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By Gareth Ellen, OgilvyAction Singapore, w i th O r i t Peleg, OgilvyAction New York, Mart in Lange, mobile@Ogilvy New York and 
Hugh Boyle, OgilvyAction London 

rom waking until going to bed, 
we live these days attached, as if 
through an umbilical cord, to our 
mobile phones - connected at all 
times to a wo r ld far larger than the 

one our eyes take in.This essential fact is 
already changing all aspects of our day-to-day 
existence, and no part of our lives is 
undergoing a swifter sea change than 
shopping. 

This revolution is driven not just by 
mobile phones but by the smartphone in 
particular.The numbers are starting to create 
mass-market effects. Smartphone penetrat ion 
in the US and China (t ier I cities) wil l exceed 
50% by 2012. Google announced that mobile 
search traffic doubled in 2010 and has gone 
up five-fold in the past t w o years.The 
explosion of location-based services is 
providing obvious opportuni t ies to shoppers 
and retailers. Four Square, the leader of that 
space, announced early in 2011 that it had 
hit six mill ion registered users, w h o made a 
grand total of 381 mill ion check-ins, globally, 
in the previous year. US-based Borrel l 
Associates expects mobile couponing 
spending to g row f rom $90 mill ion in 2009 
to $6.5 billion in 2014, w i th location-based 
services becoming the energy behind a suite 
of hyper-local offers and shopper usage. 

W i th large-scale mass grocers getting 

involved, it is easy to see that shopper 
behaviour supported by mobile wil l be a 
mass-market activity very soon. But this 
mass-market oppor tun i ty cannot be served 
by old fashioned mass-market techniques. 
Shoppers have an intimate relationship wi th 
their mobile devices. In order to be invited 
into shoppers' mobile circle of t rust , brands 
and retailers must offer significant levels of 
value, but companies cannot survive in a 
shopper relationship by offering monetary 
value alone. Instead, brands and retailers need 
to provide multiple dimensions of 
shopper value in concer t w i th emerging 
mobile shopping behaviour to capitalise on 
mutually beneficial opportunit ies. 

THE N E W SHOPPER JOURNEY 

Mobile extends our ability to conduct our 
lives away f rom one fixed spot or another, 
and it is as big a change to our way of life 
as the advent of mass mobil i ty itself was in 
the 20th century. Before, w o r k and home, 
and indeed a lifetime's w o r t h of journeys, 
were joined by an awfully short l ink.The car 
and then jet travel scotched all that, and the 
unimagined consequences reshaped whole 
landscapes. New ways of work ing, eating, 
shopping and living emerged to create the 
societies familiar to us today. O u r mobil i ty 

afforded us variety in the places we visited, 
and so we developed personas to inhabit 
each.The worker at wo rk , the consumer at 
home, the shopper in the store. It is in talking 
to those last t w o that the modern advertising 
industry made its bones. Marketing carefully 
attended to both of those facets, serving up 
advertising and engagement to the consumer, 
and shopper marketing to the shopper, as if 
they were different people entirely, which in 
a sense they were.The moment of mobil i ty 
marked a transit ion f rom one persona to 
another. Once you left one environment to 
enter another, you had to adopt the postures 
and habits appropriate to the new place. No 
one had the opt ion of blending the t w o - of 
acting on a consumer impulse away f rom the 
store, or reverting to consumer behaviour at 
the point-of-purchase. 

Digital may have changed many things, but 
i t did not alter the fundamental consumer/ 
shopper dichotomy, except in the instance 
of online commerce. Mobile is different. It 
enables us to adopt any persona at any place, 
at any t ime.Already, our w o r k and social lives 
have unmoored themselves f rom fixed 
locations. We can work , even at the highest 
levels, f rom anywhere, and we stay in touch 
w i th our friends online much more so than 
we ever could in person. As mobile 
technology has advanced, we no longer even 
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need to be at a computer to do what seemed 
magical only five years ago. Now, the 
computer in your pocket, the ' third screen', 
the mobile phone is taking the idea of place 
and forcing us to re-examine it 
fundamentally.We are no longer different 
beings, w i th different habits and behaviours, 
at home, at wo rk , or at the store. Instead, we 
can be at home, at wo rk , or at the store no 
matter where we are.Workplaces have begun 
to adapt to this shift, but we are at the very 
beginning of this transit ion for retail. 

