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taps, clicks or bricks?

According to your best estimate,
rank where you think today's consumers meet brand messages.

TUNE



taps, clicks or bricks?

According to your best estimate,
rank where you think today's consumers meet brand messages.

TUNE



18

Mb

Mobile Best

taps, clicks or bricks?

Mobile is the winner! Based on TUNE data, mobile is the
#1 place consumers meet brands and research purchases in 2018.

TUNE
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Traffic growth is ALL mobile

Mobile Best

TRAFFIC SHARE BY DEVICE

7%

2015Q4 MWi1sQ1 Wi6Q2 016Q3 01604 01701 017Q2 2017Q3 01704

NI IWOr €O ODENTLY - Iden

TUNE



Mb Even buying is changing: Hard Data

Mobile Best

RETAIL MCOMMERCE SALES WORLDWIDE, 2016-2021

016 017 2018 2019 2020 2021

RETAIL MCOMMERCE SALES

% OF ECOMMERCE SALES
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Where is the money?

TRAFFIC VS. REVENUE: BY DEVICE

44% OF TRAFFIC 61% OF PURCHASES
46% OF TRAFFIC 27% OF PURCHASES
10% OF TRAFFIC 13% OF PURCHASES

TUNE



So the big picture is still the big picture

2018 GLOBAL RETAIL SALES (IN TRILLIONS OF USD)

DESKXTOP MOBILE IN-STORE

TUNE



Context not Channel = Mobile Best

Mobile (Taps) Desktop (Clicks) Physical Location (Bricks)

TUNE



PERCENT MOBILE SHARE OF TOTAL DIGITAL MINUTES

ITALY

MEXKO INDONESIA

Context not Channel = Mobile Best
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Taps

WHERE CONSUMERS MEET BRAND MESSAGES TODAY
67%

46% 45%

41%

MOBILE DESKTOP v ™wim STORS OTHER

Saropbe: 2. 750 TUNE castomens in USA oot UK, Febvsary 2018, Sosrce TUNE

Context not Channel = Mobile Best
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Taps

WHERE CONSUMERS RESEARCH PURCHASES TODAY
70%

57%

MoaILL DEIXTOP SMART SPTAKER STORE OTHER

Sapder 2,750 TUNE cusstomens in USA and UK Fabvaary 2018 Sowrce TUINE

Context not Channel = Mobile Best T U n E



Clicks

WHERE CONSUMERS RESEARCH TRAVEL AND VACATION OPTIONS TODAY
63% 63%

10%
2%

MHORILE DESKTOP = SMARTSPEANER = OTHSR

Soompier 2,750 TUNE customens i USA angd UK, Fabvusry 2018 Sowvce TUNE

Context not channel = mobile best
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Bricks

WHERE PEOPLE PREFER TO BUY "BASIC, SIMPLE, REPETITIVE" PURCHASES
48%

28%
17%
3% 3%
1%
MOBILE ODESKTOP ™ SMART SPEAKER STORE OTHER
Sanpier 2,750 TUNE Cantomers b USA andd UK Felvumy 2018 Sowmce: TUM

Context not channel = mobile best

TUNE



Bricks

WHERE PEOPLE PREFER TO BUY "EXPENSIVE, SPECIAL, OR COMPLEX" PURCHASES

53%

19%

3% 4%

MOBILE = DESKTOP = SMARTSPEAKER = STORE OTHER

Samphe: 2,750 TUNE customens in UISA and UK, Febraary 2018 Source: TUNE

Context not channel = mobile best

TUNE



CONSUMER PREFERENCE FOR PURCHASING ON MOBILE

49%

43%

4% 3%
APPS WEB VOIKCE OTHER

Sorgee: 2,750 TUNT cuntoeners in USA and UK, Febraary 2018 Source: TUNE

Context not channel = mobile best

TUNE
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Mobile Best

“I PREFER TO BUY SMART PRODUCTS..”

Context not Channel = Mobile Best

TUNE
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Mobile Best

“ILIKETO STAY IN TOUCH WITH A BRAND AFTER MAKING A PURCHASE.."

