Cross-device retailing

Connecting the digital dots
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his report on cross-device retailing is

particularly relevant as it comes at a

time when retail brands (both multi-
channel and pure-play) are placing extra focus
on the online shopping journey. It is clear that mo-
bile, defined in this study as both smartphone and
tablet, is fast becoming a go-to means of shopping
for consumers, especially those in the millennial
social cohort who crave instant gratification of
product and content.

Consumers surveyed for this report — 1,000
in total based on a representative sample of the
UK population — are generally positive about the
mobile shopping experience offered by retail
brands. Retailers nonetheless have some way to
go to fully build a truly effective mobile offering
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—and one that integrates with other online shop-
ping platforms in a seamless fashion.

Understanding how consumers shop across
multiple platforms — where, when and how —will
grow increasingly important for retail brands as
the online shopping journey grows more complex
and intricate. With 68% of shoppers surveyed by
Retail Week mentioning using multiple devices
when purchasing a product online, brands that
account for this trend will be best placed to suc-
ceed in today’s digital world.

New technologies, such as smartwatches,
meanwhile, look set to add an extra layer of
complexity to the cross-device shopper journey;
presenting both opportunities and challenges for
retail brands in the near and mid term.
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etail Week’s connected devices survey
R confirms Criteo’s own findings on cross-
device retail ecommerce.

A recent Criteo study, based on its unique
pool of online shopping data covering more
than 7,000 advertisers worldwide, shows that
44.8% of online retail transactions in the UK
have been made on mobile devices so far this
year, up from 29.4% in the first quarter last year.
Clearly, mobile is now about purchasing, not just
researching.

With an average of three devices per house-
hold in the UK*, the customer journey is becom-
ing increasingly complex. Nearly a third of
smartphone users claim they have at some point
researched on a smartphone and later purchased
on a desktop.

* Source: Microsoft, Q4 2014 http://searchengineland.com/
understanding-cross-device-attribution-210114
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Retail Week’s survey backs that up, with 68%
of respondents reporting that they use several
devices for research at least half of the time when
purchasing a product online.

It’s clear that retailers must adjust their mar-
keting strategies. To make the most of this grow-
ing opportunity, brands must engage the multi-
screen user in a consistent and connected way.

In the past, the main barrier to cross-screen
marketing has been the identification of shoppers
across different devices to enable personalisa-
tion. But the future is bright, as new cross-device
technologies provide user identification with
exact matching. This development will radically
change the game in mobile marketing, enabling
retailers to engage and generate incremental sales
from mobile users.
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EXECUTIVE SUMMARY

DEFINING THE CROSS-DEVICE
RETAILING JOURNEY

When Retail Week asked UK consumers to rate the ‘ease of shop”
via the three main online shopping devices...

IS

on her smartphone on her daily commute
based on a friend’s recommendation via
Facebook. She continues in the office on her
desktop and discovers a few retailers that offer
said product for a reasonable price. Back at
home, she decides which retailer’s product
is worth purchasing on her tablet while watching
TV before transacting on her home computer
later that night after putting her children to bed.
The shopping journey taken by Sarah is com-
plex, varied and dependent on a range of social
factors that are becoming increasingly hard
to capture. It provides an example of how the on-
line path to purchase is difficult to understand, let

2 9-year-old Sarah starts browsing for a product

alone track. Retail brands must, however, attempt to
map this journey if they are to succeed in today’s
digital world.

SHOPPING ON THE GO

Research conducted for this report highlights
how consumers are using mobile devices more
and more, both in and out of home, to browse,
search for and purchase items online.
Indeed, 46% of those people surveyed claim

“Retail brands must attempt to
map this journey if they areto
succeed intoday's digital world”

that they had discovered, searched for, and
purchased an item online just using their
smartphone. Quite a statistic, especially given
that this study covers a representative panel of
consumers based on the wider UK population —
meaning young, early technology adopters, who
we would expect to be embracing mobile, make up
arelatively small proportion of the panel.