The implications for brands and retailers 
are dramatic. Once upon a t ime, we knew 
that consumers under took a journey as they 
went f rom discovering to purchasing a 
product .Along that journey, people were 
different things in different places: consumers 
at home or at w o r k when they were hearing 
about or exploring a product; and shoppers 
once they walked through the doors of a 
retailer. No longer does informing or 
advocating or advising or educating happen 
in one place, while purchasing or 
shopping happen in another. Instead, the once 
linear consumer journey is now an infinite 
Escher loop: consumers can be shoppers 
and shoppers can be consumers anywhere 
and everywhere - all because of the mobile 
phone. Shoppers and consumers have now 
ganged up into 'Shopsumers', and if we want 
our brands and retail environments to remain 
their t rusted partners, we had best anticipate 
and then deliver what they want. 

Marketers need to understand the role 
of mobile and mobil i ty fo r shoppers today, 
and, based on that insight, help our brands 
respond to what shoppers are saying via their 
behaviour.To achieve that, Ogi lvyAct ion and 
Ogi lvyOne have conducted original 
international research, compiled test cases, 
and undertaken a full analysis of today's 
mobile Shopsumer to teach our brands how 
to use mobile to activate sales for our brand 
clients and retail partners. It all comes down 
to delivering the right value to the 
Shopsumer at the right t ime, but that's more 
complicated than it ever was before. 

Appreciating what the customer values is 
fundamental, but, frankly, it's not that heavy a 
lift.The real magic comes when we, as 
marketers, apply the potential of mobile 
technology to the creation of these 
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dimensions of value for our customers.The 
mobile wor ld has been awash w i th tr ial-and-
error efforts to leverage our global mobile 
moment through both m-commerce and 
mobile customer engagement, and whi le 
those ad hoc efforts have produced some 
successes, it is past t ime for a more 
systematic approach. Every effort we made 
would illuminate just a small slice of the 
mobile wor ld to come, and based on that, 
we'd draw erroneous conclusions about what 
values our Shopsumers wanted us to deliver. 

Rather than continuing on as usual, we 
decided to begin w i th data. Ogi lvyAct ion 
and OgilvyOne recently under took a survey 
of 1,500 shoppers across three regional 
markets - the US, the UK and Singapore. 
Our goal was to learn how they used mobile 
in the context of their shopping lives. O u r 
preliminary cut of the data was published this 
past summer in a W h i t e Paper entit led 'From 
Armed to Charmed'.That w o r k centred on 
realising the basic implications of what the 
new mobile point-of-sale meant for brands 
and retailers. We showed that, even though 

smartphone penetration is inconsistent 
around the wo r l d , it is growing. However, the 
mobile wo r ld is still very much an early 
adopter market, even in the most mobile-
forward markets, such as Singapore. For 
example, only 27% of the 'Early Major i ty ' in 
Singapore looked at a product in-store and 
then ordered it via smartphone.That number 
drops to a scant 8% in the US. 

Even though those numbers are small, we 
have a clear idea of where things are going. 
O u r research pointed to a clear transfer of 
online buying behaviour to mobile platforms. 
Marketers' behaviour, we learned, is not 
reflecting the current reality. Instead, t o o 
many of us are running scared, throwing 
fear-driven and price-centric mobile 
initiatives at customers. Why? Because we 
now understand that the shopper is armed 
w i th information in a way that was 
unimaginable just a few years ago. 

Brands and marketers are reacting w i th 
tactical mobile plays, rather than a more 
deliberate strategic solution.They are 
focusing on only one aspect of customer 
value - monetary value - whi le the real 
oppor tun i ty is so much broader than that. 
We have the t ime to do this right, and rather 
than countering shoppers' knowledge, we 
have the oppor tun i ty to charm them. 
Shoppers have asked for this. Checking in, 
sharing personal data, treating shopping as a 
social experience - all of these indicate that 
our customers seek greater engagement 
f rom us, that they are looking for a mobile 
relationship w i th our brands - more than just 
a new mobile point-of-sale - and that mobile 
success wil l be driven by how well we deliver 
that value to them. 

W h i l e ' F r o m Armed to Charmed' proved that 
mobile is a coming revolut ion in 
marketing and retailing, we must now assess 
how brands and stores can integrate it into 
their daily practices. We know that shoppers 
are looking for more and that their behaviour 
is broad, but we need to find the sweet spot 
where the values shoppers seek and the 
brand's own interests converge. Once again, 
our survey data helps point the way. Mobile 
has the potential to deliver many - but not all 
- dimensions of customer value, or at least 
not yet. Obviously, mobile excels at 
providing monetary value, and our survey 

backs that up. However, we can infer f rom 
our data that mobile has a strong hand 
to play in giving Shopsumers content and 
service value and, to a slightly lesser extent, 
experience and premium value. Despite small 
exceptions, mobile is not the best driver of 
societal value or access value. 

