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Source: NBC News and The Associated Press (http://photoblog.nbcnews.com/) 
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The Mobile Mind Shift 

The expectation that any 

desired information or service is 

available, on any appropriate 

device, in context, at your 

moment of need. 
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Your Mobile Mind Shift 

Your company must deliver any 

desired information or service 

on any appropriate device, in 

context, at the customerôs 

moment of need. 
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Digital disruption is built on digital 
platforms 

ýDevices lay the foundation. 

ýSoftware builds the experience on top of it. 

ýConsumers believe in it. 

Digital platforms provide the infrastructure 

of the digitally disrupted economy. 



The five platforms vying for consumer 
control 

ÅTools to connect to 

consumers 

ÅOpen development 

environments 

Å Infrastructure 

resources to tie it 

together 
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Source: Forrsights Software Survey, Q4 2012 

Which of the following initiatives are likely to be your IT organization's  

top software technology priorities over the next 12 months? 
Increase our use of open source 

18% 

24% 

27% 

33% 

34% 

Canada

US

UK

France

Germany

High/Critical priority

Sample Size = 2444 Software IT Decision Makers 

German developers are taking the lead in open 
source development 



Digital disruption 

will overhaul 

products, invert 

category 

economics, and 

redefine customer 

relationships. 



Agenda 

ýWhat are the key digital trends shaping the agile 

commerce area? 

ýWhat are best practices in the tablet and mobile 

commerce space? 

ýHow to prepare for the mobile mindshift? 
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eBusiness leaders invest in many 
commerce technology projects 

July 2013 ñCommerce Technology Investment And Platform Trends ð 2013ò  



Multi touchpoint initiatives will continue to be 
a major focus for retailers 

July 2013 ñCommerce Technology Investment And Platform Trends ð 2013ò  



Customers donôt think in terms of 

channels 
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Multi-touchpoint shopping is increasingly 
sophisticated 



Mobile traffic is explodingé 
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éBut conversion rates are lower on 
tablets and smartphones 



Mobile is the new digital hub 

63%

47%

44%

39%

37%

29%

23%

18%

15%

13%

12%

9%

Send or receive SMS/text messages

Browse the Internet

Use applications

Use search engines

Use e-mail

Access social networking sites

Research products and services

Use maps / navigation

Access bank / financial accounts

Watch video/TV

Stream or downaload music

Manage health / fitness

Base: 1,692 German Online Adults 16+ (Online Weekly or More) WITH A MOBILE PHONE /  

Source: European Technographics® Consumer Technology Online Survey, Q2 2013 

ñHow frequently do you do the following activities  

on your primary mobile phone? (WEEKLY usage only)? 



Content/media and commerce are popular  
tablet activities 

66%
59%

52%

36%

36%

35%

32%

30%

28%

28%

27%

23%

21%

21%
20%

Email

Use applications

Play games

Research products/services

Access social networking sites 

Listen to music/audio

Take/view pictures

Use maps/navigation

Access bank accounts

Watch video/TV

Read newspapers

Read books

Purchase products/services

Make payments 

Read magazines

Base: 430  European Online Adults 16+ (Online Weekly or More) WHO USE A TABLET  
Source: European Technographics® Consumer Technology Online Survey, Q2 2013 

What type of activities do you use your tablet for AT LEAST MONTHLY? 
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Mobile will mash up physical context and 
connected intelligence 



ÅBar code scanning 

ÅConsumer reviews 

ÅCoupons 

ÅIn-store navigation 

ÅLists (e.g., wedding) 

ÅLoyalty  

ÅPromotions 

ÅShopping lists 

ÅCoupons 

ÅIn-store inventory 

ÅNearest ñstoreò 

ÅPricing 

ÅPromotions 

ÅCoupons 

ÅHow-to videos 

ÅIn-store inventory 

ÅResearch tools 

ÅShopping list build 

ÅStore hours 

ÅStore location 

ÅWeekly circular 

In-store Competitor store Home 

Retail example based on user location 

M-commerce is much more than e-commerce on 
smartphones 

Image source: www.mediaquickly.com 
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Mobile will increasingly be the catalyst 
for new, connected experiences 
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The future of retail already exists. It just 
isnôt evenly distributed yet 



Agenda 

ýWhat are the key digital trends shaping the agile 

commerce area? 

ýWhat are best practices in the tablet and mobile 

commerce space? 

ýHow to prepare for the mobile mindshift? 
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Shift your traditional marketing approach by 
combining mobileôs unique benefits 

INTIMACY IMMEDIACY CONTEXT 


