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67pc of shoppers visit stores to supplement
mobile research: report
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Lending more credence to the undeniable correlation between in-store visits and mobile purchases, new research

from xAd reveals that two out of three U.S. consumers venture into bricks-and-mortar locations to supplement
product research undertaken on smartphones.

XAd's 2016 Mobile Path to Purchase report, done in collaboration with Millward Brown, studied how individuals in
five different countries leverage their mobile devices to make retail-related purchases. The findings corroborated
the notion that in-store visits still play a crucial role in driving sales on smartphones, as customers appreciate being
able to see and experience a product in real-life before using digital channels to search for price comparisons and
reviews.

"Traditionally, smartphones have been considered an on-the-go' device a good source for quick and easy
information while out and about," said Sarah Ohle, senior director of insights and innovations at xAd. "Now, the
majority of consumers use their smartphones at home as well for retail research, even though all the traditional
devices are still in close reach.

"Compared to 2013, retail shoppers in the U.S. are now 41 percent more likely to use their devices athome and 75
percent more likely to use their devices at a store location," she said.

"With smartphones being used throughout the day, they are not just on-the-go,' but always-on' devices. Shoppers may
have different needs and wants based on where they are, so understanding the differences in intent depend on
where they are in the moment and can help inform messaging tactics."

Keeping bricks-and-mortar afloat

According to xAd's report, 67 percent of U.S. consumers visit in-store locations as part of their mobile research, as
opposed to 47 percent and 45 percent of British and Japanese customers, respectively.
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In-store visits are primarily used for experiencing and touching a product, while mobile research is primarily used to
hunt for reviews and price comparisons.

To capitalize on this trend, marketers can tap into users' locations to better understand their purchase intent and
serve them tailored, relevant messages with engaging calls-to-action. These calls-to-action can also be leveraged to
convince consumers to visit a brand's nearest retail store and make their final purchase there.
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Smartphone browsing is closely linked to in-store purchasing

"While we see growth in online shopping, shoppers are still visiting actual store locations (two out of three
consumers in the U.S. are making trips into stores to complement their mobile research, a 20 percent increase from
justone year ago)," Ms. Ohle said.

"With multiple location touch-points throughout the day, different messages and calls-to-action should be considered
based on where a consumer is in their purchase journey, and where they physically are in the moment," she said.

"Messaging that enforces branding and provides useful information works while shoppers are athome, dynamic
distance showing the closest retail store is beneficial while outand-about, and action-oriented calls-to-action should
be employed while at a business location. By tapping into a consumer's location, retailers not only can provide the
same level of in-store offers as online can, but they can also create an incredibly personalized and tailored
experience to tap into their immediate needs based on where they are in the moment."

Rising trends

The report also found that many mobile shoppers look to make purchases quickly such as within one day. Therefore,
retailers should not wait more than several hours to drive abandoned shopping cart conversions.

Fifty-four percent of U.S. customers still prefer making their final purchases in-stores, as opposed to 25 percent who
make retail purchases on their smartphones. Consumers in Britain and China were found to be early adopters of
mobile payments, suggesting that these platforms should make stronger marketing pushes in those countries.
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Retailers should continuously update their mobile inventory

When it comes to the upcoming holiday retail season, marketers must continue leveraging location data, loyalty
integrations and relevant messaging to drive purchases.
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"This holiday season, retailers should leverage mobile to build better experiences for shoppers and stand out
among competitors," Ms. Ohle said. "Retailers need to be present throughout the holidays on key dates while
shoppers are using their mobile devices to get what they want in their immediate context.

"Retailers can target customers based on visitation habits and trends based on region, day and time and even target
key audiences such as moms' and millennials' to provide more relevant and timely messages."
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