In order to extract deeper lessons f rom 
the survey, we aggregated the US, UK, and 
Singapore respondents into one pool and 
compared them against their counterparts 
in Singapore alone to highlight just how far 
ahead of the curve that final market is. O u r 
data showed that Singapore has significantly 
higher smartphone penetrat ion and upwards 
of twice as many mobile innovators as the US 
and the UK. Singapore is, we believe, less of 
an out l ier than a harbinger of emerging 
behaviour in less mobilised markets. Looking 
at the use of various mobile tools in 
Singapore versus the global aggregate markets 
can help marketers understand what our 
customers desire. 

Marketers have devoted much t ime and 
effort to driving monetary value through 
mobile tactics.And while that has had some 
success, Shopsumers have made it clear that 
we are not meeting their needs.When asked 
about their interest in a list of shopping apps, 
50% of our respondents across all three 
markets chose 'none of the above'. Ou r data 
does not tell us exactly why people are so 
disinterested in what we have offered, but we 
can infer the t rue, multifaceted value 
shoppers desire. 

Moreover, consumers are probably less 
trust ing of brand and retailer apps than they 
are of th i rd-party apps populated by friends 
whose judgment they respect. Finally, many 
shoppers are simply unaware of many of the 
potential opt ions.Whi le the answer is 
probably a mixture of all three, that last 
point raises a crucial issue. Brands need 
to be aware of the sti l l- l imited reach of 
smartphones and of the readiness of their 
target market. Many of those w h o have the 
technology are not yet ready to engage wi th 
the mobile programmes on offer. 

There are success stories and enough 
of them to show that solutions 
delivering shopper value across a number 
of the Seven Dimensions have a chance to 
achieve widespread adopt ion.And f irst among 
these is search. 

Of all the behaviours that brands must 
attend to , none is more impor tant than 
mobile search. Google reports a doubling in 
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mobile usage in the past year.The search giant 
also notes that mobile search far outstr ips 
desktop during peak shopping weekend days, 
leaving no doubt as to how critical this is for 
shopper planning. O u r survey backs this up: 
74% of innovators in the global aggregate 
markets used mobile search to find 
information on a product. Even among the 
mass market, 27% gave mobile search a t r y 
(Figure I).That's higher than for any other 
mobile behaviour we measured. 42% of the 
mass market (and 77% of innovators) in 
Singapore used mobile search for product 
information, showing just how big a piece of 
the mobile pie this wil l be. 

A similarly early part of the mobile 
landscape - location-based services - is now 
going through a transit ion. W h a t began as a 
way to find great deals is now moving toward 
additional dimensions of value. O u r survey 
showed that when people checked in, they 
were more interested in improved service 
than in deals. Shopsumers want to be engaged 
by an experience and not just bombarded by 
offers. Unfortunately, retailers still chase after 
deals through their location-based check-in 

programmes, and that may account for the 
modest usage of retailer apps. Only 38% of 
innovators and 7% of the mainstream use 
retailer apps in the global aggregate. Even the 
Singaporean numbers are not much 
better, w i th 42% of innovators and 13% of the 
mass market taking advantage of retailer apps. 

We suspect that retailers are not 
delivering the service value that Shopsumers 
want through their apps. By and large, they 
are missing the market-growing oppor tun i ty 
to integrate mobile into their customer 
service and messaging programmes. However, 
retailers such as Best Buy and Simon Malls 
have learned to integrate attractive customer 
service into their mobile platforms, and 
Shopsumers are rewarding them because 
of it. Best Buy recognised that shoppers 
often use their store as a showroom to ask 
questions and trial products before going 
elsewhere or online to purchase. Rather than 
fight that, Best Buy is offering improved 
service value through QR codes at shelf 
to help shoppers make informed decisions. 
Building stronger shopper relationships 
makes them more likely to close sales that 
might otherwise walk out the door. 

