An independent study of the mobile technology experiences of 1,000 consumers in the U.S. found...

CONSUMERS’ EXPECTATION VS. REALITY
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HOW CONSUMERS USE
MOBILE DEVICES

67 % Shopping
46% Banking
41% Downloading content

35% Researching or making hotel/overnight
reservations

27 % Ordering take-out

Which industry uses technology most effectively to enhance consumer experiences?
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CONSUMERS SPEAK UP: WHAT CREATES POSITIVE EXPERIENCES

Consumers rank what contributes to an overall positive shopping experience:
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Research comissioned by Mobiquity Inc. and conducted by Research Now
Download the full report at:
www.mobiquityinc.com/frustratedshopper-report-2015
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