Data also suggests that the multi-device shop-
ping journey, taken by the likes of Sarah, are com-
monplace, with 48% of consumers noting that they
discover, search, and buy products using mul-
tiple devices (smartphone, tablet and desktop/
laptop) nearly every time/most of the time while
shopping online.
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65%

rate the shopping experience on a
desktop/laptop as either a
nine or 10 out of 10

18-14 year olds somewhat
expectedly rate the ease of shop
on smartphones higher, with

270[0 markingitasa
nine or 10 out of 10

of shoppers say they

S5

of shoppers notethat  of shoppers say they

o of consumers surveyed by Retail
89 Io Week have at least one retail

brand app on their smartphone

309%o

have the
Amazon
app installed

Compared
with 26% for
tablet and
just 13% for
smartphone

Close to 2090 of consumers have
apps from eBay and Tesco installed
on their smartphone, with 9%/0 having
downloaded the Argos app

N

' : ' 6 8 /0 of shoppers use multiple devices when

purchasing a product online at least half the time

;N I

Compared with only 13010 that report that they have
never used multiple devices to make an online purchase

most use their they most use their most use their : i :
mobile devices mobile devices  mobile devices think mobile devices are
to shop to shop to shop not as secure as desktops
at while at 80,0 for online shopping
home travellmg work This is the main stumbling
block to payment
SOURCE: RETAIL WEEK, BASE SIZE=1,000
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EXECUTIVE SUMMARY CHAPTER ONE

CONCISE CONCLUSIONS STANDALONE DEVICES

CHAPTERONE
STANDALONE DEVICES

B 65% of consumers rate the ‘ease of shop’ via desktop/laptop as
excellent, compared with 26% and 13% for tablet and smartphone
respectively

B However, 53% of consumers are fairly happy/satisfied with the ‘ease
of shop’ on smartphones, and 72% on tablets

B 46% of respondents claim they have discovered, searched for, and
purchased an item online just using their smartphone

W 60% of respondents note that retailers are doing a ‘good job’ when it
comes to offering mobile-optimised websites

B Retail brands must get up to speed with the latest consumer-led
technology trends to keep their retail offering relevant and competitive

CHAPTERTWO
INTEGRATED APPROACH

B 68% of shoppers use multiple devices to purchase a product online on
more than, or equal to, 50% of occasions

B 48% say they discover, search and buy products using multiple devices
(smartphone, tablet and desktop/laptop) nearly every time/most of the
time while shopping online

B When asked when they most use their mobile devices to shop, 52% of
shoppers say ‘mostly at home’

o

W Although, 40% feel as comfortable paying for items on their
smartphone out of the home as they are on desktop/laptop

CHAPTER THREE
THE FUTURE OF CROSS-DEVICE RETAILING

B Devising new and innovative ways to drive traffic to online platforms
will become increasingly key as the battle for online traffic intensifies
B The growth in online traffic will be driven by browsing via multiple

devices and it will be important to understand consumers’ browsing
behaviour across devices and their journey from consideration to sale

B New technologies will add an extra layer of complexity to the cross-
device shopper journey; presenting both opportunities and challenges
for retail brands

B Smartwatches are fast becoming popular. Retailers need to consider
what this means for the shopper journey and how they target customers
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M 65%o of UK consumers rate the ‘ease of shop’ via desktop/laptop as excellent, compared with 26%o and
139%o for tablet and smartphone respectively

B However, 53%o of consumers are fairly happy/satisfied with the ‘ease of shop’ on smartphones, and

72%0 on tablets

M 4690 of respondents claim they have discovered, searched for and purchased an item online just

using their smartphone

Il 60%o of participants note that retailers are doing a ‘good job’ when it comes to offering mobhile-

optimised websites

M Retail brands must get up to speed with the latest consumer-led technology trends to keep their retail

offering relevant and competitive

discussion around cross-device retailing
A cannot start without a detailed under-

standing of the individual place of each
online shopping device (desktop/laptop, tablet,
smartphone) within the consumer path to pur-
chase online.

How do shoppers rate the ease of shop on a
smartphone compared with a tablet and desktop/
laptop? Do consumers think that retailers are doing
a ‘good job’ when it comes to offering websites that
are optimised for mobile and tablet? And what are
retail executives’ views on the role mobile will play
within their business in the mid to long term?

1.1 How often do you shop online using mobile
(with a smartphone or tablet)?

More than 5 times a week
1.5% _l

3-5 times
aweek
6.4%

Not at all
45.1%

1-2 times a week
47%

SOURCE: RETAIL WEEK,
BASESIZE=1,000

BREAKING DOWN DEVICE SPEND

Understanding the relationship between online
and in-store selling and how these different rev-
enue streams can be integrated and better under-
stood has been a major consideration for retailers
amid rapid technological change. According to
research conducted for this study, the proportion
of online to in-store sales varies considerably by
retailer and across sector. A fashion retail execu-
tive in conversation with Retail Week stated that,
“online sales accounted for 30%-40% of busi-
ness”, while a head of technology at a leading
grocer reported online sales of just 7.5%.

