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 Industry Snapshot: 

Retail Sector Performance Charts  

The following table and charts provide a snapshot of retail sales performance  

during the third quarter of 2015. 

 

Source: Haver Analytics 

Chart 1. Retail Sales: Total (Excluding Food Service). 

Source: Federal Reserve Bank of St. Louis 

 

Retail Spending (%) Oct Sep Aug 
Oct 

Y/Y 
2014 2013 2012 

 Total Retail Sales &    

 Food Services 
0.1 -0.0 0.0 1.8 3.9 3.7 5.0 

     Excluding Autos 0.2 -0.4 -0.1 0.8 3.1 2.7 4.1 

     Non-Auto Less  

     Gasoline &  

     Building Supplies 

0.2 0.1 0.2 3.2 3.3 2.7 3.6 

 Retail Sales -0.0 0.0 -0.0 1.1 3.7 3.8 4.9 

http://www.plattretailinstitute.org/
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 Chart 2. Retail Trade: Nonstore Retailers. 

Source: Federal Reserve Bank of St. Louis 

 

Chart 3. S&P Retail Select Industry Index.  

Source: McGraw Hill Financial 

http://www.plattretailinstitute.org/
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 Electric Vehicle Charging Stations and Digital  
Signage: Charging More than Just Vehicles  

By Todd Mares, Director of Emerging Technologies, Peerless-AV 

D 
igital signage can be used in a variety of applications and often plays a key 
role in effective communication. Common applications for digital signage 
use include retail, hospitality, transportation, education, corporate, and en-

tertainment venues. However, digital signage has been expanding in use, with so-
lutions appearing in new venues such as charging stations for electric vehicles. 

The need for public charging stations is rapidly growing in tandem with the de-
mand for plug-in electric vehicles (PEVs). Digital signage is also growing in tan-
dem with technological advances and changes in communication styles and pro-
cesses. The use of such a unique combination of technologies opens many doors 
for beneficial returns to all parties involved, including content providers, advertis-
ers, manufacturers, and end users.   

The installation of charging stations (whether at a premium retail center, grocery 
store, parking garage, entertainment venue, or airport) has various benefits  
including:  

 Brand building, customer attraction, and retention. 

 Electric vehicle (EV) charging stations give businesses a unique way to 
differentiate themselves from competitors, and enhance and promote a 
positive, environmentally friendly brand image. 

 Digital or static advertising opportunities on signage are possible. 

 Content options are nearly endless. Each time EV owners charge their ve-
hicles, it becomes an opportunity to advertise to those drivers.  

 Advertising offers the charging station company the ability to offer the 
charging station for free, while generating money directly from advertising. 

 Reduce environmental footprint and save energy. 

http://www.plattretailinstitute.org/
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 According to Portland General 
Electric (PGE), about one-third 
of the country’s greenhouse 
gas emissions come from 
transportation, and 60 percent 
of that is from vehicle use. 
Charging stations significantly 
aid in reducing carbon emis-
sions and the more public sta-
tions installed, the more inter-
ested non-EV drivers will be to 
join the movement. 
 
Taking Charging Stations to 
a New Level  

Digital displays enclosed within 
an outdoor charging station 
kiosk offer many benefits to 
the charging station manufac-
turer, signage manufacturer, 
advertisers, and end users as 
compared to traditional charging stations equipped with only backlit static signage.  

The benefit is that the digital signage messaging options are limitless. When en-
closed in a charging station kiosk, the medium can be used to generate revenue 
through advertising, provide wayfinding and personalized guest services, provide 
corporate information for employees, and more. A constant stream of fresh con-
tent can achieve high quality communications to the specific target audience.   

Charging stations are the perfect place to advertise to each driver who pulls up to 
charge. A recent study found that 63 percent of adults report that digital signage 
advertising catches their attention more than any other method of advertising, and 
44 percent said they paid attention to digital signage advertising more than any 
other method of advertising.1 Whether the advertisement is for a partner EV com-
pany, stores inside the premium retail center, or for the charging station company 
itself, digital signage offers more advertisement space and potential for increased 
revenue.   

The true takeaway is that the opportunities for functionality and benefits for all par-
ties involved are truly limitless. Digital signage can certainly be used to generate 
revenue through advertising, but moreover, supports what retailers can and should 
offer shoppers in terms of a personalized guest service experience, from the mo-
ment they step out of their cars. From customized wayfinding, to exclusive promo 
codes displayed on digital signage enclosed in charging stations, companies can 
create a 360-degree brand experience, allowing customers to interact with brands 
anywhere, at any time. A constant stream of fresh content, on-demand is the ex-
pectation of customers and it is through digital signage that retailers can truly ac-
complish this. 

Kiosk and Display Considerations  

Before investing in an outdoor kiosk and display for a charging station, there are a 
number of factors to consider. These are related to the kiosk and display.  

___________________________________________________  

1 
“Digital Out-of-Home Media Awareness & Attitude Study.” Rich Media Technologies. See-

Saw Networks, Inc., 2007. Web. 15 Sept. 2015. <http://www.richmediatechnologies.com/
uploads/articles/pdf/Outdoor%20Effectivness.pdf.> 

Background Info on 
Electric Vehicles 

Electric vehicles (EVs) 
have been around for 
more than 100 years, 
with the first “small-scale 
electric cars” invented in 
1828. It wasn’t until the 
1890s that the first suc-
cessful EV was created, 
which sparked an inter-
est in both consumers 
and automakers.   

Historically, EVs were 
not widely adopted by 
consumers due to their 
short driving time and 
long charging sessions 
compared to convention-
al gasoline or diesel 
cars. However, today 
that is no longer the 
case with battery charg-
ing time being of little 
concern for a plug-in 
electric vehicle (PEV) 
owner.   

The demand for PEVs is 
growing rapidly and with 
that demand also comes 
the need for charging 
stations.   

http://www.plattretailinstitute.org/
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 PEV Fundamentals 

The two types of PEVs 
are EVs and plug-in hy-
brid electric vehicles 
(PHEVs).   

All EVs, also referred to 
as battery-electric vehi-
cles, run solely on batter-
ies, which store electrical 
energy that powers the 
motor and produces no 
tailpipe emissions. Plug-
ging the vehicle into an 
electric power source 
charges the batteries. 
Also, EVs have the ability 
to charge by regenera-
tive braking, which 
means the electric drive 
motors are used as gen-
erators and return the 
kinetic energy normally 
lost when braking to 
electricity for the electric 
supply system to run off 
of.   

Plug-in hybrid electric 
vehicles (PHEVs), also 
referred to as extended 
range electric vehicles, 
differ from EVs as they 
use both batteries and 
fuel. The batteries power 
the electric motor and the 
fuel powers the internal 
combustion engine. 
These types of vehicles 
are similar to EVs be-
cause they can be 
plugged into an electrical 
source. However, the 
battery life for PHEVs is 
normally shorter.   

Kiosk considerations:  

 Weather ratings are one of the most important considerations when choos-
ing a kiosk. The best way to determine a kiosk’s ability to withstand weath-
er conditions is by referring to the Ingress Protection (IP) rating. The IP 
code classifies and rates the degree of protection provided against the in-
gress of dust and water. An IP68 rating is the standard recommendation 
for this type of application. 

 Ability to update content and monitor the status of the kiosk remotely via 
Wi-Fi or landlines.   

 Configurable email alarms notifying the charging station company of any 
issues with the kiosk, e.g. power is down, an internal component has 
failed, a door is open, a concerning enclosure temperature, etc. 

 Circulation fans to ensure proper operating temperature for the internal 
electronics. 

 Lockable doors for security and kill switches outside the enclosure to shut 
off power during an emergency. 

 Ability to integrate a display, media players, speakers, and more to provide 
a complete self-service experience for the consumers charging their PEVs. 

 Pre-assembled design to simplify on-the-job installation, eliminating the 
need for on-site engineers for assembly, thereby reducing installation 
costs. 

 
Outdoor display considerations:  

 Ability to withstand harsh outdoor elements, season changes, and extreme 
temperature differentials (see previous explanation of IP ratings). 

 Daylight-readable, full HD, 1080p resolution for a bright, crisp picture when 
installed in outdoor environments. 

 An LED backlight system, which ensures better uniformity of illumination 
and creates less heat. 

 Designed for direct solar loads and temperatures ranging from -40°F to 
140°F. 

 Fully sealed design to prevent condensation from forming inside the dis-
play glass. 

 Cooling, as air conditioners will need upkeep, require maintenance, and 
consume significant power. 

 Ambient light sensors to automatically and gradually adjust a screen’s 
brightness at different times, based on surrounding conditions. 

 Breakage-resistant safety glass to contend with vandalism. 

The Solution 

Peerless-AV® helped create custom Volta charging stations. The station design 
includes an outdoor daylight-readable display, a backlit poster box, a media play-
er, a power meter, and a cellular modem. The cellular modem allows for real time 
content updates and power consumption records. One of the largest challenges 
retailers face is getting customers’ attention. An interactive display helps retailers 
connect with customers in a meaningful way. 

 

 

http://www.plattretailinstitute.org/
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Peerless-AV Company Profile 

PRI welcomes Peerless-AV as a member firm and is pleased to provide this pro-
file to Journal readers.  

Peerless-AV, a Peerless Industries, Inc. company, is a leading designer, manu-

facturer, and distributor of audiovisual solutions. From its award-winning mounts 

and wireless audio systems to indoor/outdoor kiosks and the industry’s first fully 

sealed outdoor displays, Peerless-AV aims to Get It RightTM by fulfilling both inte-

grators’ needs for ease of installation and service, and end users’ dreams in resi-

dential and commercial applications.  

Based in Aurora, IL, Peerless-AV manufactures over 3,600 products that serve 

original equipment manufacturers, commercial integrators, and consumer retail-

ers in 22 vertical markets through direct sales representatives and authorized dis-

tribution.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Todd Mares is the Direc-

tor of Emerging Technol-

ogies at Peerless-AV.  

Charging Fundamentals 

EV charging stations can 
be installed just about an-
ywhere electricity can be 
run – homes, apartment 
complexes, corporate 
campuses, college cam-
puses, shopping centers, 
parking garages, etc. But 
before installing and using 
a charging station, it’s im-
portant to understand the 
basics of the equipment.  

There are different types 
of electric vehicle supply 
equipment based on com-
munication capabilities 
and the time it takes to 
actually charge the vehicle 
itself. This equipment 
takes electrical energy 
from the electricity source 
it is plugged into, such as 
the electrical outlets at a 
shopping center parking 
garage. In order to guar-
antee that a safe flow of 

electricity is continuously supplied to the various brands of PEVs charging, the 
supply equipment has to be able to communicate effectively with the PEV. 

http://www.plattretailinstitute.org/
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 In-Store Digital Media You Can Hang Your Hat On: 
Nebraska Furniture Mart of Texas 

By Matt Schmitt, President and Chief Innovation and Strategy Officer, Reflect 

F 
amily owned and operated since 1937, Nebraska Furniture Mart is a brand 
rich in heritage. Nebraska Furniture Mart has always focused on unmatcha-
ble prices, top-notch customer service, and memorable guest experiences. 

The Texas store encompasses a 560,000-square-foot retail showroom and a 1.3 
million-square-foot distribution center. It is projected to host eight to 10 million visi-
tors annually. The store serves as an anchor to the Grandscape development, a 
400+ acre mixed-use development that will provide a unique destination for retail, 
entertainment, dining, and attractions.  

When the owners decided to open a new store in Texas, they were aware of the 
challenges of introducing a brand rich in heritage to a new market, as well as the 
challenges that came along with the immense scope of the project. The challenge 
was to use in-store digital media technologies to design an intimate and personal-

ized shopping 
experience for a 
large-format 
store.   

Nebraska Furni-
ture Mart of Tex-
as provides an 
ideal environ-
ment for in-store 
digital brand me-
dia. With 14 
unique digital ex-
periences, and 
multiple instanc-
es of each expe-
rience across the 
vast showroom, 
the digitally ena-

bled, one-of-a-kind customer journey starts immediately when guests arrive. The 
digital media provides Nebraska Furniture Mart control over the management, dis-
tribution, and presentation of HD media content and applications across its entire 
digital media network. 

http://www.plattretailinstitute.org/
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Interactive Digital Experiences 

 Custom Wayfinding – Five interactive kiosks located at the main, west 
garage, and east Grandscape entrances provide guests with store infor-
mation, department locations, and optimal routes, all presented on a 
touchable 3D map of the store. 