ONLY I¥ IT'S A SPECIAL PRODUCT
ONLY IF IT'S A SMART PRODUCT

SURE. ANY PRODUCT

-
- |
4
B
-
3
S |

Somge: 2. 750 TUNE csstomer s in LISA gnd UK, Felvaory 2018 Sources TUNL
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Mobile Best

“ILIKETO STAY IN TOUCH WITH A BRAND AFTER MAKING A PURCHASE.."

ONLY IF IT'S A SPECIAL PRODUCT
ONLY IF IT'S A SMART PRODUCT

SURE. ANY PRODUCT

4
} |||

Somgie: 2,750 TUNE csstomers in USA gnd UK, Felvoory 2018 Sources TUNL

Context not Channel = Mobile Best

TUNE
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Mobile Best

Reverse Migration: Silicon Valley, meet Main Street

High traffic to high street?

TUNE



Mb and not just the Behemoths

Mobile Best

this is how Missguided do it in real life...
we've broken out of the net to bring you stores for the real world

hd
missguided westfield stratford city,
london

missguided bluewater shopping
centre, kent

e




Mb So what does this all mean - how can | be mobile best?

Mobile Best

1, Recognise that Mobile is not just another channel

2, Understand your customers’ journey & your conversion funnel
3, Measure the right things

4, Unify your data

5, Win the mobile moments

TUNE



Recognise that Mobile is not just another channel

HOW MARKETERS THINK ABOUT INTEGRATED MARKETING STRATEGY

OLD THINKING NEW THINKING
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TUNE

Source: Unicorn Dinossurs Report by TUNE

TUNE



Mb

Mobile Best

User browses
mobie cortert
and oicks on Ads

Measure the right things

Customey does not
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Mobie Web Page

'&@

Aop Store

Converson
Events

TUNE



18

Mb

Understand your customers’ journey & your conversion funnel

Forrester Study:
Marketers measure mobile in the awareness phase, but not in the post-sale phase

“At which of the following points in the cust | y are you ring the s of your bile marketing
efforta 7" (Seiect all that apply)

Only 14% measure mobile at all

Awaroness phase
phases of the customer jourmey.

Exploration and research phaso

B 6 phases
Purchasing (.e., point of sale) phase -
5 phases
Customer use phase (when
customers use the productengage
with the service) B 4 phases
Customer support/assistance 65% B 3 phases
Post sale customer engagement
e es e meres [

loyaity programs, advocacy, etc.) 2%

Base: 30 US erteprae dgtal and moble madketing decision makens
Source: A commissioned study conducted by Fomester Consulting on beha of TUNE, January 2018

TUNE



WHAT DO THE 14% KNOW, THAT YOU DON'T?

“Those that have the right solutions in place are more likely to increase the quality of acquisition, retention, and
engagement as a result, benefiting the business as a whole.”

TAKE ACTION BENEFIT
Evaluate your measurement maturity m Consistent measurement approach across
each phase
Rely on metrics that matter m Target the right customers & foster loyalty

Become more data savvy and determine
what you can truly measure

Embrace advanced measurement approaches m  Calculate the value of mobile & solidify your
case for more mobile investments.

Audit your data

Companies using single unified solutions are more likely to see the greatest
long-term benefits from mobile marketing measurement.

TUNE
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Mobile Best

Unify your data

Discover af the reasons 1o resarve #t Mela.com

NIGHT
FREE

GET ONE EE

Discover all the reasons to reserve at Meka.com
#TakeYours

Encaunter e exchsive visues Mt Mot com has 10 offer you. Do not miss this
cppennty 1o Becoma 3 MeRiwarts menmtr and feceive

+ Exclusive 803 vatves for cur members a3 an early check-in and check aut

+ Up 1 §1,500 USD Resart Credits at any of our Beach Holel Resorts.

« Ky stay froe st any of cur Deach Mote! Resorts®

+ Sing up MelisRwards and et 2,000 wekcome ponts

+ Ootain 70, 000 Melidrewards points which can be mdeemed for & free mght #t ary

of cur Motets in Amerca

Promotion valkd only from June 23ed By 30th. 2010, for reservations betre Decamber
22n8, 20%8.

Enjoy your vacation at the fullest with the exclusive add values.
#TakeYours!




Win the mobile moments - be Mobile Best

Mobile moments - the moments in which a person pulls out a mobile
device to get what he or she wants, immediately and in context -
Forrester




We are trusted by marketers to become Mobile Best
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