The breakdown of online spend by device show-
cases the evolution of mobile device retailing in
the UK over the past half-decade (see chart 1.3). So
much so that, on average, the combination of tablet
and mobile device spend is often equal to spend
on desktop/laptop. This reflects rapid increases in
smartphone usage, improvements in mobile web-
sites and increasing consumer familiarity with
smartphone purchasing. This consideration is plac-
ing added pressure on retail brands to improve the
online experience across tablets and smartphones.

Indeed, an unnamed fashion retailer com-
mented to Retail Week that desktop/laptop traffic

1.2 Do you think that retailers are doing a ‘good job” when
it comes to offering mobile apps for online shopping?

SOURCE: RETAIL WEEK,
BASESIZE=1,000
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1.3 Total online spend breakdown by anonymous retailer 40%

Pure-play

Fashion A

N N O O O O B RN AN 10%

Fashion B

N N O O O B 0%

Consumer electronics

Department store

“We continue to see an exponential level of growthin visits
frompeople on mobiles, sointhe context of our five-year
planning we've just assumed that mobile will get to ahout two-
thirds of retail traffic for the online side of the business”
ECOMMERCEDIRECTOR, LEADING FASHIONRETAILER

1.4 Please rate from 1-10 the general ease of shop - overall shopping
experience — experienced across each of the following devices:

50%

30%

20%

0% 20% 40% 60%

[ TABLET I SMARTPHONE M DESKTOP/LAPTOP

as a percentage of total online traffic has fallen
from 80% in early 2012 to 30% in early 2015, as
shopping via tablet and smartphone has grown
more popular. For this retail brand, mobile traffic
now accounts for close to 50% of total online traffic.

SEASONAL PEAKS

Through discussions with numerous retail execu-
tives, it became clear that shopping via mobile
devices is highly seasonal. “Total traffic to our
website was almost 70% via mobile devices at
some points on Black Friday this year,” notes
the ecommerce director of a high street fashion
retailer. As head of ecommerce at a leading etailer
noted:“When there is more urgency to buy things
we see mobile and tablet sales rising at a rapid
clip. Sometimes sales via mobile devices can
reach 50% of total online sales.”

Ensuring that websites, across all platforms,
are fully capable of dealing with seasonal peaks
in traffic will become an increasing challenge for

80% 100%

retailers as shopping events, such as Black Friday
and Cyber Monday, grow increasingly ingrained
in the shopping psyche of consumers.

EASE OF SHOP

When Retail Week asked UK consumers to rate
the ‘ease of shop’ via the three main online shop-
ping devices, desktop/laptop comfortably comes
out on top, with 65% rating the shopping experi-
ence as either anine or 10 out of 10 (see chart 1.4).
This compares with 26% for tablet and just 13%
for smartphone. Survey participants aged 18—14
years old somewhat expectedly rated the ease of
shop on smartphones higher than both the total
population average and any other social cohort,
with 27% marking it as a nine or 10 out of 10.

INVESTMENT IN MOBILE

While the shopping experience on mobile still
lags behind the ease of shop on both tablet and,
most notably, desktop/laptop, it’s not to say that

of shoppers rate the general
! 0/0 ease of shop via desktop/laptop as

Compared with 0 for tablet and just §0/g for smartphone
0 0

I SMARTPHONE
[ TABLET
I DESKTOP/LAPTOP

SOURCE:
RETAIL WEEK,
BASESIZE=1,000

retailers aren’t currently meeting consumer
expectations around the mobile shopping offer.
In fact, 60% of respondents note that retailers
are doing a ‘good job’ when it comes to offering
mobile-optimised websites. Thus proving that
the effort retail brands are putting into investing
in mobile is not going unnoticed by consumers.
Many brands see mobile as an important focus for
2015 and beyond. “We expect exponential growth
of sales via mobile in the mid to long term and are
investing accordingly to meet consumer demand
around this offer,” says an ecommerce director of
aleading fashion retailer. “We are fast becoming
a mobile-first business,” he adds.

MOBILE APPS

With regards to platforms that are best accus-
tomed to displaying retailer interfaces on mobile
devices, the app (smartphone, tablet) is often cited
as the most optimal. But do consumers use retail-
ers’ apps instead of a web browser? And is engage- »
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1.5 Do you think that retailers are doing a ‘good job” when it comes
to offering websites that are optimised for smartphone and tablet?