Reflect WayFinder provided Nebraska Furni-
ture Mart with a turnkey, customizable digital 
mapping solution. Reflect worked with Ne-
braska Furniture Mart to determine the right 
type of product to fit its objectives, and then 
constructed the appropriate application and 
content to deliver a solution.   

 Custom Retail Application – Seventeen, 
42-inch touch displays are located on col-
umns throughout the first and second floors 
of the store. This interactive application 
helps customers locate specific items of in-
ventory in the store, no matter how frequent-
ly products are moved. Notorious for remer-
chandising daily to keep its stores fresh and 
current on home furnishing trends, Nebraska Furniture Mart needed a way 
to ensure its customers could find what they were looking for when they 
arrived. Each item of inventory has its location available real-time, and is 
searchable and locatable 
by the application. The 
custom touch application 
is tied to the retailer’s 
back-end systems to en-
sure information shown to 
the customer is always 
automatically updated as 
inventory moves through-
out the store. 

http://www.plattretailinstitute.org/
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  Interactive Branded Applications – The 14 touch
-sensitive displays in the Kitchen Aid shop and ap-
pliance area of the megastore provide customers 
with brand/product specific information, specs, and 
availability. 

 Credit & Registry Kiosks –There are 20 gift regis-
try and credit application kiosks dispersed on all 
floors to provide guests with the convenience of 
using them when and where they are needed. 

Experiential Digital 

Nebraska Furniture Mart wanted to make sure its store delivered a Texas-sized 
branded experience that would resonate with its customers. 

 3 x 3 Video Wall – A 3x3 video wall was installed on a custom wall-
mount system located at the back of the store. The video wall is used to 
display Texas-related content and imagery that spans across all nine 
screens. 

 Mosaic Video Wall – 
For the curved wall at 
the Grandscape en-
trance of the store, a 
custom-designed video 
wall, consisting of 27 22
-inch display tiles, was 
arranged to enhance 
the architectural appeal 
of the curvature of the 
wall. 

 4K Display – An 84-
inch 4K display is locat-
ed in the TV/Sound Department of the store. This display broadcasts 
compelling, emotion-evoking 4K content. 

Passive Digital Experiences: 

 TV Sales Wall –  Furniture Mart has a large inventory of televisions on 
display, showcasing four different content playlists throughout the depart-
ment. 

 Passive Video Walls – 
The store has three 
video walls that allow 
for different content on 
each screen or to have 
one stream of content 
shown across all 
screens. 

 Sales Floor Passive 
Displays – Located 
high on structural columns at two locations in the store, the left and right 
side of the central entrance, are two 55-inch displays.  Each pair of dis-
plays is mounted on two adjoining sides of the column and can show dis-
tinct content on each or synchronized content that moves from one dis-
play to the other. 

http://www.plattretailinstitute.org/
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  Tree House – Two 40-inch displays 
are mounted back to back on the 
trunk of the treehouse located in the 
children’s area of the store. An experi-
ence geared toward children, the dis-
plays are equipped with video capture 
and directional sound that can be 
used to broadcast storewide messag-
es or emergency alerts. 

With its digital signage focus, Nebraska Furni-
ture Mart placed importance on enhancing the 
experience throughout the customer’s journey. 
The results of the retailer’s efforts include:  

 Customer experience elements designed on an immense scale. 

 Messaging and content to communicate brand heritage and values, time-
ly information, and relevance to the in-store experience. 

 Digital wayfinding and store directories. 

 Interactive experiences allowing customers to find departments and prod-
ucts quickly and easily. 

 Visual merchandising elements redressed daily to create an ever-
changing and fresh store experience. 

In-Store Digital Media 

(cont’d.) 

Matt Schmitt is the Presi-

dent and Chief Innovation 

and Strategy Officer at Re-

flect. 

Learn more about the Nebraska Furniture 

Mart project in an upcoming webinar 

WHEN: December 9, 2015 from 2-3 pm EST. 

WHO: Lee Summers, Marketing Technology Manager for 

Nebraska Furniture Mart and Matt Schmitt, President and 

Chief Innovation and Strategy Officer, Reflect. 

WHAT: In this webinar, presented by Digital Signage Con-

nection, Summers and Schmitt will discuss the challenges 

associated with introducing a brand rich in heritage to a new 

market and the opportunities that come with using in-store 

digital media to create an intimate and personalized shop-

ping experience. 

Click here to register for the webinar. 

http://www.plattretailinstitute.org/
http://www.digitalsignageconnection.com/store-digital-media-you-can-hang-your-hat
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 Multi-Screen Environments and Social Media  
Triggers: Uses and Gratifications 

By Dr. Jeffry Babb, Associate Professor and Ginsler Professor of Computer Information 
Systems; Dr. De’Arno De’Armond, Associate Professor and Edwards Professor of Financial 
Planning; Dr. Emily Kinsky, Assistant Professor of Mass Communication; Dr. Kristina Drum-
heller, Associate Professor of Communication Studies; and Dr. R. Nicholas Gerlich, Hick-
man Professor of Marketing, West Texas A&M University 

W 
ith more mobile devices in the world than people, brands are directing 
much of their efforts toward reaching consumers on those devices. Brands 
such as Dove, Volkswagen, Unilever, Mercedes, and ESPN have been 

using interactive out-of-home media to spread their messages and prompt connec-
tions and conversation with consumers. From near field communications offering 
consumers discounts via their smartphones as they approach a particular sign, to 
questions prompting commuters to tweet about what makes them feel beautiful, 
brands are trying to engage consumers in new ways. 

The growth of mobile has changed many people’s media habits. People often use 
mobile devices while watching television and while waiting for something else to 
happen, whether that’s sitting in a doctor’s office 
waiting to be called or standing on a platform waiting 
for a subway. With that multi-screen use in mind, 
brands are including hashtags in the lower third of 
the screen of intended attention – beckoning con-
sumers with a Shazam logo for more information, or 
directing them to follow their Facebook pages – in 
hopes of tying into a consumer’s focus on their “other” screen.   

These “first screen” messages come into consumers’ homes on their television 
screens, but they’re also found in a multitude of environments on digital signage. 
Social media prompts are often included on digital signage and sometimes they are 
the entire focus of the sign. Social media boards displaying real-time tweets and 
check-ins have become popular at conferences, hotels, and sporting events. Peo-
ple were encouraged to take selfies with JetBlue’s digital signage for its Curaçao 
campaign and post them on Instagram with the hashtag #JetBlueGetaways, while 
Microsoft stores encouraged people to post their pictures on the store’s 150-foot 
video wall. This is all an extension of the earliest signage/mobile interactions evi-
dent in QR codes, which were (and remain) successful in markets like Japan. 

The term “second screen” has been used for mobile devices that people use in 
partnership with their television, but many are coming to see the mobile screen as 
primary rather than secondary. Though the mobile device may be the primary tool 
used each day, it is often something in people’s environments that prompts them to 
use a particular app, look something up, join, follow or like a company at that mo-
ment. The question of which screen has primacy, and in which context, is worth 
exploration. 

Uses and Gratifications  

As organizations move toward more digital signage use, understanding the gratifi-
cations obtained can help targeting efforts. Uses and gratifications theory argues 
that individuals actively choose the media they wish to use based on perceived 
gratifications sought and obtained. Early media uses and gratifications research 
focused on television use specifically identifying uses such as information seeking, 
relaxation, and entertainment. Research has since looked at motivations for other 
media usage such as reading materials, Internet, parasocial interactions, mobile 
apps, and social networking sites (SNS). 

The growth of mobile 

has changed many 

people’s media  

habits.  

http://www.plattretailinstitute.org/
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Being socially connected to others is a primary gratification for users of SNS, 
which greatly facilitates word-of-mouth marketing. Thus, it is no surprise that ad-
vertisers seek ways to enhance their message through SNS use. As digital sign-
age use increases, identifying motivations can enhance viewer interaction with 
SNS triggers. Researchers have already noted that organizations using SNS 
should make sure the interactions are fast, responsive, and feel like a private in-
teraction – in short, they should feel like a natural extension of the context and set-
tings. 

This “first” and “second” screen dichotomy is the subject of ongoing research at 
West Texas A&M University, which seeks to understand more about television 
and digital signage audiences engaging with SNS triggers and what motivates 
them to do so. This particular project focuses on three primary questions: 

1. How often do viewers interact with (a) social media triggers on television 
and (b) social media triggers on digital signage? 

2. Which social media platforms are people most likely to (a) interact with on 
TV and (b) interact with on digital signage?  

3. What gratifications are obtained by users of (a) social media, (b) television, 
and (c) the Internet? 

How We Arrived at our Findings: Method and Measures 

In order to examine the phenomena of interest, we administered an online survey 
to a nationwide convenience sample using Amazon’s Mechanical Turk service. 
Amazon’s Mechanical Turk is a crowdsourcing service and marketplace allowing 
individuals, researchers, and businesses to request/coordinate the use of other 
humans to perform tasks that are not fully suited to computer automation. There is 
a growing segment of researchers who find this service provides access to a wider 
range of respondents. The survey was administered in June 2015 over a multi-
week period.  

Data and Results 

Our survey yielded a total of 526 usable responses, with 55 percent of respond-
ents male and 45 percent female. Forty-eight percent of respondents reported 
marital status as “married or living with a partner,” 28 percent reported “single not 
in a relationship,” and 24 percent reported “single in a relationship.” More than two
-thirds (68 percent) of respondents were born between 1982 and 1995, with an 
average age of approximately 33 years. Sixty-four percent of the respondents 
identified as “White, not Hispanic or Asian,” 19 percent “Asian-Indian,” 5 percent 
“Black or African American,” 4 percent “Asian-East or Southeast,” 4 percent 
“Hispanic or Latino,” 1 percent “Native American or Alaskan Native,” and 1 percent 
“Other.” Although it would be desirable to have obtained a more even distribution 
in gender, race, and age, these may be byproducts of the use of Amazon’s Me-
chanical Turk. Thus, this sample is a convenience sample, as responders decide 
to which human intelligence tasks they will respond. There were no mechanisms 
in place to dynamically filter responses based on any demographic distributions. 

The Nature of Social Media Triggers via Television 

Respondents were asked several questions relating to their use of television. Sev-
enteen percent of respondents reported watching 11 hours of television per week. 
Additionally, 21 percent watch 1-5 hours of television per week, 28 percent ob-
serve 6-10 hours per week, and 34 percent watch greater than 12 hours per week. 
Eighty-one percent of respondents have utilized a second screen during a televi-
sion show. Here, we refer to the device as a “second screen” as, presumably, the 
context of use is during the viewing of the television. Fifty-four percent of respond-
ents indicated they have used a digital device to engage with social media tags on 

http://www.plattretailinstitute.org/
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 television (hashtags, Shazam icons, etc.). When asked which SNS the respond-
ent is most likely to interact with on television via a second screen, the most likely 
in order are as follows:  

1. Facebook. 

2. Twitter hashtags and live tweeting. 

3. Shazam. 

4. Text/call to vote. 

5. Pinterest. 

6. Instagram. 

When asked how often respondents find themselves interacting with text on the 
television screen, actually going to websites, social media sites, or using apps ad-
vertised on the television screen, 22 percent reported less than once a month, 26 
percent 1-3 times per month, 17 percent once a week, 14 percent 2-3 times per 
week, 7 percent 4-6 times per week, 9 percent daily, 2 percent 2-3 times per day, 
and 2 percent reported more than 4 times per day .  

