Quad Insights: Consumer shopping behaviors

The consumer road to
brick-and-mortar
increasingly startsonline .

As much as brand marketers intuitively isolate their sales channels, today’s
consumers force the blending of e-commerce and brick-and-mortar
experiences by creating their own digital and physical touchpoints on the
road to purchase. In turn, marketers must ensure they’re mapping a full-
funnel journey, from online discovery to in-store purchase.
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Top 4 pre-shopping research topics by age’
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Which factors keep shoppers in the store’
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