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For every $1 online sales, 

Internet influenced $3.45

of US store sales



63% of US online buyers made their holiday 

purchases in two or even three retail channels



Getting the undivided attention of young consumers is getting 

tougher, they watch TV and use the Internet at the same time.

Multichannel is a media planning challenge…
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Over Reporting of Visitor Figures over 28 day period 

on xxx.com
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50% of clicks come from 6% of people, which means that

unique visitors has become a meaningless metric



Source: Forrester



Source: Forrester





Source: Forrester



Today linking offline & online data rarely done at granular level
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Source: Chief Marketing Officer Council audit of 450 marketers across the globe
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All Users
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Behavioural segments

behave very differently 

For example conversion is

8x higher for repeat visitors
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