The Nature of Social Media Triggers via Digital Signage 

Respondents were asked 
several questions relating 
to their awareness and use 
of digital signage. Sixty-
eight percent of respond-
ents indicated they have 
been exposed to digital 
signage and received addi-
tional questions providing 
further insight of digital 
signage engagement. 
When asked if the re-
spondent has ever used a 
digital device to engage 
with digital signage, 39 
percent answered “yes,” with 61 percent answering “no.” Of those engaged with 
digital signage, when asked which SNS the respondent is most likely to interact 
with on digital signs, the most likely in order (highest to lowest) are as follows:  

1. Facebook. 

2. Twitter hashtags and live tweeting. 

3. Shazam. 

4. Text/call to vote. 

5. Pinterest. 

6. Instagram. 

When asked how often respondents find themselves interacting with text on digital 
signage, actually going to websites, social media sites, and/or using apps adver-
tised on the screen, 3 percent responded never, 31 percent reported less than 
once a month, 21 percent 1-3 times per month, 15 percent once a week, 8 per-
cent 2-3 times per week, 6 percent 4-6 times per week, 9 percent daily, 6 percent 
2-3 times per day, and 1 percent reported more than 4 times per day. While a mi-
nority, there is a considerable number of respondents who do react to, and inter-
act with, social media prompts from digital signage. 
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 Uses and Gratifications, Social Media, the Internet, and Television 

Respondents were asked questions regarding uses and gratifications of social 
media, the Internet, and television. When asked how often the respondent uses 
social media platforms 
daily, the following, in 
order of most utilized, 
was noted: Facebook (25 
percent), Reddit (20 per-
cent), Twitter (19 per-
cent), Instagram (12 per-
cent), Pinterest (8 per-
cent), Snapchat (7 per-
cent), Tumblr (5 percent), 
Flickr (4 percent), and 
Shazam (3 percent). Re-
spondents were asked to 
indicate how well nine 
provided statements ex-
plain their reasoning for 
choosing to use SNS on a scale of “not at all” to “exactly.” Ranked according to 
means, participants primarily used SNS because it entertains them and because 
they can learn new things. They also acknowledged the use of SNS as a way to 
pass time, express themselves freely, talk to others about social media trends, 
and because it is exciting. The remaining responses with lesser agreement 
acknowledged the motivations for using SNS are to relax and simultaneously feel 
less lonely, yet get away from things or people. 

Respondents were also asked to choose an answer that best describes how they 
relate to 13 statements regarding use of the Internet on a scale of “strongly disa-
gree” to “agree strongly.” Ranked according to means, respondents agreed that 
primary motivations include that it is a good way to do research, it is enjoyable, 
and it is beneficial for learning about useful things and unknown things. Respond-
ents also acknowledged the Internet’s convenience and entertainment in surfing 
the Internet. To a lesser degree, respondents viewed the ease of use, access, 
and usefulness in passing time as reasons for using the Internet. The ability to 
see what others have to say, freely express themselves, and meet people with 
similar interests were viewed as somewhat motivational for using the Internet.  

As with other media, respondents were asked to indicate how well nine provided 
statements explain their reasoning for choosing to watch television on a scale of 
“not at all” to “exactly.” Ranked according to means, participants affirmed that 
their primary gratifications from television viewing included entertainment, relaxa-
tion, and to pass time. Other motivations included to learn things, because it is 
exciting, and to get away from people or things. Lesser motivations included 
watching television to feel less lonely and to more freely express views. 

Additionally, respondents were asked to identify from seven provided uses to 
what extent the following behaviors were observed while watching television. On 
a scale of “never” to “very often,” ranked according to means, participants most 
commonly said they tended to eat, use social media, and text while watching tele-
vision. With lesser frequency, participants prepared food, talked about something 
other than the program, took care of someone, and read. Respondents were also 
asked to rate their level of agreement of the importance of five statements from 
“strongly disagree,” to “strongly agree.” Ranked based on means, participants felt 
it was most important to finish a program from start to finish; record their favorite 
program; and plan their evening around their favorite program. Of lesser im-
portance was watching the clock to make sure they did not miss their favorite pro-
gram and interacting with a program through social media or the Internet.  
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Discussion/Key Takeaways 

Of interest is that the “Internet,” which presumably means browsing websites on 
the Web, is associated mostly with learning and discovery (both pursuits of activi-
ty); whereas, social media (which are largely delivered through websites or apps) 
are associated with entertainment and passing time, primarily. Of course, partici-
pants also ranked SNS highly as a source of information. Further, as would be ex-
pected, viewing television programs is rated highly for its linear and passive quali-
ties (entertainment and passing time). What is remarkable is that all three seem to 
have a formative intersection, where those wishing to “co-task” (not exactly multi-
task, but to engage in a deeper, yet related, activity of interaction and discovery), 
can do so with social media providing a “glue” that relates the interests between 
the producer and consumer. Some have suggested that such arrangements lead 
to co-creation between the producer and consumer in that this “first” and “second” 
screen mix can be utilized for co-creative experiences. 

The respondents also give the impression that television is not a passé medium 
for them. To the contrary, other than the understandable parallel activity of eating 
(viz. TV dinners) or the preparation for eating while watching television, it is nota-
ble that maintaining contact with others (text and SNS) has emerged as a promi-
nent parallel activity. Whether a desktop, laptop, or mobile device is used, it 
seems commonplace for respondents to have access to two screens. Whether for 
SNS or Web browsing use, respondents were most comfortable mixing the pas-
sive gratifications and uses of the television with the interactivity of what is 
(whether it is mobile or not) personal computing. To wit, once the novelty of mobili-
ty begins to wear off, we will realize that we are engaged in personal computing 
(albeit largely for communication). As such, personal computing remains a fruitful 
and interactive experience, particularly as the inter-networking of these computers 
is on the rise. Moreover, given the Internet of Things (IoT) phenomenon, wherever 
the consumer is, there too is their ability to engage in personal computing, and 
their ability to share and interact with other actors in the network (human and oth-
erwise). 

Although digital signage did not resonate with the majority of respondents, the fact 
that 39 percent reported interacting with digital signage, and some with great fre-
quency, indicates the potential for engagement with digital signage as digital sign-
age and the use of social media triggers on these signs gain in popularity. Les-
sons can be drawn from motivations for SNS use and television viewing as both 
have shaped the current social landscape. Although SNS are often visited while 
watching television, such interactions are not viewed as highly important, indicat-
ing that marketers must make greater effort to engage the viewer. Primary SNS 
use motivations were research and learning while being enjoyable. Providing 
viewers of digital signage with reasons to research new information while making it 
something enjoyable could increase interactions. 

Concluding Remarks 

Our overall work has set out to investigate how consumers interact with social me-
dia triggers in the context of television use and in the presence of digital signage. 
The sample largely falling within the Millennial Generation might explain the posi-
tive potential in digital signage as this generation continues to mature and make 
up the largest consumer base.  

Although the results suggest that socializing or learning while watching television 
is a valid phenomenon worthy of further study, it also gives pause to reconsider a 
multi-screen environment and the cardinality of “first” and “second” in the relation-
ship. As an increasing number of consumers are “cutting the cord” and discontinu-
ing cable television subscriptions, and some cable providers (who moonlight as 
high-speed Internet Service Providers) are jumping in to accommodate this trend, 
it might be just and antiquated to call the “screen that can be shared with others” 
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 the television, and the “screen that is mine,” the phone or tablet. Both are mediums 
for content, communication, and computing. A future topology for computing, so-
cial network interactivity, and entertaining in the home may just consist of screens 
that are inter-networked and persistently connected to the Internet. Again, the dis-
tinction would most likely be whether the screen is large and meant to be shared, 
versus held in your hand and meant to be your personal device. 

Lastly, although our sample reflected Millennials significantly, recent studies sug-
gested that the subsequent generation (born in the last five to 15 years), are so 
entrenched in having computing (and subsequently connectivity to all networks, 
social or otherwise) in their hands and about their person that the promise of ubiq-
uitous and pervasive computing is upon us. In a study of 800 parents and children 
conducted by Miner and Co., a majority of children in the study had their own tab-
let and preferred watching content on the device rather than the television. Given 
the screen, computer, and network topology discussed above, it is conceivable 
that “first” and “second” screen may blur to the point of indistinction. Again, the 
ability for marketers and producers to understand the context of entertainment and 
information use may provide the best means for future interactions via prompts 
within programming (hashtags and the like). If we are reduced to content, context, 
screens, and computing/networks, then words like “television, phone, and tablet” 
may be headed toward their obsolescence. 

Uses and gratifications theory helps identify motives for using social media triggers 
as a means of utilizing an extant and dominant technology to co-opt an emergent 
(if not already dominant) technology in a synergistic manner to obtain media gratifi-
cations. Uses and gratifications is an appropriate perspective to take as the re-
spondents to our survey corroborate that both mediums (mobile devices and 
screens – television or signage) are all appropriated in goal-seeking contexts. Alt-
hough television seems to retain its passive nature, when enhanced with the inter-
action available with mobile personal computing, the usefulness and gratification of 
the television medium is extended. In one sitting, various needs are being met by 
both mediums. Respondents have indicated that, in the context of television us-
age, the mobile device is there as “something to do,” presumably, in-between the 
“good” parts. The next question to answer is, which are the “good” parts and why? 
If one were to guess who will best answer this question, it would be a safe bet to 
look to the upcoming generation: this “connected” generation not only grew up with 
the Internet, they grew up with pervasive and ubiquitous access to context-
sensitive and rich mediated content at their leisure and discretion. To return to the 
recent Minor and Co. study of 800 parents and children, it is little wonder that the 
principle punishment for these children is to have their mobile device restricted; to 
be disconnected is to not exist at all. 
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Retail Apps: Fearful Failure or Face of the Future? 

By Martin Block, Executive Director, Retail Analytics Council and Professor, Integrated Mar-
keting Communications department; and Don Schultz, Director, Retail Analytics Council and 
Professor (Emeritus-in-Service), Integrated Marketing Communications department, North-
western University 

O 
ver the past few years, software application packages (better known as 
apps), which can be downloaded onto a desktop computer and/or mobile 
device, have been hailed as the new technology which will revolutionize the 

interface between buyers and sellers at all levels of retail commerce (Kalakota, et 
al, 1999). While there are multiple definitions and descriptions of these apps, for 
this paper, we confine our discussion to mobile retail apps, since they appear to be 
the application of choice for increasing numbers of consumers. Thus, the definition 
used in this paper is:  

While this definition is somewhat restrictive, it does focus the following discussion 
on what the practical nature of apps might be, and separates that from some of the 
vendor and blogger hype that has dominated the discussion.     

We first start with a view of fixed and mobile device growth over the past few years. 
Without these accessing tools, apps would be irrelevant. Since the focus of this pa-
per is on mobile apps, how that area has grown over the past few years becomes 
quite important. That is followed by a discussion of the amount of time spent using 
various connected devices. Time seems to be the major factor that marketers be-
lieve drives the use and value of these apps. At least that is where they have 
placed their primary focus. We then turn to a specific discussion of consumer down-
loads of mobile retail apps in the U.S. We expand the discussion by providing a 
comparison of the usage of mobile apps in China with that in the U.S., and find that 
U.S. downloads are slowing. From that, we develop the argument that there is no 
real “global” marketplace for apps, but there will likely be a huge market for a num-
ber of locally and regionally developed apps. Finally, in terms of retail app usage in 
the U.S., there does  not appear to be a correlation between retail app downloads 
and sales.  

Growth of Mobile Devices and Retailer Apps  

Retail mobile apps are clearly an outgrowth of the adoption of mobile computing. 
The rapid consumer take-up of devices such as iPhones, Androids, tablets and the 
like has created this ancillary demand for mobile apps. As this demand has in-
creased, manufacturers of various mobile devices have continually enhanced the 
functionality of their products (Prahalad and Ramaswamy, 2012). That has resulted 
in improved and increased device capabilities, features, and functions, which have 
made mobile apps a more attractive product for consumers.   

Historically, computing has gone through a number of phases. This started with 
huge mainframes which were downsized into servers (Somogyi and Galliers, 2012), 
which then evolved into desktop computers (Davis, 1977) some 50 years ago 
(Tomitspro.com, 2013). Desktops were the device of choice for both consumers 
and businesses for more than two decades. Today, however, mobile devices, in 
terms of consumer usage, overtook desktops in mid-2013. The trend seems to be 

Mobile retailing or mobile channel initiatives are defined as  

processes and tools that enable brand/product marketing, 

search, order, and payment functions on the consumer's mobile 

phone or similar devices at retail locations or otherwise – con-

sumer's home, office, or any other location (Aberdeen Group, 

2010).  
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 solidly in favor of mobile, as shown in Chart 1 below. Note in Chart 1 that it is not 
just the absolute number of mobile devices that is important; it is the growth trajec-
tory which seems to offer so much promise.   