In contrast to most retailers, e-commerce 
specialists such as eBay, Amazon and PayPal 
consistently engage Shopsumers by delivering 
multiple dimensions of value. Sure, they 
provide monetary value, but don't 
underestimate the importance of the service 
and content value they deliver seamlessly 
by facilitating transactions or providing peer 
and exper t reviews.They translated their 
excellent online offerings into wel l- thought-
ou t and native mobile extensions of their 
environment, and Shopsumers responded. 
Looking at the global results in aggregate, 
eBay boasts mobile usage of 44% among 
innovators and 25% in the mass market. 
46% of innovators and 36% of mass-market 
respondents use Amazon's mobile service, 
and PayPal scores similar figures wi th 50% of 
innovators and 32% of the mass market 
availing themselves of the brand's offering.The 
relatively close gap between innovators and 
the mass market indicates that these online 
fixtures have crossed the mobile 
adoption chasm. 

Niche shopping services such as 
Vouchercloud, Coupon Sherpa, and Red 
Laser have not yet gained significant t ract ion. 
Fewer than 10% of innovators (and almost 
no-one f rom the mass market) repor t that 
they use these smaller players. No doubt, 

there is fragmentation in this level of the 
market, and a necessary consolidation wil l 
take place, boosting usage.The attractive 
technology they offer, though ahead of the 
curve for now, wil l enable brands and 
retailers to avoid starting f rom scratch whi le 
still providing the kind of multifaceted value 
that has propelled the big e-commerce 
players. 

Couponing has always been f i rmly t ied 
to monetary value alone, but it remains an 
essential part of the marketing mix.The 
natural desire of retailers to move away f rom 
paper circulars, plus the flexibil i ty offered 
by mobile, is soon to set off major mass 
adopt ion.Whi le rates are low now - 35% of 
innovators and 7% of the mass market in the 
global aggregate and similarly low numbers 
of 44% for innovators and I I % of the mass 
market in Singapore - many large retailers 
are testing platforms for coupon delivery, and 
we anticipate that t remendous growth wil l 
emerge here. 

Already, mobile services that combine 
couponing w i th additional dimensions of 
value have started to take hold.The best 
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known is Groupon, which is paving the way 
in both the online and mobile environments. 
In the US, 33% of innovators and 11% of the 
mass market take advantage of the service's 
mixture of monetary and access value.A 
smaller site, Gilt, takes the addit ion of 
experience and access value to an even 
greater extent, but it has not yet rung any 
bells on the mobile side. Only 13% of 
innovators and less than 1% of the mass 
market use Gil t , but we think its 
incorporat ion of a'gaming' ethos into 
deal-hunting is a bellwether for the future. 

These sites all combine monetary value 

tive of g rowth potential. Sadly, that's not the 
case. Singapore had almost exactly the same 
numbers: 25% of innovators and 6% of the 
mass market. Moreover, a Forrester analyst 
shared in a recent conversation that 80% of 
the ten QR programmes they surveyed were 
unsuccessful.We suggest continued testing of 
QR and related services, but this is not the 
f irst move any brand or retailer should make 
in mobile marketing. Shopsumers just don' t 
t rust i t yet .And those w h o do perhaps aren't 
getting rewarded wi th anything of value. 
Marketers wil l have to do better for fear of 
losing this channel for good. 

w i th content value, but content value alone 
also proves popular w i th Shopsumers. 
YahooAnswers, for example, has attracted 
29% of innovators and 8.5% of the mass 
market, globally, w i th its peer-to-peer based 
approach. In Singapore, the uptake is even 
higher - 36% of innovators and 19% of the 
mass market - pointing toward robust future 
g rowth .We are all familiar w i th the not ion of 
'strangers w i th experience' playing well w i th 
online researchers. Mobile delivers a more 
acute sense of importance to this content 
due to the t imely nature of relevant and 
accurate answers or support. Brands and 
retailers can take advantage of this t rend, 
moni tor ing peer-to-peer content and 
understanding how it is being used in the 
consumer journey. 

As we contemplate all the technological 
wonders that mobile can provide through 
these services, we should not forget that 
sometimes the simplest answer is just right. 
Old-school tex t remains popular w i th 
Shopsumers. Globally, 44% of innovators 
and 11% of the mass market receive daily 
or weekly brand messages on their phones, 
whi le in Singapore, 55% of innovators and 
27% of the mass market are already open to 
this channel. 