SOURCE: RETAIL WEEK,
BASESIZE=1,000

“Our current website isn't responsive
-we'reintroducing anew fully
responsive site ina couple of months’
time and will be putting alot moreinto
digital online advertising and pushing
our mobile site”

ECOMMERCEDIRECTOR, LUXURY FASHIONRETAILER

ment anywhere near levels seen for apps linked
to social media engagement?

The study conducted by Retail Week shows
that 89% of UK consumers have at least one retail
brand app on their smartphone, with global giant
Amazon, at 30%, by far the most popular mobile
application among our panel. Close to 20% of con-
sumers have apps from eBay and Tesco installed
on their smartphone, with 9% having down-
loaded the Argos app. The same trend generally
holds true for tablets, with Amazon coming out
on top, followed by eBay (see chart 1.7.)

Despite the popularity of apps on mobile
devices, survey evidence from Retail Week suggests
that shoppers not only use retailers’ applications to
shop, if installed on their smartphone. For instance,
55% of consumers who downloaded the Amazon.
co.uk mobile app report also accessing Amazon’s
UK site via their web browser on a frequent basis.
For reference, 25% and 21% access Amazon.co.uk
via only the app and web browser respectively.
The finding highlights a level of indifference from
consumers towards shopping solely on mobile apps
and that the web browser remains fundamentally
important in the online path to purchase.

SOURCE: RETAIL WEEK,
BASESIZE=1,000

“| think mobile sales arereally
important and, asretailers, we're
quite early inthe journey interms

of trying to understand the role of
mobile and how that's going to shape
the next10-to-15 years”
ECOMMERCEDIRECTOR, LEADINGFASHIONRETAILER

FINGER ON THE PULSE

Retail brands that have invested in mobile
and tablet retailing have generally reaped the
rewards as well as getting a jump on those who
have yet to, or were slow to, venture into this
space. Brands should not rest on their laurels;
however, as highlighted by the head of ecom-
merce at an international fashion retailer who
states: “We’ve seen a slowing down in sales
growth via tablet, which we believe could be
down to the move towards larger smartphones.
There is definitely a grey area here. It’s something
we’re monitoring closely.”

This highlights how retail brands need
to monitor key consumer-led technology trends
if they are to keep their retail offering rel-
evant and competitive. Shopper behaviour and
preference can change quickly; leaving some
technology redundant and brands struggling
to rejig their retail offering. Recent history is
littered with examples of brands, both retail
and beyond, that have paid the price for
being slow to react to changing consumer
demands.

1.6 Have you ever discovered, searched for and purchased an item
online just using your smartphone?

“Thereisalot of talk of wearables,
internet of things and new disruptive
technologies. But we're still focusing
onimproving the shopper experience
across mobile and tablet. Weneed to
get thisright”

ECOMMERCEDIRECTOR, LUXURY FASHIONRETAILER

“Providing shoppers withsites
optimised for each mobhile deviceis
now vital, if you want to be considered
atruly modern-day retailer. It'sno
longer a“nicetohave™
ECOMMERCEDIRECTOR, PURE-PLAY RETAILER

TOPTIPS

criteol..

YOURSITE'SMOBILE-OPTIMISED.
YOURAPPISUP.DON'TSTOP THERE!

. Fullytagallyour propertiesto leverage advertising
vehicles across mobile and desktop
Activate your campaigns onall devices

. Use datafromall your advertising partnersfor
optimisation power

. Promote app usage, notjust downloads
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CES 2015-TOP
TECHNOLOGY TRENDS

HeldinLas Vegaseveryyear, theInternational Consumer Electronics
Show (CES) attractsmorethan 3,600 exhihitorsand 170,000
visitors. ltistheworld's leading technology showcase, with closeto
20,000 productslaunched across theevent over four days. Retail
Week analysed some of the key trends fromthis January'sevent.

o Augmented reality: Smart eyewear wasontheagendaat CES
2015. Brandsare hoping to build upon thebuzz created by Google

1.7 Please list which retailer

Glass, while avoiding the challenges that promoted Googletostop
sellingitswearable headset.

o Virtualreality: Virtual realityisentering themass market, witha
numberifshowcases at CESdisplayingarange of affordable headsets,
withpricesstarting at $25(£16) andrisingto $1,000 (£657).

o 3D printing: The 3D printing spacegoesfromstrengthtostrength.
Therewasfurtherindicationat CES that printersarebecomingmore
affordable, necessaryfor widespread consumer adoption: XYZ Print-
ingofferstwoprintersthatretail forunder $500 (€328).