Chart 1. Number of Global Users (millions).  

Mobile device popularity has been confirmed not just by device acquisition, but al-
so by the amount of consumer time spent with them (see Chart 2).  

Chart 2. Internet Usage (Engagement) Growth.  
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 As can be seen, since 2008, consumers have increasingly reallocated their time 
usage to mobile devices. For example in 2008, consumers spent only 0.3 hours 
per day on mobile devices compared to the 2.2 hours on desktops/laptops. By 
2015, the total number of hours on all devices had grown from less than three 
hours per day in 2008 to an estimated five and one-half hours per day currently. 
Of that increased usage, mobile accounted for the greatest amount of time, i.e., 
2.8 hours per day for mobile compared to 2.4 hours per day on desktops/laptops. 
Thus, mobile is now the leading mode of digital engagement, accounting for 51 
percent of the total.     

What has surprised many experts, however, is that advertiser investments in mo-
bile advertising have lagged behind consumer time usage on those devices in the 
U.S. For example, Kleiner, Perkins, Caufield & Byers, (KPCB) a leading invest-
ment firm, argues that more marketer investments should be made in mobile ad-
vertising by marketing organizations. Their argument is illustrated in Chart 3.  

Chart 3. Mobile Ad Spend.  

KPCB suggests there is a “$25 billion opportunity” for mobile advertising in the 
U.S. That seems to be based on correlations between consumer time spent with 
mobile devices and marketer advertising spend on mobile advertising. Although 
this is clearly a rather biased comparison, it does seem to point out that advertis-
ers may not be as enthralled with the mobile medium as are consumers (a point 
that will be made later in this paper), or they do not view them in the same way.   

To put the current situation in the U.S. in perspective, data from Nielsen 
(www.nielsen.com, 2015) was used to create the comparison shown on Chart 4.   
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 Chart 4. Monthly Use of App and Mobile Web.  

As shown, time spent on mobile devices by consumers (both men and women) is 
growing quite rapidly. Monthly usage for both sexes has grown from roughly 23 
hours for both men and women to approximately 30 hours for each in just one year.  

All of this growth lends credence to the fact that an app ecosystem seems to be 
emerging. GroupM Chief Digital Officer Rob Norman (warc.com, 2015) suggests 
that apps will replace channels and websites as the principle gateway to screen 
time in the future. He argues that perhaps 50 apps will emerge that will account for 
80 percent or more of aggregate screen time on connected devices in the future 
(warc.com, 2015). So, while app usage may be growing, not all marketers will ben-
efit in the same way from that growth.  

Is the future of apps really as bright as it seems, or is the app only an innovation 
that will see rapid growth and then a rapid decline, as occurred in the 2000 “internet 
bubble” for a number of what were considered “can’t miss” products (Tan and 
Wang, 2010)? The field is starting to show some evidence of this “bubble” situation. 
For example, Rovio, the developer of the wildly successful mobile app “Angry 
Birds,” announced that it was eliminating 40 percent of its workforce. The reasons 
given were that the company had been unable to successfully create another app 
to replace the aging “Angry Birds” product, which has been losing users for the past 
few years. Thus, it appears that apps in general are subject to consumer wear-out 
and displacement, even if offered for free.   

It is this question of retail app software longevity or long time viability that is the fo-
cus of the balance of this paper. To do that, we compare data from the U.S. and 
China.   

Data Background  

Prosper International is a consumer research organization which gathers, analyzes, 
and provides consumer data to a number of retail organizations, both in the U.S. 
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and abroad. For example, Prosper data provides the base for the National Retail 
Federation’s retail sales forecasts. Prosper has gathered this data in the U.S. 
since 2001. It conducts a similar consumer online survey on a quarterly basis in 
China, and has done so since 2006. Prosper has made its raw data available to 
the Integrated Marketing Communications department at Northwestern University 
since 2002 for academic research.  This paper is based on that Prosper data.   

Since Prosper data is gathered regularly based on a common set of questions, it 
is possible to develop longitudinal analyses to highlight trends and changes in 
retailing and related areas such as media usage.   

To gather data, Prosper uses a proprietary algorithm (similar to that used by the 
U.S. Bureau of the Census) to draw its sample for each study. Thus, while the 
persons surveyed may not be the same, i.e. an ongoing panel, there is enough 
commonality in the sample base to make fairly accurate predictions about the 
future.   

It was noted that there was a rather dramatic decline in the way and manner in 
which the U.S. sample was reporting mobile app usage, while usage by Chinese 
respondents continued to grow. While many of the traditional research studies 
from around the world seemed to be reporting that app usage was growing, in 
the U.S., the opposite seemed to be occurring. That initial observation led to 
some additional analysis, which is now being reported in this paper. Our initial 
questions were: Is U.S. consumer retail app usage really declining and if so, why, 
when it still appears to be growing in other markets? 

The data set used in this study is based on four years of online consumer data 
(2010 to 2014). The sample size for the U.S. study was approximately 325,000 
responses, while the China sample numbered 140,000.    

As a base for the study, an analysis was first conducted on electronic devices 
that online consumers reported they were using. That data was broken down into 
three product groups, i.e., Total Computers, Total Smartphones, and Total Tab-
lets and Readers (see Chart 5). Each of the product categories is further broken 
down by the specific device, i.e., iPad, iPod, Kindle, MP3 Player, Sony Reader, 
and Android and Windows tablets in the Tablets and Readers category.   

http://www.plattretailinstitute.org/


24  

 

 

 

 

 

 

 

 

 

 
 
 

 

 

 

 

 

 

 

 

 

 
 
 
 
 

 Chart 5. Devices Owned 

 

The sixth column in Chart 5 reports the AGR for each device (AGR = average 
growth rate calculated for each year). There we see that there are almost as many 
devices declining in use as there were others which are growing. The seventh col-
umn reports results from Chinese respondents for 2014 in terms of their claimed 
ownership of the various devices. From that 2014 data for the U.S. and China, an 
index was created, which compares use in China to the U.S. (i.e., a number great-
er than 100 indicates Chinese use is greater than in the U.S., while a number less 
than 100 indicates less use than in the U.S.). For example, the Index for Desktop 
Computers was calculated as 111.1, which means that the number of Chinese con-
sumers using a Desktop was greater than the U.S. consumers and the number of 
users was growing, while Mac users were fewer and declining compared to the 
number of U.S. users. These indices are quite helpful in understanding the differ-
ences in device usage in the two countries.   

Of note are the findings that show the respondent-reported total downloads of apps 
to mobile devices for the last four years. As shown in Chart 6, the ratio of app 
downloads to mobile devices grew from 62.5 percent in 2011 to 70.0 percent in 
2013. In 2014, that growth suddenly flattened with only 69.6 percent of apps being 
downloaded in the U.S. that year.     
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 Chart 6. Download Apps to Mobile Device.  

During that same time period, the ratio of app downloads to mobile devices was 
84.8 percent for Chinese respondents, and the trend line for that usage continues 
to grow.  

Chart 7. App Download Trends by Age of Smartphone User. 

It has generally been assumed that smartphone users are younger people and 
they are primarily the ones downloading apps. The data, however, shows just the 
opposite. As Chart 7 illustrates, downloads by older consumers (55 years plus) 
grew at a more rapid rate (from 46.4 downloads in 2011 to 56.6 downloads in 2014 
or 22 percent), while the younger group grew from 72.4 downloads to 79.1 down-
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 loads in the same period (approximately 9 percent during the same period). The 
mid-aged consumer downloads, (those between the ages of 35-54), were growing 
from 68.0 downloads to 73.9, i.e., again approximately 9 percent during the meas-
urement time frame. It is interesting to note the gender trend of those who down-
load apps on smartphones in the U.S. (see Chart 8). 

Chart 8 . App Download Trends by Gender of Smartphone User. 

In 2011, downloading of apps heavily skewed toward Males (64.5 million by men, 
60.5 million for women). By 2013, the number of apps downloaded was approxi-
mately the same (70.0 million for females and 70.1 million for males). In 2014, the 
male-female mix changed dramatically. While female usage continued to grow, 
from 70.0 million (2013) to 71.1 million (2014), reported usage for males fell from 
70.1 million downloads to 68.0 million in 2014, a decrease of nearly 3 percent year-
on-year.   

We now return to the comparison of U.S. app usage with that of the Chinese. Chart 
9 below shows the apps used by all U.S. consumers by product category. Chart 10 
provides category examples. We use the same format as before, i.e., columns one 
through four are the years 2011 through 2014. Column five is the AGR (Average 
Growth Rate) during that time period. For example, Game app downloads declined 
by 1.6 percent during the period. In fact, every one of the 17 measured categories 
was either flat or declined during the measurement period, with travel apps declin-
ing the most. Social networking apps, which were flat, were the only category that 
did not decline. The sixth column is the number of downloads reported by Chinese 
respondents.   
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 Chart 9. Apps Used. 

To simplify comparisons between the two countries, once again an Index has been 
created that shows the Chinese usage of apps compared to that reported by U.S. 
respondents. As can be seen, some categories index dramatically differently from 
others. For example, Chinese use of Radio and Sports apps indexed substantially 
lower than U.S. reported use while Newsstand, Education, Business, and Retailer 
apps indexed much higher.   
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 Chart 10. App Examples. 

What about retailers? 

In Chart 11 below, a selected group of large retailers that is tracked in the data is 
shown. In the first column, we reproduce the findings from the ARC Studies, a na-
tional survey of consumers conducted to determine the app quality from among a 
large set of retailers (n=95). The average app quality rating computed by ARC is 
43. The rating, as shown in Chart 11, is what was computed for each retailer by 
ARC. As can be seen, among all the retailers listed, only Costco and Macy’s did 
not reach that average rating by consumers.    
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 Chart 11. Summary Characteristics of Selected Retailers.  

The second column is the percentage of all shoppers who said they had shopped 
at that particular retail store. The respondents are adults 18 years of age and old-
er, living in the U.S. The third column shows the growth index of the various retail-
ers shopped. That Index was calculated based on the average growth rate of 
shoppers saying they had purchased from that retailer in the survey period. All but 
two of the retailers had negative AGRs during the measurement period. The ex-
ceptions were Walmart at +5.2 percent and Amazon with a positive +15.7 percent 
growth rate. Nordstrom had the greatest decline among the retailers measured 
with a -19.1 percent rate.   

Column four references the percentage of smartphone users having reported 
downloading the particular retailer’s app (self-reported). Column five shows the 
percentage of growth of a retailer’s app downloads. For example, smartphone us-
ers who have downloaded the Walgreens app have increased at a 12.8 percent 
annual rate. Similar figures are shown for the other retailers. 

From Chart 11, we can see the wide divergence among retailers and their apps. 
This shows what is driving retailer app downloads is not closely related to the 
ARC quality rating. Those retailers who achieved a high consumer rating for their 
app in the ARC study, such as Nordstrom (72 ARC score) had a very low reported 
shopping rate among respondents, i.e., only 1.2 percent of respondents reported 
they shopped at that retailer. Thus, we begin to see the difficulty in trying to under-
stand what U.S. shoppers are actually doing with their apps. Amazon had a fairly 
high ARC rating of their app, but only 13.2 percent of the shoppers said they 
shopped there giving that firm a 15.7 percent growth index among shoppers. 
However, when the growth index was calculated, it was found to be only 4.9 per-
cent in terms of growth of shoppers with smartphones. From this data and these 
comparisons, one can see how difficult it is and might continue to be to determine 
which retailer is most successful with their mobile apps and more generally, how 
app usage is really occurring in the U.S.    
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Our final analysis compares reported consumer shopper behavior and retailer 
apps. Chart 12 below compares the use of a retailer app in women’s apparel pur-
chases by frequency of shopping. The second reports are for durable products, 
i.e., television sets and automobiles. In the questionnaire, consumers are asked 
how likely it will be that they will purchase a television set or an automobile in the 
next six months.  

Chart 12. Purchase Behavior and Retailer Apps. 

