm

5. Product display shelving as claimed in claim 4
wherein the connector comprises a helical spring connected
to one of the attachment members and fitting within a
socket on the other of the attachment members.

10 '
6. Product display shelving as claimed in any one of. the
pPreceding claims in wh;ch the or each panel has a depth in
the range of 450mm to 750mm

15 7. Product display shelving as claimed in claim 6,
wherein the width of the or each panel at the bottom of
the panel is in the range of 100mm to 150mm.

8. Product display éhelving as claimed in any one of the

20 .preceding claims wherein the panel is wider at the top
than at the bottom so as to project further from the
shelving at the top than at the bottom.

9. Product display shelving as claimed in claim 8
25 wherein the maximum width of the upper part’ of the panel
igs in the range 150mm to 250mm. '
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