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THE PURCHASE DECISION JOURNEY
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DEVICES USED TO ACCESS INTERNET OVER PAST 6 MONTHS
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WEB FUNCTIONA- VALUE I GEEK GOGNOS-
WATCHERS LISTS VULTURES PLATERS CHIC GENTI

Home desktop 97.4) 99,2/ 99,6% 98.3% 10357 1035/
My nersonal laptop 34.8% 85,2 1053 977k 100.9% 11,0%
Office desk top 62.4% 30.9% 105.5/ 94,4’ 113.6% 124.3%
Smartphone 66,1 482 108.1% 93.8% 133.1% 1443
Mobile Phone (nor-gmartphone] 921k 450} 81.7% 124.6% 135,67 125,2)
My work lantop 64.3% 67.7% 1268/ 81.3% 1293 124.0/;
Game console 70,3% 38.5% 90.1% 101,07 1739 162.6%
v 96,3’ 60,0% 78.4% 94,6/ 252.1) 1305/
Tablet ad 1k 430% 98.0% 93.8% 187.1% 1489
iPod 69.0% 36.,5% 83.0% 100,6% | 285.4) 141.6%
Other (pigase specify) 74.4)% an 1423 759 132.5/ 103.1%
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Ao # dovics 201 186 245 235 285 286 @fqw
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SHOPPERS ARE BETTER INFORMED THAN
SALES STAFF

APP ALLOWS CUSTOMERS TO PROVIDE SALES CERKS WITH DATA
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SHOPPERS SEEK HUMAN EXPERIENCES IN REAL STORES
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DRESSING ROOMS DROP DOWN FROM CEILING, RAISE THE SPECTACLE
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- A 3 SHOPPERS NEED HELP EDITING CHOICE
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USER GUIDES ACCESSED VIA QR CODES ON P.O.S. MATERIALS
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SAVING MONEY IS A MUTIPLAYER GAME

APP DISPLAYS LOCAL LIMITED TIME DEALS
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RETAILERS NEED TO GREAT AT DOING SOMETHING SPECIFIC

MIRROR LETS KIDS TRY ON VIRTUAL OUTFITS
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SALE
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BRANDZ
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CATEGORY LEVEL
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COMPETITIVE BUSINESS
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OPPORTUNITY ANALYSIS AT

BRAND, CHANNEL OR CATEGORY
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PREDICTIVE MODELING &

ROI
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Dial investment up and down across the
purchase decision journey

Cross fade experiences
seamlessly across channels

Punch messages and media in and out at )
every step @ﬁ‘éE‘T’EFL
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