What is interesting about this comparison is the growth in the use of apps in the 
purchase of women’s clothing. As the respondent’s rate of purchase declines, the 
rate of app usage increases. The same is true, however, for those who do not use 
an app. It appears the app may be replacing store visits by consumers. It may well 
be that these respondents are keeping up on women’s clothing styles and fashion 
and other information through the app rather than making a store visit. If that is the 
case, the retailer likely should change his or her in-store shopping activities to en-
courage store visits, which commonly generate impulse sales.   

The data for planned purchases for television sets and automobiles is just the op-
posite. Those using an app have a much greater purchase rate than those who 
say they are shopping with No App and the overall All Adults classification. It 
seems quite likely that the app in these categories is being used more as a shop-
ping tool than other alternatives. 

Findings and Next Steps  

From this data, we have been able to develop some preliminary findings that de-
serve further investigation.   

1. It seems clear that the only relevant way to judge apps in the marketplace 
is through consumer reported use. Yet, downloads do not necessarily 
equate to usage.   

2. There is a huge number of comparisons and calculations about apps which 
are tied to consumer use of various devices and which are reported in the 
marketplace. The penetration of apps in the marketplace is quite high, 
therefore additional studies on device usage and deployment do not seem 
to have much relevance in understanding the app marketplace.  

3. Reported consumer ratings for an app does not seem to have much rela-
tionship to app usage. Highly ranked apps in the ARC studies do not corre-
late very well with actual reported usage by consumers.  
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 4. App usage varies a great deal by country and category. Chinese consum-
ers continue to increase their usage of apps, while the usage rate in the 
U.S. is now trending downward.  Thus, there seems to be little crossover or 
relevant comparisons between the two markets studied. Apps are a local 
phenomenon and are likely to continue to develop in that way.   

5. Traditional measures, such as time spent with apps, does not seem to be a 
relevant measure. Unlike television commercials, which appear randomly 
(at least from the consumer perspective), the larger the amount of time 
spent with television, the greater the likelihood that the commercial will be 
seen. Apps must be accessed to be effective, thus measures of these pro-
motional devices are needed. That may prove to be a difficult task howev-
er, since apps appear to be used in combination with other retailer activi-
ties such as sales, couponing, discounting and the like, and parsing out the 
impact of the app may be quite complicated.   

6. Clearly, mobility is on the rise and will likely become the most widely used 
of all social media. Thus, it is critical that retailers and manufacturers deter-
mine a forward-looking strategy for their firms and their products. Thinking 
of apps as merely another sales tool seems to be underestimating the val-
ue of this new promotional device.  

In terms of the question asked at the beginning of this paper, are apps the future 
of online mobile marketing, only a flash in the pan that will soon disappear, or will 
they be replaced by another innovation? It is hard to say, and more accurately, it 
will be the consumer who decides that, not the marketer.   
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 Rethinking Retail: Levi Strauss & Co. Deploys  
Inventory Analytics to Delight Customers 

By Dan Gutwein, Director of Retail Analytics, Retail Solutions Division, Intel  
Internet of Things Group 

W 
hat can happen when analytics are integrated into the frontlines of retail? 
Levi Strauss & Co. is piloting a solution that is poised to bring in-store re-
tail to new levels of customer satisfaction and inventory management. It 

started with the retail challenge of tracking in-store merchandise in real time. In-
ventory accuracy is the baseline for enabling other types of analytics and data sci-
ence in the retail store – and for improving customer engagement. The following is 

a summary of a  case study  about the Levi Strauss & Co. and Intel partnership. 

The Fusion of Data 

Noah Treshnell, senior vice president of Retail & Global Retail Capabilities for Levi 
Strauss & Co. in the Americas, is helping to move the retailer forward with data-
driven insight, which can streamline everything from day-to-day operations to long-
term planning. According to Treshnell: “We’re interested in technology that’s going 
to enhance and improve the consumer experience in our stores. We’re bringing 
that to life through accuracy and inventory visibility, so that when consumers come 
into our stores they find what they want.  They find it in their size, on the shelf, and 
it’s available. And as important, we’re empowering our stylists with the right tools 
to deliver superior customer service. They’re not spending time in the back with 
receiving or trying to hunt and peck for product. It’s available on the shelf, so they 
can spend more time with the consumer and, ultimately, that culminates in a better 
overall consumer experience.  

“Accurate store inventory can support planning, increase sales staff efficiency, and 
reduce the in-store equivalent of online ‘shopping basket abandonment,’ where 
items are tried on, but not purchased,” Treshnell continued. “And because the so-
lution is entirely based on product tagging, it does not put customer privacy at 
risk.”  

The fusion of data from multiple sources delivers better insight; the technology 
puts it in the hands of decision makers much faster. The solution employed for the 
Levi’s stores by Intel’s Internet of Things Group operates as follows: Small RFID 
tags are placed in the product itself and these tags are read by an Intel®-based 
sensor hidden in the ceiling of a Levis’ store. This data is then sent to a small gate-
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 way in the store, where it is filtered and the data “events” are sent into the cloud. 
Once the events get in the cloud, they can be used to support advanced analytics. 
Read rates are more than 95 percent and every time a garment moves, it is 
tracked. Installation was essentially plug-and-play using Power over Ethernet 
(PoE); all that it requires is to plug in a single Ethernet cable.  

Smartrac Technologies developed the small RFID tags inserted into the merchan-
dise. It also created the application and user interface – running on the Intel cloud 
platform – that delivers retailers insight in a simple fashion. Smartrac’s Leonard 
Nelson explains: “It’s nice to know that your inventory is at a high accuracy level, 
but it’s not sufficient enough to really transform the experience of the consumer 
and to make your supply chain and your enterprise more adaptable,” Nelson says. 
“Through the cloud platform, we’re able to take the sensory data and translate that 
into insight for the executive team at Levi Strauss & Co. With the retail sensor net-
work, we’re gathering a lot of data and it comes in very fast. There are really two 
levels of information: one is at the gateway – at the edge – where we’re processing 
data and turning it into business events. For example, has this pair of jeans moved 
across the store? That’s important to know. And then the second level is apparent 
once you get this information to the cloud. We take the data and events and trans-
late this into board-level KPIs –that’s the big data piece. Across thousands of 
stores, we can help translate the information that’s relevant to (the) enterprise.”  

Turning Data into Retail Opportunity 

Because connected retail solutions rely on merging multiple systems or processes, 
they may seem overwhelming and prohibitively complex. By working together with 
technology industry leaders, Levi’s was able to get a viable pilot running in just a 
few months. 

The team is now working on extending the solution capabilities, with Intel’s data 
scientists working on new algorithms to locate misgrouped items on the floor and 
in the stockroom. Intel is also exploring ways to extend sensor capabilities at the 
device level. The resultant analytics have the 
potential to create a richer in-store experience 
that mirrors the .com space and contributes to a 
consistent omni-channel experience for the cus-
tomer. Store layout is also being reevaluated, 
with popular items moved to the highest-
trafficked customer routes on the floor. Cross-
store inventory and shipping can be coordinated 
based on evolving real-time data to meet the im-

mediate needs of local markets.  

Retail stores typically offer 60 percent to 65 percent on-shelf availability.1 The Le-
vi’s retail sensor platform deployment is changing this – with a focus on increasing 
customer satisfaction. The results are exciting, delivering clear, actionable insight 
to Levi’s store management and to its executive team – and helping them to put 
the customer first. Treshnell sums up the solution’s value and its considerable po-
tential: “At the heart of it, what we’re bringing to life together is technology that’s 
going to improve and enhance the consumer experience. That’s what this is about. 
It’s about taking the information to inform better current and future business deci-
sions – to ultimately benefit the consumer in our stores. We want to satisfy and de-
light the consumer every single time they come into our stores, and this is going to 
help deliver on that promise.” 

 
 
 

Cross-store inventory 

and shipping can be  

coordinated based on 

evolving real-time data 

to meet the immediate 

needs of local markets.  

_________________________ 

1
 See http://www.sec.gov/Archives/edgar/data/215419/000021541914000021/ckp-

20131229x10k.htm.  

Dan Gutwein is the Direc-

tor of Retail Analytics, 

Retail Solutions Division, 

at Intel Internet of Things 

Group. 
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 Taking Gap’s Brand Impact to New Heights  

By Bob Magnus, Vice President of Partner Programs and Sarah White,  
Creative Director, D3 LED 

D 
igital in-store retail graphics put a retailer’s message up close and person-
al. Designing images to engage, entertain, and inform has long been a 
mainstay within retail. Ultimately, this imagery becomes part of a retailer’s 

messaging, expanding its brand identity to increase and solidify customer loyalty. 
For example, because of consistency in art direction, just about anyone viewing 
Gap Inc.’s iconic photos will immediately make the brand association. Today’s re-

tailers reach media savvy customers by 
bringing their brand imagery via video 
directly into the shopper’s experience. 

Constantly raising the bar, retailers 
strive to outdo one another with innova-
tions in material use, design creativity, 
and by expanding their mixed media 
budgets. Digital technology feeds a 
brand’s appetite by increasing product 
options to create flexible media plat-
forms. Now, virtually any surface in a 
retail store has the potential to display 
video imagery. From the expected to the 
unexpected, digital signage is being ap-
plied to walls, ceilings, columns, fixtures, 
and more. As a result, retailers and 
graphic designers, now stocked with a 
pantry full of visual ingredients, are con-
stantly looking for the best recipes to 
make their stores visually appealing. 
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Shoppers gravitate toward retailers with which they can identify. They seek retail-
ers with a common sense of style relating to their own self image. Brands that cre-
ate an environmental experience connected to a target audience’s image, strength-
en brand loyalty. This customer relationship is what Gap Inc. was looking for when 
it installed a new high-resolution LED display filling nearly the entire three-story 
wall in the atrium at the front of its North Michigan Avenue store in Chicago. The 
architecture and store designers defined the space. LED display technology from 
D3 LED, LLC and ComQi, delivered the canvas with larger-than-life brand impact. 

Entering the store on the Southeast corner of Michigan Avenue and Ohio Street, 
surrounded by what is arguably some of the most aesthetically appealing urban 
retail real estate in the world, customers are warmly greeted by Gap Inc.’s fashion-
able and familiar ad images on their new 30’ high x 17’ wide, 6mm high resolution 
display. Neither overwhelming nor overbearing (as one might fear, considering its 
size), this indoor LED display, designed for outdoor brightness to offset the plentiful 
sunlight that floods the atrium in the summer months, fits comfortably with both the 
building and the neighborhood. 

In fact, thanks to three sto-
ries of windows facing both 
Michigan Avenue and Ohio 
Street, the display can be 
seen several blocks away 
on Michigan Avenue -- 
which was intentional. 
Avoiding potential permitting 
issues by installing the dis-
play indoors, Gap Inc. con-
sidered various display op-
tions for the atrium wall. The 
original digital display de-
sign included an array of 
LCD screens. Very quickly, 
the design team determined 
that the sunlight streaming 
into the atrium dictated that 
an LCD’s brightness limita-
tions were too much to over-
come. A direct view LED 

display would provide seamless image clarity with the brightness needed and an 
increased display life.  

Installed on a north-facing wall, the display is subject to copious amounts of ambi-
ent natural light through 10 oversized windows that face west onto Chicago’s 
“Magnificent Mile.” Ensuring that the images on the indoor display were clear 
enough to be seen by the masses on Michigan Avenue was paramount. According 
to the well-known travel guide, Frommer’s, “In terms of density, the area's first-rate 
shopping is, quite simply, unmatched.” Standing out in the crowd of high-end retail-
ers required some clever technology, including the ability to match luminous output 
to time-of-day and weather conditions.  

