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SOURCE: EMARKETER AND JUNIPER RESEARCH
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WHERE DO BRANDS STAND TQDAY’?

SOURCE: FORBES INSIGHTS 2015 RESEARCH



64% OF RETAILERS CONSIDER THEMSELVES |
ADVANCED OR LEADING AT PROVIDING AN

" BUT ONLY 45% OF THEM THINK HIGHLY OF THE EXPERIENCE TH |
OFFER IN THE LAST 1,000 FEET —THE PHYSICAL SPACE A ——==
CUSTOMER MUST TRAVERSE TO MAKE AN IN-STORE PURCHASE |

SOURCE: FORBES INSIGHTS 2015 RESEA
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44% of consumers report
their mobile devices are the
most essential aid to their

purchase decision

-

Source: xAd’s “Mobile Path to Purchase” study



pect ins

>
»
x
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f - 'EVP, Head of Integrated Marketing, ‘\iNeII"s_;Fa rgo -
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For all of mobile’s pér, the brick-and-mortar buyin jouney is very much alive and well

happenln* _

The rlght moblvle ‘

© A ' / strategy can enhance
5 / -
Goal for marketers shouldn’t customer experience

be to replace the offline experience by nurturing brand-
with an online one, but to enable a faster, ___ customer connections

more seamless purchase process a Bl in-store
— i A_.V.
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THE BIG TAKEAWAY.

“IF YOU’RE A BUSINESS THAT IS IN ANY WAY ASSET-CENTRIC BUT HAS A
LARGE BODY OF CONSUMERS THAT IT NEEDS TO DEAL WITH, AND NEEDS
TO UNDERSTAND HOW TO DELIVER SERVICES OR COMMUNICATE WITH
THEM, THEN LOCATION IS A CRITICAL PART OF HOW YOU SHOULD
OPERATE YOUR BUSINESS i ‘
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