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1. What are the key strengths of mobile as a retail channel?

2. What mobile marketing strategies are used today by leading “bricks and mortar” and online retailers?

3. What are the underlying drivers and constraints of the mobile retail market and what are the emerging “game-changers”?

4. How much is the mobile retail market worth today, by how much will it grow by 2016?

5. What is the future of mobile couponing? What sort of targeting will increase redemption rates?

6. How will NFC affect the mobile shopping experience?

7. What are the primary distribution channels for mobile advertising?7. What are the primary distribution channels for mobile advertising?

Key questions the report answers:

Quantified revenue sizing for the mobile coupons, NFC smart 
posters and mobile advertising markets supported by mobile 
coupon redemption rates, NFC smart poster downloads and 
mobile advertising spend per user.

Identification of new retail marketing developments including 
“clicks and bricks” players, NFC shopping initiatives and 
mobile shopping assistant apps.

Updates on 12 significant retail marketing players together Updates on 12 significant retail marketing players together 
with drivers and constraints for each key retail marketing 
sector.

• Latest Mobile Retail Developments

• NFC/Coupons/Advertising Forecasts

• Mobile Retail Ecosystem Explained

• Benefits of this report:

This report investigates various tools, techniques and mobile 
channels available to mobile marketers to influence the 
mobile shopper. NFC Shopping, Mobile Coupons and Mobile 
Advertising markets are analysed and supported with regional 
growth forecasts for each sector. The report surveys the 
development of the mobile retail market from the standpoint 
of consumer and retailer, whether in physical or online stores. 
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