Operating on a typical fall Chicago day at only 40 percent brightness during day-
light hours, and 15 percent brightness at night, the monumental display is the ar-
ea’s most visible lighted display and is easily seen by shoppers, pedestrians, and 
street traffic. By comparison, an array of LCD screens would be challenged running 
at full brightness to avoid the “washout” effect on their images, given significant 
ambient light. The new LED display delivers Gap Inc.’s casual, cool content with 
ease, without concern for glare or transference of sunlight off the display’s face (as 
can occur with LCD screens), even on the sunniest of days.   
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 With D3’s module management technology, the brightness of every module of the 
display can be individually controlled from the display’s control room, from 400 feet 
away or from virtually anywhere in the country. Along with image data, the power 
draw module temperatures and remote management features ensure that the im-
age is operating at its ideal brightness, without blowing out the neighbors with glare 
or exceeding predetermined environmentally friendly power consumption stand-
ards. Gap Inc.’s operators can be automatically notified of performance abnormali-
ties, ensuring ideal 24/7/365 performance. All of these control systems are de-
signed with continuous operation and display longevity in mind.  

By selecting a 6mm pitch with 1,327,104 surface mounted pixels, Gap Inc. has also 
invested in and planned for what is commonly referred to in the dynamic digital dis-
play industry as “sign envy.” After all, what is the point of creating all of those iconic 
photographic images if a brand is not going to display them at a resolution that 
does them justice? A 
more economically 
friendly investment would 
have called for 8mm or 
even 10mm pitch for a 
display with these di-
verse viewing require-
ments, but the 6mm 
choice helps make the 
store at 555 North Michi-
gan Avenue in Chicago 
an iconic location for the 
company.  

As a focal point in one of 
the world’s busiest and 
highest profile retail set-
tings, with viewing angles 
inviting in passersby as 
well as enticing custom-
ers already inside the 
store, the LCD/LED co-
nundrum loomed large. With higher resolution capabilities on each single screen, 
LCD comes out of the gate quickly. While the aforementioned brightness issues at 
this location helped LED take stride, decision makers were more impressed and 
allured by the concept of a single, continuous image, without seams. That, as well 
as superior viewing angles (minimal “black-out” as you walk by), are only possible 
with the seamless visual delivered by an LED display. While the rectangular shape 
and size were, in this case, defined by the architecture, there is always next time to 
capitalize on the virtually unlimited size and shape possibilities that the form factor 
of LED displays offers. 

Lastly, helping LED technology further their lead down the homestretch, conven-
tional wisdom concedes to consistent color and image quality on an LED display of 
this scale. Managed as a single canvas, an LED display will quite simply outper-
form a matrix of individual LCD screens, each of which has its own unique perfor-
mance characteristics. With the scales tipped decidedly to LED technology, the 
only thing left to do was build and install their new video wall. No small order. 

Without room for typical move-and-lift equipment, Gap’s display was built in sec-
tions. Knowing that each section was to be lifted and placed only with the strong 
and capable hands of some of Chicago’s most skilled union sign installers, D3 and 
ComQi were challenged to engineer a solution that could be hoisted and installed 
by hand, with relative ease. The three-man job took just three days, by hand. 
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Some industry experts have stated that video walls will soon be part of every retail 
store design discussion. For Gap, Inc. and the Michigan Avenue store design team, 
this discussion is well on its way. How this translates to its overall design philoso-
phy is not yet known, but you can bet that the brand impressions made with its new 
display in the premiere Chicago store will be the benchmark against which future 
projects will be measured. 

 

D3LED Company Profile 

PRI welcomes D3LED as a member firm and is pleased to provide this profile to 
Journal readers. 

D3 is a global technology company that designs, engineers, and manufactures 
turnkey LED display and lighting solutions that enhance destination-based digi-
tal media experiences. As a total solutions provider, the company’s expertise is 
recognized through worldwide instillations within Retail, Advertising, Architec-
ture, Entertainment, Gaming, Sports and Transportation markets. 

This year, D3 has reached its 10th anniversary in the Digital Signage Industry. 
Within this time, the company has significantly influenced the use of LED dis-
plays in retail, bringing creative visions to life with world-renowned brands such 
as: Gap Inc., Forever 21, Gucci, Victoria’s Secret, Aeropostale, Guess, 
Sephora, and Quicksilver.  

Bob Magnus is Vice 

President of Partner 

Programs at D3LED. 

Sarah White is Crea-

tive Director at 

D3LED. 
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 What Information Do Opinion Leaders and Opinion 
Seekers Search for Online?  
By Mototaka Sakashita, Research Fellow, Retail Analytics Council and Associate Profes-
sor of Marketing, Keio University (Japan) and  Vijay Viswanathan, Director, Retail Analyt-
ics Council and Assistant Professor, Integrated Marketing Communications department, 
Northwestern University 

 

T 
his article attempts to understand the nature of information (i.e., product- or 
promotion-related) that opinion leaders and opinion seekers consume from 
a company’s website. We also examine whether there are significant differ-

ences in search behavior. For the analysis, we use a combination of clickstream 
and trait data provided by a popular sports nutrition firm in Japan. We find that 
while opinion leaders do not view product-related content, those with high brand 
commitment view more promotion-related content. Conversely, while opinion 
seekers do not view promotion-related content, those with high brand commit-
ment view more product-related content. The study develops a comprehensive 
framework to understand the information search behavior of these two segments 
and provides managers with a better understanding of how different segments 
consume different content. 

Many prior studies have used the two-step flow of communication – where infor-
mation is first transferred to opinion leaders through different channels of media, 
and opinion leaders then transfer that information to their followers – to explain 
the impact of marketing communication on product performance (e.g., Katz and 
Lazarsfeld 1955). However, in recent years, we have witnessed an explosion in 
the number of media channels thanks to digital technology. Moreover, in today’s 
world, individuals decide where to search and what content to share online, thus 
significantly affecting consumers’ purchas-
ing behavior. Consequently, we know little 
about the nature of information searches 
by different consumer segments especial-
ly in a digital context. In light of these de-
velopments, it is necessary for firms to 
understand the nature of information 
sought by opinion leaders so that they can 
develop their communication strategy 
more effectively.  At the same time, it is important to understand the information-
seeking behavior of another segment: opinion seekers. Opinion seekers are an 
important segment as they seek factual information and opinions from other indi-

viduals before making their purchase decisions.  Previous studies have found that 
the segment of opinion seekers is quite different from opinion leaders. However, 
we know little about the nature of information that they seek online. 

This research works to understand the nature of information that opinion leaders 
and opinion seekers consume from a company’s brand website. Specifically, we 
attempt to understand whether these segments search for more Web pages that 
carry brand information and/or campaign information and thus evaluating whether 
there are significant differences in their search behavior. Moreover, we try to iden-
tify the moderating role of brand commitment as a driver to fulfill different goals in 
search activities by these two distinctive segments: opinion leaders and opinion 
seekers. In our theoretical framework, we build on prior work that has examined 
the motivations for individuals to share or seek information in order to explain the 
nature of information that they seek. We use data from a natural field experiment 
carried out by a popular sports nutrition product in Japan for the analysis. The 
study makes at least two important contributions: 

Opinion seekers are an im-

portant segment as they seek 

factual information and opin-

ions from other individuals 

before making their purchase 

decisions. 
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  First, it bridges prior work on opinion leaders and opinion seekers and de-
velops a comprehensive framework to understand the information search 
behavior of these two segments.  

 Second, it provides marketing managers with a better understanding of how 
the two segments consume different content on the firm’s website. 

Theoretical Framework 

Opinion Leader: In order to understand the nature of content that opinion leaders 
seek, it is first important to understand their motivations for seeking information and 
sharing it with others. While previous studies have attempted to understand the 
motivations for why opinion leaders share information and engage in word-of-
mouth behavior (Cheung and Lee 2012), Burt’s (1999) theory of social capital is 
perhaps the most relevant to understand the link between motivations for sharing 
information and the nature of information content sought out by information lead-
ers. Burt’s explanation of how opinion leaders acquire and diffuse information is 

also consistent with the two-step flow of com-
munication. According to Burt, opinion lead-
ers acquire information because of their 
strong relationships or cohesion with other 
groups. Such information acquisition often 
occurs through socializing communications. 
Opinion leaders diffuse information within a 
group because they need to appear attractive 

to individuals with whom they have a strong relationship. In other words, opinion 
leaders diffuse information within a group because of competition or equivalence. 
And they utilize innovations or new information in order to stand out. Chan and Mis-
ra (1990) also suggest that opinion leaders have an inherent need to stand out 
from the rest of the crowd. They term this need as public individuation. According 
to this theory, an individual can become individuated though greater knowledge or 
interest in a particular product than seekers and thus be judged as more influential 
(Goodwin and Frame 1989).  

We use these theories and work backward, starting from the goal of an opinion 
leader to understand the nature of content that he or she would seek on a compa-
ny’s brand website. An opinion leader has a need to stand out in the crowd and is 
ready to utilize any new information to do so. We therefore hypothesize that opin-
ion leaders frequently visit pages that update their content often and offer new in-
formation. Conversely, opinion leaders infrequently view pages that are not updat-
ed as often. We make a reasonable assumption that on a brand website, content 
related to campaigns and promotions are updated more often than content relating 
to the firm, product, or the brand. We term the former as promotional content and 
the latter as product content. Therefore, 

 Hypothesis 1a: Greater tendency to engage in opinion leadership results in 
more views of promotional content. 

 Hypothesis 1b: Greater tendency to engage in opinion leadership results in 
fewer views of product content. 

As we continue our backward journey of information-seeking behavior of opinion 
leaders, the first step is the transfer of information from the firm to opinion leaders. 
According to Burt, opinion leaders acquire information through socializing commu-
nications with those with whom they have a strong relationship (i.e., cohesion). 
One approach to understanding whether an individual shares a strong relationship 
with a brand is through brand commitment. Commitment is a key dimension of atti-
tude strength and an enhanced desire to hold a unique type of attitude (Pomerantz, 
Chaiken, and Tordesillas 1995). Prior studies have examined the consequences of 
high brand commitment and found that a higher level of brand commitment results 

… opinion leaders acquire 

information because of 

their strong relationships 

or cohesion with other 

groups. 
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 in a higher level of customer involvement (Gruen, Summers and Acito 2000) and 
positive word of mouth (Westbrook 1987) among other consequences. To summa-
rize, brand commitment serves as a driver 
that motivates people to act toward their 

goals in a brand-related context.  

From the point of view of this study, it there-
fore seems that opinion leaders who have a 
strong relationship with the firm, and hence 
high brand commitment, visit the firm’s web-
site frequently to acquire new information and achieve their goals. We thus hypoth-
esize that those opinion leaders who have high brand commitment view content 
that is updated and relevant to meeting their goals to a greater extent than those 
with a low brand commitment. Conversely, they spend less time viewing content 
that does not help them achieve their goals.  

 Hypothesis 1c: Higher brand commitment results in more views of promo-
tional content by opinion leaders. 

 Hypothesis 1d: Higher brand commitment results in fewer views of product 
content by opinion leaders. 

Opinion Seeker: Prior studies have defined opinion seekers as "individuals who 
sought information or opinions from interpersonal sources in order to find out about 
and evaluate products, services, current affairs, or other areas of interest" (Feick, 
Price & Higie 1986, p. 302). From the perspective of the two-step flow communica-
tion theory, opinion seekers are viewed as the message receivers who get infor-
mation from opinion leaders. Some studies opine that an opinion seeker is often 
one who has little knowledge and is anxious about the consequences of a purchase 
decision and therefore seeks advice from someone he or she knows (Beatty and 
Smith 1987). Many studies view opinion-seeking as a co-phenomenon of opinion 
leadership (Flynn, Goldsmith and Eastman 1996). Based on these findings, it 
seems that opinion-seeking suggests a tendency to search for factual information 
and/or opinions from other people. Their main goal seems to be to lower the risk 
associated with a purchase. Therefore, from the point of view of this study it then 
seems that opinion seekers view pages related to factual information about the firm, 
the brand, and the product to a greater extent than pages that convey information 
about ongoing campaigns and promotions. We therefore hypothesize that: 

 Hypothesis 2a: Greater tendency to engage in opinion-seeking results in 
fewer views of promotional content. 

 Hypothesis 2b: Greater tendency to engage in opinion-seeking results in 
more views of product content. 

