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1.Location Matters

2.0ffline Experience Needs to Match
Online In Ease and Personalization

3.Mobile and Location are the Keys to
Bridging Online and Offline Worlds



LOCATION MATTERS
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2 out of 3

consumers in the US are making trips into
stores to complement their mobile research, a
20% Increase from just one year ago.



MATCHING THE ONLINE EXPERIENCE

ngp Retailers Shopped on Mobile
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BRIDGING ONLINE AND OFFLINE WORLDS

LOCATION WHEN LAST AGCESSING RETAIL INFORMATION ON SMARTPHONE
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ID OFFLINE WORLDS
[\
v ‘ How Purchase Was Completed
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The key to connecting with these consumers is
understanding that the locations they visit and
what they’re looking to accomplish influence their
Intent, mindset and behavior
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