B apps you have on your smartphone

I apps you have on your tablet
M websites you access on a frequent basis from your tablet or smartphone

e Fashion-focused wearables: With growthinthe wearables
marketshowingnosigns of abating, the dashtoproduce
fashionableand functional piecesisaheightened priorityfor tech
companies. Thesmartwatchwill continuetobe theflagbearer
forwearablesin 2015, butexpectanewwaveof wearablesto hit
theheadlinessoon.

o Smartwallets: Publicconcernsaround datasecurity, following
breachesfrom big-box retailers and amid general worriesaround how
dataarehandled, havesparked smartwallet development andsecure
paymenttechnologyvia hiometricauthentication.

Amazon

eBay

Tesco

Argos

Asda

Next

Sainsbury's

Debenhams

1

Asos

Boots

John Lewis

Morrisons

House of Fraser

Topshop

New Look

M&S

Ocado

Game

Dorothy Perkins

Zara

Homebase

Gap

Mango

oﬁwwmwmmwﬂﬂquﬂﬂ

ul
o

SOURCE: RETAIL WEEK,
BASESIZE=1,000
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Il 68%b0 of those surveyed use multiple devices to purchase a product online - on more
than, or equal to, 50%0 of occasions

M 47.8%b say they discover, search and buy products using multiple devices (smartphone,
tablet and desktop/laptop) nearly every time/most of the time while shopping online

@ When asked when they most use their mobile devices to shop, a majority of 52%o of shop-

pers say ‘mostly at home’

M Although, 4090 feel as comfortable paying for items on their smartphone out of the home,

as they are on desktop/laptop

etail brands have been busy develop-
Ring effective shopping platforms for all

devices independently of one another;
improving the usability of websites, optimising
sites for smartphone/tablet and ensuring the ease
of shop is as smooth and seamless as possible. The
next and obvious step for retailers is to develop
a shopping experience that is not just seamless
across one device, but across all. With consumers
increasingly using different devices across numer-
ous locations and at different times of day, retail-
ers that offer the ‘best’ cross-device retailing expe-
rience are those most likely to succeed in today’s
digital world. Indeed, 68% of shoppers surveyed
by Retail Week mention using multiple devices
when purchasing a product online more, or equal
to, 50% of the time. This compares with only 13%
that say they never used multiple devices to make
an online purchase (see chart 2.1).

STUMBLING DOWN THE PATH

Retail brands need to consider which devices are
used more frequently in the different stages of the
path to purchase, if they are to target consumers
effectively. Of those surveyed by Retail Week, 60%
say they prefer to use a desktop/laptop to discover
new products (step one, see chart 2.3). This percent-
age increases to 69% when searching with intent
to purchase (step two, see chart 2.4) and 75% when
making the purchase (third and final step, see chart
2.5). Interestingly, this finding implies that UK
shoppers are still somewhat hesitant to use mobile
devices (tablet, smartphone) as the path to purchase
nears its conclusion. Mobile devices are therefore
still mainly seen by consumers as tools to browse
for products from an idea-generation standpoint.

UK SHOPPERS ARE STILL
SOMEWHAT HESITANT TOUSE
MOBILEDEVICESAS THEPATHTO
PURCHASENEARSITS CONCLUSION

2.1 Which statement do you agree with most?
| discover, search for and buy products using multiple devices
(smartphone, tablet and desktop/laptop)__ online.

Nearl ti
On the odd ear g;‘éeo;oy ime

occasion
6.7%

Once in a while
12.4%

Most of the time

24.2%
5090 of the time

20.5%

SOURCE: RETAIL WEEK,
BASESIZE=1,000
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WILL APPLE PAY BE SHOT IN THE
ARMFOR MOBILE PAYMENT?

Thelaunchof Apple Pay—amobile paymentanddigital wallet service by AppleInc—inthe UK later this
year couldactasthe catalystofchange, ifthetechnology giantcanleverageitshrandstrengthtoaddress
consumersconcernsaroundsecurity. Thissentimentwasechoedbyafashionretail executive, whonotes
that, “weknowhowimportant Apple canbeinterms of moving populationstothink that somethingis
veryessential. Wewouldn'thaveidentifiedin2009and 2010 that we'dall
decideatabletwasveryimportanttous, but this cametopass.”

