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“Brands’ presence needs to become device-agnostic in
order to be able to convert shoppers into buyers at any
point of the consumer journey regardless of the device they
are on, thus eliminating the risk of losing them in the
process of redirecting to another device/platform.”

— Sara Ballaben, Senior Technology Analyst

This report looks at the following areas:

= What’s beyond multi-channel strategies? R EPO RT N OW
< Trust and loyalty in the technology products market

Shopping around online is not only a must in the consumer journey to technology purchases but it is V I S l T:

also its most common starting point, with four in five consumers saying their journey would start online store. m|nte| .Ccom

and 22% of online shoppers likely to prefer a smartphone to shop around for technology products
online.
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Appendix — Data Sources, Abbreviations and Supporting Information

Data sources

Abbreviations
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