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Agenda

> How has mobile changed today’s
customer?

> How must marketers respond to
this mobile mind shift?

> How do marketers craft a
successful mobile strategy?
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“I was checking my Facebook page on the

phone and I’ve fallen in.”




Customers own many devices

“Which of the following devices do you use?”

Total US online adults: < Q @ @ 10/

Cell phone Laptop Desktop Tablet J

Base: US online adults 18+ (online weekly or more)

Source: North American Consumer Technographics Online Benchmark Survey (Part 1), 2014
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Go online frequently

“How often do you access the internet from each of the following devices?”
Smartphone:

Less than

monthly

o
At least

monthly
3%
At least

weekly
10%

Base: US online adults (ages 18+) who use a smartphone

Source: North American Consumer Technographics Online Benchmark Survey (Part 1), 2014
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And do so from many locations

“Where do you use each of the following devices to access the internet?”

Living room

Cell phone

Bathroom

Work

Coffee shop/
restaurant

Relative/friend’s

house

In stores commute

Outdoors Public transit

Base: US online adults 18+ (online weekly or more) who access the internet on a cell phone

Source: North American Consumer Technographics Online Benchmark Survey (Part 1), 2014
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Mobile devices are skyrocketing

2018 | 686M 3.3B
2012 | 154M 1.1B

SMARTPHONE USERS

Source: Forrester Research World Mobile And Smartphone Adoption Forecast, 2014 To 2019 (Global); Forrester
Research World Tablet Adoption Forecast, 2013 To 2018 (Global)
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Customer expectations are rising

Customers looking for a company on their smartphone expect:

FA
/4 ” O
62% 42% 23%
Mobile-friendly Mobile app Location-specific
website experience

Base: 4,404 US online adults (18+) who use a smartphone
Source: Forrester’s US Mobile Mind Shift Online Survey, Q3 2013
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Mobile Moments: ~

. ¥ A mobile moment is a point in

¥ time and space when someone

& pulls out a mobile device to get
D¢ what they want in their

iImmediate context.




There are three key types of mobile
marketing moments

2 % SR

Borrowed Loyalty Manufactured
moments moments moments
drive discovery deepen create an
established opportunity for

relationships engagement

© 2014 Forrester Research, Inc. Reproduction Prohibited
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Agenda

How do marketers craft a
successful mobile strategy?
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Not all brands are high touch, but all must

strive to be.

B



Seek frequent, high-quality experiences

> Customer
Experience
Index

> Net Promoter

> Customer
satisfaction
surveys

© 2013 Forrester Research, Inc. Reproduction Prohibited

Quality of experiences

Frequency of
experiences

Purchase, use,
and services

(not advertising)
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If you’re in this quadrant. ..

© 2013 Forrester Research, Inc. Reproduction Prohibited

Quality of experiences

*

Expand your

relationships.

Frequency of
experiences

18



Audi extends its value proposition

N
K
4
7
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Disney enhances the park experience
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If you’re in this quadrant. ..

Quality of experiences

Create reasons
to interact more —/L
)¢

often.

© 2013 Forrester Research, Inc. Reproduction Prohibited

Frequency of
experiences
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Nike+ fulfills everyday running needs

7 3 100% -

,.KRun

Bz U.3mi

X 165 O1371"/mi ®1765

1 F*‘ Jessica C. 22.01

2 ‘i You 21.79

It’s a dead heat.
You're neck and neck with Jessica C.
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Johnson’s helps parents get some sleep

Carrier & 12:17 PM [~ Carrier & 12:17 PM [~ |carrier & 12:17 PM [~

Select Music

& 9cf1uww'{ g

* bedtime" -

Welcome to JOHNSON'S® BEDTIME™.

We hope that the tools we provide

will help you and your baby sleep better.
You can track and log your baby's sleep
pattems, ask questions to our

sleep expert, and listen to

soothing lullabies.

Hush Little Baby

sleep log Lullaby and Goodnight

sleep analysis Rock-A-Bye Baby

9 askithe expert Twinkle Twinkle Little Star

124 sl ti
4 3 sleep routine
It's as easy as 1-2-3 to get started. = Frere Jacques

BJ fullapics Raisins and Almonds

(((.))) ambient sounds & more Nighttime Lullaby

Ally Bally

Sleep Baby Sleep

Johnson & Johnson Consumer Companies, Inc. 2011
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If you’re in this quadrant. ..

Quality of experiences

Frequency of
experiences

Improve your
P[]} experiences.
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Verizon adds higher-quality experiences

Verizon FiOS Mobile =

o Verizon Services Corporation »
I Ios Details ) Ratings and Reviews Related

L]
M o b l l e Screenshots [ Phone | iPad

i
- Free . AH Movies AIITVShows Q
This app is designed for both \ |
iPhone and iPad 2nne 2
NICKJI Hw
ik | @HBO Docume:

RICIC O4) Zoey 101 Mike the Knight il
Rating: 12+ 255 ToonNick 256 Nick Jr.

LINKS

License Agreement
Privacy Policy

e

Pokémon: Diamon...
258 BOOM
®© Verizon Information Technologies LLC
Uncle Grandpa
Space Emy
d b
@ HBO Movies View Al >

. _ BV W B
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If you’re in this quadrant. ..

Quality of experiences

Redefine
service and
partnerships.
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Frequency of
experiences
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Partner with digital disruptors
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Create high-touch mobile moments

Quality of experiences

Frequency of
experiences

© 2013 Forrester Research, Inc. Reproduction Prohibited
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Significance of the mobile mind shift

> Customers expect anything they want to be available in
their immmediate context and moments of need.

> Marketers must strive to create mobile moments that
result in useful experiences for their customers.

> Marketers should choose their strategy based on their

company’s frequency and quality of customer experience.

© 2013 Forrester Research, Inc. Reproduction Prohibited
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