And sometimes the complicated and 
fashionable answer is just wrong. QR codes 
and photo-based programmes deliver content 
value to shoppers seeking additional product 
information. Only 28% of innovators and 4% 
of the mass market in our global sample used 
QR services, which is low, but if Singapore 
showed a strong uptake, it wou ld be indica-

The importance of t rust cannot be 
overstated, and our research shows that the 
absence of t rust is a real barr ier to mass 
adoption. Consumers do not yet t rust 
Facebook wi th their f inancial data, for 
example. Moreover, the brands and 
retailers who respect the consumer's 
burgeoning knowledge, rather than 
obfuscating and adopting a defensive posture, 
wi l l more readily earn their t rust .And part of 
that process is accepting that many of the 
information sources consumers t rust most 
are completely outside the control of 
marketing professionals. 

So w h o are these trusted sources?Their 
friends, and it is the intersection of social and 
mobile that wi l l drive real change in retail 
environment. Social media has already made a 
huge impact on shopping engagement.At the 
most basic, monetary level, Shopsumers look 
to their friends to help them source deals. 
Fully 56% of innovators and 16% of mass 
market respondents in the global aggregate 
use mobile social media this way. Once again, 
Singapore shows the direct ion the rest of the 
wor ld wil l be going w i th 60% of innovators 
and 25% of the mass market looking to their 
mobile social circle to find bargains. 

Social can also provide additional 
dimensions of value. Facebook, unsurprisingly, 
is the dominant vehicle.A staggering 74% 
of innovators and 51 % of the mass market, 
when looking at the global aggregate, use 
Facebook whi le shopping. Brands must look 
at their mobile Facebook traffic if they wish 
to capitalise on these mobil i ty moments 
because Shopsumers have found a way -A ut
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outside of the brand and retail space - to 
deliver the socially-driven content, access, 
and experience value they crave. W i t h social 
media, we tell people where we are and what 
we are doing. In return, we seek feedback 
and information that helps us w i th decision
making while shopping, no matter what it is 
we're shopping for. Movies, cars, appliances, 
ideas on what to cook for d inner - i t doesn't 
matter what we're looking for ; we ask for our 
friends' advice. 

Globally, 62% of innovators (73% in 
Singapore) and 33% of the mass market (54% 
in Singapore) say they stay in touch w i th 
their friends for support across the shopping 
occasions listed above. Brands had best pay 
keen attention to this, since one successful 
shopping experience is shared wi th over 130 
other people (based on the average number of 
friends on Facebook). Both brands and 
retailers must support social sharing and be 
ready to respond when they slip up and 
don't deliver the value a Shopsumer expects, 
lest a single negative comment poison the 
social well. Moreover, they should promote 
the values they offer and the positive 
experiences their shoppers enjoyed through 
easily shared shopper communications 
that are integral to their mobile shopper 
programmes. 

So, what value matters most? Social 
engagement is the f irst pr ior i ty for every 
mobile marketer, but what is the value that 
we should promote above all others? As it 
stands now, monetary value wears the crown. 
However, content value is growing in 
importance, and our survey data showed 
us that, as comfor t w i th the mobile channel 
increases, Shopsumers hunger ever more 
for content. Brands and retailers would be 
wise to plan for that need now, using all the 
mobile techniques available. 

Content is an awfully big concept, and 
marketers really need to know exactly what 
kind of content their target shoppers are 
after.To answer that, we turned to our survey 
panel.As expected, price signals came ou t 
on top, fo l lowed by shopper reviews and 
location assistance. Brand transparency also 
emerged as an impor tant factor. Shopsumers 
desire information on health and nutr i t ion, 
ingredients and food origins.The growing 
global focus on sustainability dovetails nicely 
wi th that urge and suggests that mobile 
marketing devoted to that message may 
be just the thing to break a tie at the point 
of sale. 

At heart, what this is all about is the 
point-of-sale. Mobile has inexorably changed 
the way we get f rom curiosity about a 
product to that moment of t r u th . Mobile has 
rendered what was once a clear, linear path 
into an infinite loop, where your customer 
can drop in or drop ou t of shopping mode at 
any point.Though our techniques may change, 
our role as marketers wil l no t .We still need 
to take consumers, armed though they may 
be wi th vats of information, and charm them 
into selecting our product .We still need to 
win at the point-of-sale, wherever that 
point-of-sale may be. 

There are a number of key moments 
along this loop of a shopper's journey when 
context , t ime, and space all align to create an 
immediate need for inquiry or action.That's 
when Shopsumers reach for their mobile 
device.We call these'Mobi le Moments' , and 
our task as marketers is to be able to satisfy 
the shopper's need. Every shopper's journey 
is unique, but there are some fixed points 
that appear more often than they do not. 
Focusing your efforts on these iconic Mobile 
Moments can pay off handsomely. 