Since opinion seekers strive to acquire factual information about the brand and min-
imize the risk of a purchase decision, it would be interesting to examine how brand 
commitment moderates the extent to which they view different content on a firm’s 
website. As noted in the previous section, brand commitment motivates individuals 
to act toward their desired brand-related objects and achieve their goals. We there-
fore posit that opinion seekers who have high brand commitment view pages that 
convey factual information to a greater extent than opinion seekers with low brand 
commitment. Similarly, opinion seekers who have high brand commitment view 
pages that do not carry product-related information to a lesser extent than individu-
als with low brand commitment. We therefore propose the following hypotheses: 

 Hypothesis 2c: Higher brand commitment results in fewer views of promo-
tional content by opinion seekers. 

 Hypothesis 2d: Higher brand commitment results in more views of product 
content by opinion seekers. 

… brand commitment serves 

as a driver that motivates 

people to act toward their 

goals in a brand-related con-

text. 
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 Research Design 

Data Collection: Two types of data, browsing data from a company’s brand web-
site and attitudinal data from an online survey, were collected for the analysis. 
Browsing data was recorded from a real brand website in Japan. Health nutrition 
products were selected because consumers tend to visit the website with a rela-
tively higher level of involvement resulting in a more cognitive information search, 
thus making it suitable to track clickstream behavior. The website belongs to 
Japan’s leading brand in the health nutrition category, and contains various kinds 
of information. There are more than 20,000 registered members, ranging from se-
rious health and body building-conscious individuals to individuals who are more 
casually concerned about health and nutrition. The website consists of eight differ-
ent content categories: top page, brand information, product information, sports 
and nutrition laboratory, sport types and required nutrition, fan club, event infor-
mation, and campaign information. Registered customers can access different 
content from the top page, but they also can access content directly from search 
engines.  

To gather the browsing data, all of the browsing activities on the brand website of 
all pre-registered customers were recorded during a three-month promotional 
campaign period. All the URLs were recorded in the browsed order for each visit 
made by each unique customer along with the browsed time. Page views were 
then aggregated per those eight categories per customer, forming accumulated 
page views during the period per customer. To compute measures pertaining to 
opinion leader, opinion seeker, and brand commitment, an online survey request 
was sent out to all of the registered customers. Those who completed a survey 
were presented a token gift of appreciation. Surveys with extremely short or long 
answering times or with erroneous answers were eliminated to form a smaller 
sample of 2,711 subjects. The compiled browsing data was then merged with the 
online survey data using unique customer IDs. About 65 percent of this sample 
actually visited the website during the three-month period resulting in 1,777 obser-
vations. Seven observations with more than 32 visits were eliminated because 
they were thought to be too many. Therefore the final sample for the analysis was 
based on the browsing behavior and attitudes of 1,770 subjects. The average 
number of visits during the three-month period was 3.15 per customer. 

Independent Variables: Opinion leadership was measured using three of the six 
scales from Flynn et al. (1996). The items were:  

 “My opinion on nutrition supplements seems not to count with other  
people.”  

 “Other people come to me for advice about choosing nutrition supple-
ments.” 

 “I often persuade others to buy the nutrition supplements that I like.”  

They were measured on seven-point scales from “I do not agree” to “I agree.” We 
reverse coded the first item and took the average of the three items to develop a 
score of opinion leadership for each individual. The reliability of the three items, 
i.e., Cronbach’s alpha, is 0.61  

Opinion seeking was measured using three of the six same scales from 
Flynn et al. (1996). The three items were: 

 “When I consider buying a nutrition supplement, I ask other people for  
advice.”  

 “I don’t like to talk to others before I buy nutrition supplements.”  
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  “I feel more comfortable buying a nutrition supplement when I have gotten 
other people’s opinions on it.”  

They were also measured on seven-point scales from “I do not agree” to “I agree.” 
And as before, we reverse coded the second item and used the average of the 
three items as a measure of opinion seeking for each individual. The reliability of 
the three items, i.e., Cronbach’s alpha, is 0.60.  

Brand commitment was measured using scales from Oliver (1998) on five-
point scales (“strongly disagree” to “strongly agree”). The items were: 

 “I am really attached to the brands of nutrition supplements that I use.”  

 “I stick with my usual brands of nutrition supplements because I know they 
are best for me.”  

 “I am committed to my brands of nutrition supplements.”  

The average of the three items was used as a measure of brand commitment. The 
reliability of the three items, i.e., Cronbach’s alpha, is 0.90. 

Dependent Variable: Since analyzing the page views for eight different types of 
content would be tedious, we conducted a factor analysis using Varimax rotation to 
reduce the number of dimensions. The analysis revealed two factors with an eigen-
value of greater than one and explained 50 percent of the total variance.  

 The first factor comprised of the top page, brand information, product infor-
mation, sports and nutrition laboratory, and sport types and required nutri-
tion. The reliability for this factor that we termed product-related content is 
0.54.  

 The second factor comprised of the fan club, event information, and cam-
paign information. We termed this factor as promotion-related content and 
it has a similar reliability of 0.50.  

We added the page views across all of the content in each factor and thus obtained 
two measures. The first is the total number of page views pertaining to product con-
tent and the second is the total number of page views pertaining to promotional 
content. 

Hypothesis Testing: We used a univariate analysis of variance (ANOVA) with opin-
ion leader (2), opinion seeker (2), and brand commitment (2) as independent varia-
bles. In the first model (M1), we had the total number of page views pertaining to 
product content as the dependent variable. In the second model (M2), we had the 
total number of page views pertaining to promotional content as the dependent var-
iable. We used the Hochberg's GT2 correction to correct for unequal cell sizes. 
Both of the models were significant (M1: F Statistic = 4.7, p < 0.01; M2: F Statistic = 
4.33, p < 0.01).  

We now follow up with the marginal means and report significant results using the 
95 percent confidence interval. We first report the results for opinion leaders. We 
did not find a significant difference in the number of page views for promotional 
content between opinion leaders (Mean=5.33, SE=0.17) and non-opinion leaders 
(Mean=5.13, SE=0.20). Therefore Hypothesis 1a is not supported. However, we 
did find that opinion leaders (Mean=3.37, SE=0.50) had significantly fewer page 
views of product content than non-opinion leaders (Mean=5.26, SE=0.62). There-
fore Hypothesis 1b is supported. Regarding the moderating effect of brand commit-
ment on opinion leaders, we find that opinion leaders with high brand commitment 
(Mean=5.92, SE=0.23) had significantly more page views of promotional content 
than opinion leaders with low brand commitment (Mean=4.74, SE=0.24). Therefore 
Hypothesis 1c is supported. However, we did not find a significant difference in the 
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 number of page views related to product content between opinion leaders with high 
brand commitment (Mean=4.30, SE=0.69) and those with low brand commitment 
(Mean=2.45, SE=0.73). Therefore Hypothesis 1d is not supported. 

We find that opinion seekers (Mean=4.93, SE=0.19) have significantly fewer page 
views of promotional content than non-opinion seekers (Mean=5.53, SE=0.18), 
thus lending support to Hypothesis 2a. However, we did not find a significant differ-
ence in the number of page views related to product content between opinion 
seekers (Mean=4.11, SE=0.57) and non-opinion seekers (Mean=4.52, SE=0.55). 
Therefore Hypothesis 2b is not supported. Examining the moderating effect of 
brand commitment on opinion seekers, we did not find a significant difference in 
the number of page views related to promotional content between opinion seekers 
with high brand commitment (Mean=5.20, SE=0.27) and those with low brand com-
mitment (Mean=4.65, SE=0.26). Therefore Hypothesis 2c is not supported. We find 
that opinion seekers with high brand commitment (Mean=5.57, SE=0.81) had sig-
nificantly more page views of product content than opinion seekers with low brand 
commitment (Mean=2.65, SE=0.78). Therefore Hypothesis 2d is supported. 

Discussion 

The study not only supports findings from previous studies but also makes several 
important contributions to ongoing research on online search behavior. While most 
work until now has examined online search behavior broadly, we take a closer look 
at the heterogeneous nature of online search activity, especially with regard to 
opinion leaders and opinion seekers. Consistent with prior work, we too find that 
opinion leaders and opinion seekers are distinct segments; the correlation between 
the two behaviors in our data was 0.012. More importantly, we show that different 
goals for opinion leaders and opinion seekers result in widely different information 
search behaviors. In addition, we show the important role of brand commitment in 
enabling opinion leaders and opinion seekers to acquire relevant information and 
thus achieve their goals. The combination of browsing data from a brand website 
and trait information of a relatively large sample using an online survey is novel 
and lends credibility to the study. The study also provides several insightful results 
for marketing managers. Websites are an important touch point and it is therefore 
vital that firms adopt a customer centric approach to make it more relevant and us-
er friendly. Firms can use the results of this study with a better idea of how to cus-
tomize their web content for different consumer segments. This would help them 

better target opinion seekers who are potential 
customers and opinion leaders who are perhaps 
key influencers and thus improve the effective-
ness of their online marketing efforts. 

The study has its limitations. The results are 
based on one product category with relatively 
high involvement. Future studies can examine 

other factors such as customer satisfaction and loyalty. The reliability for opinion 
leaders and opinion seekers could be higher. However, it is important to note that 
there is no change in the results when only two items with the highest loadings or 
just a single item are used as measures for these constructs. Future studies can 
examine brand commitment as a multidimensional construct e.g., calculative and 
emotional, and evaluate the moderating effect of each of these dimensions. 

An important result for 

firms here is that brand 

commitment and website 

design go hand in 

hand.   
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 Why Retailers Should Plan to Fail:  
Four Steps to an Agile Retail Strategy  

By Tom Nix, CEO, Scala 

W 
ith so many data points surrounding each consumer – gathered both 
online and in the physical store – retailers now have an opportunity to fully 
map out and react to consumers’ entire shopping journeys.  

Online, retailers have been learning from different data points at a rapid pace, but 
essentially online shopping is just the retailer using digital to adjust quickly to the 
shopper’s expressed interests. So why can’t brick and mortar stores who have 
switched to digital do the same? They can, and they should.  

The handoff between collected data and dynamic in-store displays is where the 
creative aspect of digital solutions comes into play. And retailers, responding to the 
rapid-fire changes in trends, shopping habits, and audience behavior, need to be 
agile – ready to adjust, measure failures and successes, adjust and try again. And 
again! No content (online, on static print screens or digital screens) is going to be 
perfect 100 percent of the time, and with so much data at your fingertips, applying 
analytical knowledge to in-store strategy shows potential buyers that you’re com-
mitted to creating a personalized experience. Analyze and collect data, learn from 
misfires, and be ready to adjust on the fly. In short, there are four steps of a suc-

cessful, agile retail process: connect, engage, analyze, optimize.  

The retail world is a rapidly moving target of trends, and with environments and 
audiences changing, retailers need to not only not be 
afraid of failing, but to plan to fail. Have an adjustable 
process in place to test communications and experienc-
es, adjust, test, adjust, and test again. Keep moving even 
more quickly than your hyper-connected audience is 
moving to ensure you stay relevant. First, connect with 
and engage your audience. Did it work?  

That is where the “analyze” step comes in. Ask the hard-
hitting questions. Were sales increased? Was a higher-
margin purchase made? Was friction reduced? Were visitors converted into cus-
tomers? Finally, be ready to keep moving after figuring out what did not work, then 
shift the strategy, optimizing the message for the next audience. By fully mapping 
out the journey, planning to draw from the data and analyze it, planning for failures 
and being ready to optimize – you are doing right by your customers and for your 
bottom line.     

Businessman and publisher Malcom Forbes once said, “Failure is success, if we 
learn from it.” Brick-and-mortar stores can and should learn from online retailers' 
"plan-to-fail," highly agile strategies. That might sound counterintuitive at first, but 
as long as you have a strategy that is adaptable, planning for small-scale testing 
and adjusting can truly optimize the experience. According to a 2014 Forbes article 
based on a survey that spanned all demographics of shoppers, “94 percent of total 
retail sales are still generated at brick-and-mortar stores.” By bringing together the 
knowledge gained online and the in-store experience, retailers can truly obtain the 
holy grail of optimized retail experience – gathering knowledge and analytics be-
hind the scenes and seamlessly presenting to potential customers that you know 
who they are and what they want. With retail strategies, if it is not measurable or 
actionable, it is meaningless. 

Efforts to create a straight path to purchase and retargeting, which has been suc-
cessful online, can help in the physical store as well. Digital signage solutions allow 
retailers to create personalized experiences and if the messages "failed,” edit on 
the spot, in the moment, and at the point of decision. 

