
By Ken Madden, Geometry Global North America 

L aura is at the mall. As always, she has 
her mobile phone in her purse. We 
know she is at the mall. She checked 
in. We know she is near the local 
Gap store. She has the Gap app and 

it is accessing her location. We know she is a 
size 6, loves blue and has her eye on a new 
skirt. We have her purchase history and she 
has that skirt on her wish list. Her friends 
liked the skirt on Facebook and our inventory 
system tells us that her Gap store, 50 feet 
away, has the skirt in stock. Her phone 
vibrates, she pulls it out and looks at the 
screen. She's just been notified that the skirt 
she loves is in stock, nearby, and, because she 
is a valued customer, it is 10% off just for her 
right now. She walks in, swipes her phone, taps 
'buy' and a sales rep walks up to her and 
hands her the skirt, bagged and ready to go, 
payment already processed, w i th a nice 
personal note printed on a blue card. I 
mentioned blue is her favourite colour, right? 
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Okay. Maybe she tries the skirt on first. But 
you get the point. 

It's like Minority Report w i thout the invasive 
retinal scan. Mobile provides a real-time 
window on these fleeting moments. Mobile 
provides the constant connection to the 
relationship you build w i th your consumers 
and shoppers. This is the Future of Shopper 
Marketing and it's already happening. 

For brands across categories, this is 
coming to life in many ways. Mobile has 
flipped a switch. Brands will no longer be 
constrained by the traditional not ion of the 
marketplace, and retailers are moving quickly 
to adapt. The line between physical and digital 
is rapidly blurring, giving brands and retailers a 
chance to rethink the relationship they have 
with consumers and shoppers. Let's just call 
this person a 'shopsumer', as the distinction 
between the t w o is arbitrary when every 
moment is a potential commerce moment. 

The path to purchase has not necessarily 

changed, but digital and, in particular, mobile, 
has changed the way we need to think about 
the path and how we communicate wi th 
shopsumers. Shopper Marketing has already 
moved out of the store. N o w we have to 
think about the shopper at every touchpoint. 
A purchase is never more than a tap away. 

So what makes mobile special? We l l 60.7% 
of the world's population uses a mobile 
phone. About a third of those people are 
using smartphones. That varies by region. In 
the US, the smartphone is expected to reach 
5 0 % of the population next year, according to 
eMarketer. What's really interesting is how 
this is affecting the shopping experience; 7 9 % 
of smartphone owners are smartphone 
shoppers, meaning they use their smartphone 
to assist w i th shopping. And 8 4 % of those 
people are using their smartphones to aid 
shopping while in physical stores (Mobile 
In-Store Research: how in-store shoppers are 
using mobile devices). 

Mobile has infiltrated the fabric of our 
culture. It is location-aware. The devices have 
become deeply personal. The technology has 
disappeared; only the user experience 
matters. Your mobile device follows you 
through every moment of your life, helping 
you solve your daily challenges. And whether 
you are aware or not, mobile devices create a 
constant stream of data. We have developed 
an incredible bond wi th our mobile devices, 
which makes the mobile device the perfect 
place to build a deeper relationship wi th the 
shopsumer. 

We have watched marketing communications 
get more personalised over the years. Mobile 
has accelerated this evolution. We always 
have them wi th us and we pull them out 
anytime we have a need or simply a free 
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create a simple, yet effective programme 
exclusively for Sam's Club shoppers. At the 
pallet, there was a QR code that directed the 
shopper to a mobile site that could help them 
help their kids start a healthy hand-washing 
routine as they started potty training. Af ter 
your child uses the toi let , you encourage 
them to wash their hands. 

To help wi th that, you use the Go-Wash-
Go 'scanner' on your mobile device to show 
your child the germs on their hands. After 
they wash, you scan again and the germs are 
gone. It's a fun way to fulfil a parent's need to 
instil healthy hygiene at a critical t ime. In the 
store, they invited you to participate and 
purchase. At the usage occasion, they created 
a unique experience. They synchronised the 
path. And the services were simple: a QR 
code to link to the site and a very simple set 
of mobile web pages. 

Use mobile touchpoints to reach the 
shopsumer at one or more discrete moments 
in time and place. Build the relationship by 
servicing an immediate need through context. 
Example: Band-Aid created an augmented 
reality experience featuring the Muppets that 
integrated wi th the physical Band-Aid 
bandage. At the usage occasion, you and your 
child could use the Band-Aid app to scan the 
Muppet Band-Aid and bring the characters to 
life on the screen. 

They vaporised this one moment in t ime 
to create an exciting experience at the 
occasion that helped mom fulfil her need to 

help her child feel better, faster. The camera 
and app were at the heart of the service. 

Use the flexibility of mobile to activate a 
purchase f rom any step along the path to 
purchase. Build the relationship by 
empowering the shopsumer. 
E x a m p l e : This is my favourite concept. 
There are several, similar examples emerging 
that reorganise the path. The most famous is 
probably the virtual store that Tesco set up in 
a South Korean subway station. On the 
subway platform, they used photos of 
products to simulate products on shelves. 
Using the Tesco mobile app, you could 

purchase your groceries while you waited for 
a train. Peapod, as seen on the Long Island 
Railroad platform in New York, has been 
heavily exploring this space. 

When we reorganise the path, we change 
our notions completely. Every touchpoint, 
physical or digital, becomes a potential 
commerce moment. 

• The role of Shopper Marketing wil l 
continue to expand.. . rapidly. We have 
gone f rom focusing on in-store to a focus 
on pre-store, in-store, post-store. And 
now we have to think about no store, at 
least not today's not ion of the store. 

• Manufacturers and agencies alike should 
not tolerate w o r k that is not integrated 
through the entire path. When every 
moment is connected, the conversation 
should be consistent and truly linked or we 
squander precious moments w i th the 
shopsumer. 

• The pace of change in the retail 
environment wil l increase dramatically in 
the next few years. Physical location wil l 
become less important for actual 
purchases. Physical retail will become an 
important place fo r brand experiences. 
Mobile wil l drive, personalise and extend 
those experiences. 

• There wil l be a very fluid relationship 
between physical and digital retail. Product 
delivery whereby you look what's in stock 
online and pick up in-store are already 
common. Concepts like the endless shelf 
(a digital shelf embedded in the physical 
shelf where stock is not confined to 
l imited, physical shelf space) will change 
the retailer/brand dynamic. 

• Shopsumers wil l be an integral part of the 
brand story. We have to build brands that 
encourage relationships wi th shopsumers. 
Let them be part of creating the narrative. 
Mobile allows the shopsumer to engage 
any t ime they want. That's how we build 
relationships in a mobile wor ld . We have 
to be there. Those relationships, whether 
w i th product or retailer brands, are going 
to hold the t rue key to purchase. 
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Text Box
Fonte: Admap, Washington, v. 48, n. 9, p. 18-21, Oct. 2013.




