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US RETAIL IS GROWING $200 BILLION
YEAR-OVER-YEAR

US RETAIL SALES, TRILLIONS ($)
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AND WILL BE $5.5 TRILLION IN 2020

US RETAIL SALES, TRILLIONS ($)
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SO WHAT'S DRIVING THIS GROWTH?
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IN-STORE RETAIL DWARFS E-COMMERCE

US RETAIL SALES, BILLIONS ($)
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AND IS GROWING STEADILY

US IN-STORE YOY GROWTH RATES
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BUT E-COMMERCE IS GROWING ALMOST 4X FASTER

THAN IN-STORE RETAIL

US IN-STORE AND E-COMMERCE GROWTH RATES
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AND WHILE CONSUMERS ARE MAKING MORE
PURCHASES ON DESKTOP

US E-COMMERCE SALES ON DESKTOP PC, BILLIONS
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IT'S MOBILE COMMERCE THAT'S DRIVING
GROWTH

US M-COMMERCE SALES, BILLIONS
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AND WILL SOON ACCOUNT FOR
NEARLY HALF OF E-COMMERCE SALES

FORECAST: US M-COMMERCE SALES VOLUME
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MOBILE WILL BE THE MOST IMPORTANT
CHANNEL FOR E-COMMERCE RETAILERS
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PEOPLE SPEND
NEARLY
3 HOURS A DAY
ACCESSING THE
INTERNET ON THEIR
PHONES

Source: eMarketer, 2017
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WHICH IS MORE TIME THAN
ANY OTHER DEVICE

MINUTES SPENT ACCESSING INTERNET BY DEVICE IN A MONTH, MILLIONS, US
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AND EVEN THOUGH NEARLY ALL OF THAT
TIME IS IN APPS

®Inapp © Mobile web

Source: Flurry Analytics, comScore, Facebook, NetMarket Share, Bl Intelligence Estimates, 2017 Bl INTELLIGENCE



AND CONSUMERS SAY PURCHASING ON APPS
SAVES MONEY AND TIME

WHY US CUSTOMERS USE E-COMMERCE APPS

Receive deals and offers 68%
Flexibility to buy at any time 64%

Compare products and prices

Save time at the store

See a larger inventory base

Avoid going to the store

Save time by getting curbside pickup
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Source: Clutch E-commerce App Survey, n=505 US consumers, 2017



CONSUMER MOBILE PURCHASE PREFERENCE

CONSUMERS STILL
ONLY MAKE HALF OF
THEIR PURCHASES ON

APPS
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AND IT'S A GLOBAL TREND

METHOD OF MOBILE PAYMENT AMONG SMARTPHONE USERS, BY COUNTRY
AVERAGE OVER THREE MONTHS ENDING APRIL 2016
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BECAUSE APPS TAKE A LONG TIME TO LOAD

MOBILE APP LOAD TIMES IN SECONDS 46.2

Sephora  Walmart Qvc Target  Victoria's Sam's Club Charlotte  Kohl's  Forever2l Home Zappos
Secret Russe Depot
Note: Times were measured on iOS devices using a WiFi connection Bl INTELLIGENCE

Source: PacketZoom Mobile App Retail Index, 2017



AND CONSUMERS WON'T WAIT
MORE THAN 5 SECONDS FOR AN APP TO LOAD

5 second
threshold

MOBILE APP LOAD TIMES IN SECONDS 46.2

Sephora  Walmart Qvc Target  Victoria's Sam's Club Charlotte  Kohl's  Forever2l Home Zappos
Secret Russe Depot
Note: Times were measured on iOS devices using a WiFi connection Bl INTELLIGENCE

Source: PacketZoom Mobile App Retail Index, ContentSquare 2017



OVER HALF OF
CONSUMERS
ABANDON PURCHASES
ON MOBILE

Source: Bl Intelligence Survey (n=704), February 2017

EXCLUSIVE DATA FROM
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TO REENGAGE CONSUMERS
ON APPS
RETAILERS ARE USING
PUSH NOTIFICATIONS
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BECAUSE CONSUMERS KEEP THEIR APPS
EVEN IF THEY'RE NOT USING THEM

APP CATEGORY INSTALL RETENTION RATES
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Photography ——Social ——Productivity ——Music & audio
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AND PUSH NOTIFICATIONS HELP APP RETENTION

APP RETENTION RATE OVER TIME, BY FREQUENCY OF PUSH
NOTIFICATIONS
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AND MORE PUSH NOTIFICATIONS ARE

EVEN BETTER

PUSH MESSAGE IMPROVEMENT ON RETENTION RATE,
BY MESSAGE FREQUENCY
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RETAILERS WHO USE |
PUSH NOTIFICATIONS SAW -~ §
9.6X MORE PURCHASES '
COMPLETED
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Source: Leanplum, Pexels, 2017



AND 16% HIGHER
ORDER VALUE
ON AVERAGE
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Source: Leanplum, Pexels, 2017



E-COMMERCE GROWTH IS
THE TOP PRIORITY FOR RETAILERS

Grow e-commerce sales 66%
Improve in-store experience
Streamline fulfillment

Improve e-commerce profitability

Grow in-store digital engagement
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Source: Retail Systems Research, n=65, 2017



BUT VERY FEW RETAILERS
INVEST IN MOBILE -
ONLY 38% PLAN TO

INCREASE THEIR

INVESTMENT

Source: BDO Retail Compass Survey of CFO’s, n= 100, 2017 BI INTELLIGENCE



AND EVEN FEWER OPTIMIZE FOR MOBILE WEB
EXPERIENCES

MOST FRUSTRATING PART OF MOBILE PURCHASING EXPERIENCE

Website not optimized for mobile 31%
Entering payment info
Forgetting login info
Other

Entering shipping info
Text size

Site load time

Navigation buttons

EXCLUSIVE DATA FROM
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