• There are occasions - sitting in f ront of the 
TV, wait ing for a bus, hanging out at the mall 
- when consumers see a brand message and 
want to learn more.They may either want to 
establish the relevance of that brand in their 
lives or perhaps save some content for later. 
Either way, the instant gratification provided 
by mobile can send this consumer on the 
path to buying your product if you give them 
the value they seek. 
• Mobile comes into its own when 
consumers are ou t and about in shopping 
mode. Shoppers are eager to find store 
locations, get questions answered, or conf i rm 
a purchase w i th friends, and mobile makes 
all of these actions simple and instantaneous. 
Don ' t ignore the final push in-store, when 
your customer is ready to make their 
decision. Make sure your brand is wel l -
posit ioned on the mobile shelf w i th strong 
review content. 
• The post-purchase experience should 
not be ignored, particularly fo r service-based 
offerings, such as banking, car ownership, or 
travel. O u r consumers are seeking 
experience value, and it is in our interest to 
help them learn how best to use the product 
and encourage them to share their 
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experiences.They are going to share anyway, 
and the more experience and service value 
we can deliver, the better their comments 
wil l be. Mobile can also facilitate loyalty-
based mechanics such as product code entry 
or registration (especially compared w i th a 
home computer) , lowering the hurdle the 
customer must clear in order to begin a 
relationship w i th us. 

Ogilvy & Mather conducted research into 
the digital behaviour of women. Since the vast 
majority of shoppers are women, the 
resulting repor t , Digital Divas, can help us 
understand what is driving the mobile 
revolution in shopping. Is mobile reshaping 
shopping, or is shopping reshaping mobile? 

Digital Divas made clear that women (and 
presumably men as well) were unable to 
conceive of technological innovations that 
could help their lives. However, when 
presented w i th innovations, they were quick 
to assess, then adopt, the ones they thought 
most valuable, discarding those that were not 
worthy. In summary, they knew a good idea 
when they saw one.The same dynamic is t rue 
today. Even though shoppers are happy to 
adopt new useful technology that improves 
service, they are doing so as a response to its 
availability, rather than demanding its creation. 

O u r job as marketers is, to quote Wayne 
Gretzky's father and f irst coach:"To skate to 
where the puck's going, not where it's been." 
Fortunately, shopping itself is still essentially 
the same, and understanding where the puck 
is going is simply an extrapolat ion of how 
age-old behaviours wil l manifest in a new 
medium.The mobile behaviours of the mass 
market - searching, inquiring, asking friends 
for advice, sharing experiences, clubbing 
together for deals - are not new actions; 
they are mobilisations of existing behaviours. 
But now, these needs can be satisfied in an 
instant. Instead of Yellow Pages, countless 
analogue calls to check availability, countless 
more calls to friends for advice, pounding the 
streets looking for the best price or exact 
fit, we are able to access everything we need 
f rom where we stand. No wonder people are 
starting to adopt this technology. 

So, mobile is reshaping shopping, and 
shopping is also reshaping mobile. Shopper 
behaviour may fundamentally be the same, 
but mobile is creating a new class of 
bionic shoppers. Better, faster, stronger. 
These bionic shoppers are the Shopsumers, 
and they are looking for more than just a 
deal, important though the deal may be.The 
demands they place on brands and retailers 

are influencing how they respond through 
mobile. Mobile is a great vehicle for marketing 
communications, but in the next evolution, it 
wil l become part of the product or service 
model. It wi l l be a determining factor in 
brand choice - the tie-breaker at shelf.Those 
w h o integrate mobile successfully in service 
of shopper values wil l win the day. Like any 
good relationship, the one between brands 
and Shopsumers must be nurtured through 
mutual respect and engagement, especially 
considering how intimate a channel mobile 
can be.To that end, we created a set of eight 
guidelines that mobile marketers should 
fo l low in dealing w i th the newly empowered 
mobile Shopsumer.They are, as we have 
learned, armed w i th more information and 
opt ions than ever, but they are also questing 
after more dimensions of value - dimensions 
that brands couldn't deliver to them before. 
N o w we can, and in so doing, we can 
integrate ourselves into their lives as trusted 
partners and not just preferred suppliers. 
We can turn these armed consumers into 
charmed Shopsumers. 
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Text Box
Fonte: Admap, Washington, v. 46, n. 9, p. 22-29, Dec. 2011.