Evidence already suggests that Apple Pay has made astrongstart
intheUS, accounting for $2 out of every $3 spent onall purchases using
contactless paymentacrossthemainthree US card networks. Indeed, US
grocery retailer Whole Foods Market has seen mobile paymentsincrease
hy400%, while PaneraBread hastold Applethat Apple Pay accountsfor
80%ofall mohile payments.

10ur gy,
" S
Wi hout h‘?;
Waller

2.2 When do you shop from your mobile (smartphone or tablet) device?

Sometimes outside

Rarelzy a& home
of hgme, at work -2%

Rarely outside of home,

2.2%

Sometimes outside
of home, while
travelling
5.6%

Sometimes
at home
8.4%

Mostll a(t, home
Mostly outside 52.1%

of home, at work
11.7%

Mostly outside
of home, while
travelling
15.7%

SOURCE: RETAIL WEEK,

BASESIZE=1,000 Not much difference in home or out of home

while travellin
0.5%

Rarely outside of

home, at-lwso‘;‘llo( ments around the mobile device shopping offer

2.3 Which device do you use most for casually
discovering/researching new products online?
Please rank the concepts in the order of importance from 1-3

70% I SMARTPHONE
60% I TABLET
I DESKTOP/LAPTOP

50%

40%

30%

20%

10%

0%
1 2 3

(MOST IMPORTANT) (LEASTIMPORTANT)

09/ LAPTOP

most for product discovery
SOURCE: RETAIL WEEK, BASE SIZE=1,000

This trend holds true across all sectors — fash-
ion, grocery, home improvement — but to vary-
ing degrees. Consumers use mobile devices to
discover, search for and purchase products to
the greatest extent in the fashion and health
and beauty space. For instance, 37% of shoppers
report using mobile devices to discover fashion
items online. Retail brands within this space
therefore need to understand consumer require-

if they are to be successful. In contrast, research
from Retail Week indicates that consumers are
less likely to use mobile devices to shop for
consumer electronics and home improvement
products.

THE PAYMENT CHALLENGE

The main stumbling block is payment and, more
specifically, concerns related to the security of
online payment via mobile devices. Indeed, 68%
of survey respondents report that they don’t think
mobile devices are as secure as desktops for
online shopping. This payment hurdle is hamper-
ing brands in their attempts to engage with shop-
pers across every digital touchpoint in the path
to purchase. Learning, or understanding, how to
convert casual browsing on a mobile device into
atransaction will be a key consideration for retail
brands in the near to mid term.

Unlike in most emerging-market nations, from
Colombia to China, shoppers in the UK and much
of the so-called Western world remain hesitant
when it comes to purchasing on mobile devices.

14 |March2015
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2.4 Which device do you use most to search for new products
online with the intent to purchase? Please rank the

concepts in the order of importance from 1-3 from1-3
70% I SMARTPHONE 70%
60% LR 60%
Il DESKTOP/LAPTOP
50% 50%
40% 40%
30% 30%
20% 20%
10% 10%
0% . 2 3 0% .
(MOST IMPORTANT) (LEAST IMPORTANT) (MOST IMPORTANT)

90/g LAPTOP

when searching with intent to purchase

SOURCE: RETAIL WEEK, BASE SIZE=1,000

This story is not new. Mobile as
a means of payment has long
been heralded as the ‘next
big thing’ in retail, but a
combination of a lack of
consumer appetite and
willingness among dif-
ferent entities — tech
companies, financial
institutions, retailers
themselves — to spear-
head its development has
seen its evolution stall.

“I think when payment
cards were first introduced
people were quite sceptical, like
my mum wouldn’t pay with a card
she’d go to the cash machine next door and
then go and pay. But it’s an evolution and we’ll
get there eventually,” explains an anonymous
pure-play retailer executive. “It will become
super easy to pay via phone eventually, secure
and acceptable. Like all these things, it just takes
time,” they add.

UNDERSTANDING LOCATION

The ability to use mobile devices in any location
with connectivity — via wi-fi or 3G/4G data usage
—is the defining characteristic of these platforms
as a means of shopping. It’s therefore important
for retail brands to understand where shoppers
most use their mobile devices, in order to better
target marketing communications and product

mobile devices as not
desktops for onl

8%

of survey respondentssay they see

Source: Retail Week

5%

2.5 Which device do you use most to complete a product
purchase? Please rank the concepts in the order of importance

I SMARTPHONE
[ TABLET
Il DESKTOP/LAPTOP

2 3
(LEASTIMPORTANT)

of shoppers say they use a

LAPTOP

most to complete a purchase

SOURCE: RETAIL WEEK, BASE SIZE=1,000

messaging. When questioned about
what devices are used to shop
at different times, an ecom-
merce director at a global
fashion player note that,
“in the evening it’s the
tablet and then desktop
during the day, and at
commute time it’s more
mobile phones, it’s quite
interesting. During the
weekend we see more
tablet usage for shopping”.
When asked by Retail
Week in what location they
most use their mobile devices
to shop, a majority 52% of shoppers
say ‘mostly at home’. In comparison, 16%
note shopping on their mobile devices outside
of the home while travelling and 12% whilst at
work. This indicates that mobile is as important
as desktop to engage with users when they are
at home.