In short, there are 

four steps of a  

successful, agile  

retail process:  

connect, engage,  

analyze, optimize.  
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 Ideally, in-store screens would automatically populate the most relevant and enter-
taining content possible, creating a truly customer-branded experience, just like 
shopping online but with the in-store experience. A specific example of this is an in
-store retargeting digital solution, which connects online purchase history and pro-
file information with in-store technology such as beacons, tablets, and digital 
screens.  

Imagine a mapped-out path to purchase that starts online, with the consumer 
downloading the store’s mobile app and clicking on items of interest, but then the 
shopping basket is not converted into a sale. That 94 percent preference for in-
store purchasing data point reveals a very real scenario. The customer then re-
ceives an email that promotes products they were browsing and encourages them 
to visit the store. All of these data points are being analyzed to help ease the cus-
tomer down the path to purchase. When a customer walks into the store – which 
has been carefully designed to create an engaging, entertaining experience – 
screens dynamically update to show products that match the personal profile, 
browsing, and purchase history. By using beacon technology, it is possible to de-
tect fact-based consumer profiles, derived from information in the customer data-
base of the shop.  

Screens can also show more generic content, but still tailor it to the visitor, for in-
stance to their gender and age, and do it all in an unobtrusive way. No one has 
ever liked a pushy sales person in their face. 

In summary, using this solution breaks down the four steps into an agile retail pro-
cess. The first step is to connect the shopper-browsed items using the download-
ed mobile app and immediately make a connection with the retailer and the brand. 
Next, as items are clicked and examined, an engagement is made, and essentially 
the shopper is feeding analyzable information to the retailer. By suggesting further 
items of interest, the connection and engagement are reinforced. As soon as the 
shopper enters the physical store, a new engagement is created. Every step of the 
way, the retailer analyzes what was the ideal content to display, through large 
screen and/or mobile displays. The customer can be reminded in the store, on 
large, eye-catching screens, of items they were interested in, and retailers can 
even alter the content to promote deals and offers, varied throughout the store. 

A true, robust retail experience has been created. The data gathered on shopping 
patterns and campaign activities can help retailers understand their audience bet-
ter, improving and harmonizing both the website and in-store messaging and of-
ferings. 

 

  

 

Tom Nix is the Chief 
Executive Officer of 
Scala.  
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PRI Research Articles   
 

Platt Retail Institute undertakes a variety of research projects throughout the year. 
The results of this research are published as Research Articles (available for free 
download with registration). Some of the available PRI Research Articles  
include: 
 
The latest PRI Research Article is “Customer and Inventory Insights Generated 
by Location-Based Analytics, and the Introduction of an Online – In-Store Behav-
ioral Bonding Model.” Commissioned by Tyco, this research article explains that 
with the rapid changes in shopping behavior and especially the relationship be-
tween online and in-store consumer activities, it is highly important for retailers to 
make technological investments in an integrated information platform.  
 
PRI released “Deployment and Test of the Digital Life Experience at an AT&T Re-
tail Store.” This research, sponsored by Lighthaus Logic, describes a test con-
ducted by AT&T in its Arlington Heights, Illinois, retail store. The test was de-
signed to determine if having a more robust user experience in an  
interactive environment would lead to increased customer adoption and sales of 
the Digital Life service, an AT&T technology that encompasses a variety of home 
security and home automation options.  
 
PRI released “The Future of Retail: A Perspective on Emerging Technology and 
Store Formats,” in conjunction with the PRI Retail Forum at Digital Signage Expo 
2014. This research, sponsored by Two West, examines the history of retail in the 
U.S., emerging technology that is impacting retail today, and how retail store for-
mats will change in the future and integrate various digital technologies. The goal 
of this Research Article is to inform the reader about the disruptive changes oc-
curring in the retail industry, and to help retailers prepare for and embrace evolv-
ing retail formats and technologies. 
  
PRI’s research regarding “Retail Attitudes and Adoption Trends of Multi-Channel 
and Omni-Channel Marketing,” was undertaken to gain insights into retailers’ atti-
tudes about multi-channel use and the adoption of omni-channel marketing  
strategies. While most retailers use multiple channels to reach their customers, it 
was noteworthy that the retailers who participated in this  research expect email 
and mobile marketing to increase in importance while the physical selling location 
is expected to fall. This research was sponsored by Digital Signage Expo. 
 
In PRI’s Research Article, “Digital Signage’s Role as Part of a Multimodal Ap-
proach to Deliver Emergency Messaging on Campus,” the rapid adoption of digital 
signage networks as an important communication tool on university campuses is  
examined. In 2010, PRI released a Research Report, " Communication Effective-
ness in Higher Education," which illustrated that digital communication networks 
(DCNs) are becoming a viable alternative to older forms of on-campus communi-
cation. PRI conducted additional research, sponsored by Digital Signage Expo, 
Four Winds Interactive, Intel, and NEC Display Solutions, to delve further into the 
role of digital signage in delivering emergency messages on campus.  
 
PRI's Research Article, “The Media-Saturn In-Store Digital Experience,” is an  
extensive case study that details the technologies, management, and unique soft-
ware that European retailer Media-Saturn built to create, manage, and distribute 
content in different languages across its network. Not only is Media-Saturn Eu-
rope's largest electronics retailer, it arguably has the most advanced, complex 
customer-facing technologies of any retailer in the EU. 
 

http://www.plattretailinstitute.org/
http://www.plattretailinstitute.org/
http://plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=553
http://plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=553
http://plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=553
http://www.plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=524
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 PRI Working Papers  
 

Communication Effectiveness in Higher Education  

Steven Keith Platt, Platt Retail Institute; Kevin King, Director of Research, Platt  
Retail Institute  
 

PRI Working Paper No. 8  

A Determination of the Revenue Potential from Digital Screen  
Advertising at a Major League Baseball Stadium 
 

PRI Working Paper No. 7 

Test Results from a Bank Branch Digital Communications Network 

Steven Keith Platt, Platt Retail Institute; and Dr. Jean-Charles Chebat, Ecole des 
Hautes Etudes Commerciales, Montreal, Canada  
 

PRI Working Paper No. 6 

Impacting the Customer Experience at a Bank Branch through a  
Digital Communications Network  

Steven Keith Platt, Platt Retail Institute; and Peter VanSickle, BMO Bank of Montreal  
 

PRI Working Paper No. 5 

Deployment and Test of a Retail Digital Communications Network by  
the United States Postal Service 

Steven Keith Platt, Platt Retail Institute; Dr. Kamel Jedidi, Columbia University Gradu-
ate School of Business; and Margot Myers, United States Postal Service  
 

PRI Working Paper No. 4 

Leveraging the Impact of Retail Digital Signage Advertising through  
Behavioral Merchandising 

Steven Keith Platt, Platt Retail Institute; John Greening, Northwestern University; and  
Bill Pennell, Tesco Media Services  
 

PRI Working Paper No. 3 

Establishing Retail Digital Signage as a New Media and Measuring its  
Effectiveness 

Steven Keith Platt, Platt Retail Institute; Dr. Francis J. Mulhern, Northwestern Universi-
ty; and Guy Vaughan, Retail Marketing Services  
 

PRI Working Paper No. 2 

Implications for Retail Adoption of Digital Signage Systems 

Steven Keith Platt, Platt Retail Institute; Dr. Kingshuk K. Sinha, University of Minnesota 
and Research Fellow, Platt Retail Institute; Dr. Barton A. Weitz, University of Florida; 
with Pat Hellberg, Nike, Inc.; G.V. Iyer, Bank of America; and Margot Myers, United 
States Postal Service.  

PRI Working Paper No. 1 

 
 

 

PRI is the leading pub-
lisher of tactical research 
in the area of In-Store 
Marketing and Dig ita l 
Communicat ions 
Networks.  
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 PRI Research and Event Sponsorships 

With the assistance of leading academic institutions, the Platt Retail Institute 
publishes groundbreaking industry research related to in-store marketing and 
digital communications networks. These are published as either Working Papers 
or Research Articles. In addition, PRI seeks funding for other unique projects. 

Sponsorship of PRI research offers a variety of benefits. These include establishing 
the sponsor as an industry thought leader, creating various promotional opportuni-
ties, and enabling the sponsors’ association with the leading research and consulting 
firm in the field.  

Current sponsorship opportunities include: 

2) Working Paper and Research Article sponsorship benefits can be    
customized, but generally include the following:  

 The right to distribute copies of the re- 
      search. 
 PRI will present the research on behalf of 
      the Sponsor.  
 In the front of the Paper/Article, a de-    

scription of the Sponsor’s firm and a firm 
logo will be presented.  

 On PRI’s website detailing the research,    
  the Sponsor will be noted and its logo will  
  be listed.  

 Leads from downloads on the PRI web- 
      site will be provided to sponsors. 

 

 

 

Contact PRI for information about sponsorship opportunities.  

 

1) Journal of Retail  
Analytics (quarterly) 

http://www.plattretailinstitute.org/
http://www.plattretailinstitute.org/WorkingPapers
http://www.plattretailinstitute.org/ResearchReports
mailto:contact@plattretailinstitute.org?subject=QUERY%20FROM%20jOURNAL
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Industry Events Calendar  

 

 
January 6-9, 2016 

International Consumer Electronics Show 
Multiple venues 
Las Vegas, Nevada 

January 17-20, 2016 

NRF/Retail's Big Show 
Javits Convention Center 
New York, New York 

February 9-12, 2016 

Integrated Systems Europe 2016 
RAI 
Amsterdam, The Netherlands 

February 15-16, 2016 

ICXA Symposium: The ROI of Immersive Experiences 
Phoenix Marriott Tempe at the Buttes 
Tempe, Arizona 

March 8-11, 2016 

European Sign Expo and FESPA Digital Exhibition 
RAI 
Amsterdam, The Netherlands 

March 9-10, 2016 

Retail Business Technology Expo 
Retail Design Expo 
Retail Digital Signage Expo 
Olympia 
London, England 

March 15, 2016 

PRI Digital Retail Forum 
Las Vegas Convention Center 
Las Vegas, Nevada 

March 15-18, 2016 

Digital Signage Expo 2016 
Las Vegas Convention Center 
Las Vegas, Nevada 

http://www.plattretailinstitute.org/
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 Contact PRI 
 

 

  

Steven Keith Platt  

Director & Research  

Fellow, PRI and  

Research Director,  

Retail Analytics Council 

P.O. Box 158 

Hinsdale, IL 60522 U.S.A.      

Phone: 630.481.4976 

contact@plattretailinstitute.org     

 

Juan Clotet 

Director, 

Spanish Operations 

Ctra de Mig, 75 

08907 L’Hospitalet de 

Llobregat 

Barcelona, Spain 

Phone: (34) 931847755 
juanc@plattretailinstitute.org 

Margot Myers 

Director,  

Global Marketing &  

Communications, PRI and  

Director of Marketing, 

Retail Analytics Council 

Phone: 480-773-3118  
margotm@plattretailinstitute.org 

 

Gordon Helm 

Director,  

Publication Management 

Phone: 602-606-2228 
gordonh@plattretailinstitute.org 

Claudia Lehmann 

Deputy Director, 

German Operations 

Phone: (49) 211 59896507 

claudial@plattretailinstitute.org 

 
Frank Rehme 
Director, 
German Operations 
Rather Kirchplatz 11 
40472 Dusseldorf 
Germany 
Phone: [49] 211 59896507 
frankr@plattretailinstitute.org 
 

 

 

Melissa Nelson 

Vice President,  

Corporate  

Communications  

Phone: 843-312-2950 
melissan@plattretailinstitute.org 

 

Connect with PRI: 

http://www.plattretailinstitute.org/
mailto:contact@plattretailinstitute.org
mailto:margotm@plattretailinstitute.org
mailto:gordonh@plattretailinstitute.org
http://www.twitter.com/PRI_US_EU
https://www.facebook.com/plattretailinstitute
https://www.linkedin.com/profile/view?id=14627406&authType=name&authToken=yMVW&offset=2&trk=prof-sb-pdm-similar-photo
mailto:contact@plattretailinstitute.org?subject=Query%20From%20Journal