The ‘second-screen’ trend is applicable here,
with people increasingly browsing on their
mobile phones while watching TV at home.
Indeed, 27% of shoppers report that they have
used a mobile device to go online and instantly
purchase an item seen being advertised on TV.
The key takeaway here is that retailers should
not think that mobile is only suitable for certain
types of purchases, such as making taxi bookings
and for paying at restaurants.

beingas secureas
ineshopping

“Online shoppingis no longer about
how consumers engage with the brand
viaonedevice atacertaintime of day,
butrather how they interact withthe
brand 24/7 across all the devices

they have to hand. It's a complicated
network of digital touchpoints”

HEADOF TECHNOLOGY, LEADINGFASHIONRETAILER

“We have struggled for a series of
years with aseparate mobile site and
aseparate desktop site, what that
doesis create separatesets of
problems and IT requirements, it
creates editorial inconsistencies”
HEADOF TECHNOLOGY, LEADINGFASHIONRETAILER
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CROSS-DEVICE CHALLENGES

A. TRACKING DIFFICULTIES

Analytical platforms exist allowing retail brands
to split out online spend via desktop/laptop, tablet
and smartphone. But understanding how shop-
pers get to the point of purchase on one device is a
considerably more difficult challenge. When ques-
tioned about how to track the consumer shopping
journey across multiple devices, an ecommerce
director from a leading fashion retailer simply
say, “we don’t”. He went on to comment that, “the
big challenge is that there isn’t one path to pur-
chase, there are multiple upon multiple ways of
customers purchasing a product. One customer
doesn't have a single way of using their device.”
This underscores the difficulties retail brands have
in tracking the modern-day consumer journey.

B.INVESTMENT PRIORITIES

Ultimately, whether to invest in understanding
this journey comes down to a question of business
priorities. Pure-play retailers are far more likely to
place the understanding of the cross-device retail-
ing higher up on their agenda compared with those
running a multichannel business. “It will be higher
up the agenda of retailers that don’t have a bricks-
and-mortar presence given the nature of the busi-

ness. For us, it’s really ‘what is digital doing to our
bricks?’ — this plays a much bigger role,” explains
an ecommerce director of a leading fashion player.

C.CONSISTENCY ACROSS SITES

“We all talk about a single view of the customer
but actually what the customer needs is a single
view of the retailer,” notes an ecommerce director
at a consumer electronics retailer. This comment
sums up the importance of ensuring website con-
sistency across all mobile devices operated by a
retail brand. The same retail executive went on
to say: “We're actively engaged in making sure
things like inventory information, services infor-
mation and terms and conditions, read the same,
look the same, feel the same, irrespective of the
customer’s channel of choice.”

D. IDENTIFYING CONSUMERS

The success of cross-device communication
requires a retail brand to effectively identify a
shopper across different devices. Sign-in options
facilitate this tracking ability effectively. “We
can identify customers that are signed into their
accounts, so when they’ve signed in we know
when they’re connecting, how they’re connecting
and what they’re looking at,” comments a retail
executive at a leading grocery retailer.

AcossoRvies CrteQ

THERE ARETWOWAYS TOIDENTIFY
AUSERACROSSDEVICES

Exactmatchidentifies devices that correspondtothe

same user

o  (loseto100%accurate

o Generatesvaluableuser behaviour datatoinformall
yourmarketing

o Seamlessly supportsopt-out/ privacy guidelines

Implied match connects devices that are statistically likely
tobethesameuser

. By definition creates false positives

o Typicallyabout40%to75%accurate

. Challenging opt-out management

Exactmatchis thebest/only reliable method toengage
multi-screenusersinaconsistent and connected way
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M Devising new and innovative ways in which to drive traffic to online platforms will become
increasingly key as the battle for online traffic intensifies

B The growth in online traffic will be driven by browsing via multiple devices and it will be important to
understand consumers’ browsing behaviour across devices and their journey from consideration to sale

B New technologies will add an extra layer of complexity to the cross-device shopper journey;
presenting both opportunities and challenges for retail brands

B Smartwatches are fast becoming popular among consumers. Retailers need to consider what
this means for the shopper journey and how they target their customers

within the retail world that a better understand-

ing of how the shopper journey plays out across
multiple devices is, and will increasingly be, an
important area of focus for retail brands. With the
number of devices owned by consumers likely to
increase in the near term, the complexity of this
dynamic is likely to grow and therefore require
greater research into the online customer journey.

ACQUIRING TRAFFIC

With the number of consumers shopping across mul-
tiple devices almost certain to grow in the near term,
as uptake increases in line with price falls and a
rise in popularity, the battle for online traffic among
retailers is likely to intensify. “We're very focused
on acquisition of traffic and the performance of said
traffic. We're shopping around for added value in
terms of identifying new sources of traffic to the
website,” comments an ecommerce director at an
international grocery retailer. This race for traffic
will likely see retailers attempting to engage with
shoppers in new and innovative ways. “We're look-
ing at things that will help stimulate traffic in a dif-
ferent way like gaming, social proofing and video.
Therole of video is very interesting,” notes an ecom-
merce director at a leading fashion player.

It’s clear from interviewing senior stakeholders

CONNECTED DEVICES 2.0

It’s not just an increase in the number of devices,
currently on sale that will add and redefine
the cross-device retailing story. Looking beyond
tablets and smartphones, technologies that
were once niche are fast becoming mainstream
with disruptive effects — both inside and outside
of retail. As head of technology at a luxury fash-
ion brand explains: “If there are more interfaces
from which the customer can transact with us,
that’s naturally of interest to us. Today we're talk-
ing about smartwatches — that’s our focus at the
moment.”

The smartwatch is one such technological
advancement. Riding the wave of euphoria around
the wearable technology craze, smartwatches
have fast become one of the most talked about
products globally over the past few years. With
these devices set to become more deeply ingrained
in our everyday lives, retail brands will need to
consider how best to engage with consumers
via another platform as well as existing mobile
devices. Smartphones will disrupt the way in
which retailers communicate with consumers
and vice versa, likely posing unique challenges
and opportunities.

“It will be interesting to see how

these new technologies apply to
retail, such as the forthcoming Apple
Watch. Ultimately, the key will be
tounderstand how we canuse new
platforms to sell product. This will
likely be astiff learning process”
ECOMMERCEDIRECTOR, CONSUMERELECTRONICRETAILER

“It doesn't matter how seamless

your online platforms areif youcan't
drivetrafficto your sites with tailored
solutions for consumers”

ECOMMERCE PROFESSIONAL, HOMEIMPROVEMENT
RETAILER

“There's somuch technological change
happening that willimpact retail in the
future. The way inwhich people search
and pay for productsis evolving fast.
Weasretailersneedtokeepupto
remainrelevant”

ECOMMERCEDIRECTOR, PUREPLAY RETAILER

criteol..

WEARABLE PROGRAMMATICADS

. Is wearable next? Programmaticadvertisingis
adaptingtoabooming variety of formats,
accommodatingeven bespoke formats as ‘native’
ads. Wearablesarejust amatter of time.
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CHAPTERFOUR

CONCLUSION

T his report highlights the complex chal-
lenges that retail brands face in map-
ping the cross-device shopper journey.
Consumers will increasingly look to shop
across multiple devices going forward as these
mobile shopping platforms become increasingly
ingrained in our everyday lives. The emergence
of new technologies, such as smartwatches, will
add to this dynamic.

With the correct investment in the relevant
technology, it will become easier for retail brands
to understand the shopping journey across
desktops, tablets and smartphones. Retailers
will be able to deliver personalised offers and

messages to users across devices with accuracy
and scale, as a result.

Although payment on mobile remains
a pain point for consumers and subsequently
retailers, evidence suggests that the growing
deployment of HTML and mobile-optimised
websites is working to correct this apprehension.

In addition, new mobile payment services,
particularly Apple Pay, will likely accelerate
consumer willingness to make purchases
via their mobile phones. Especially in the
fashion and luxury vertical, which already has
a high level of mobile adoption, a pattern we
see globally.

“Consumers will increasingly look to
shop across multiple devices going
forward as these mobile shopping
platforms become increasingly
ingrained in our everyday lives”
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