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3 YEARS. 3 MONTHS.



2020



WHAT IS AN ONLINE BRAND?



IT’S THE SAME AS A
TRADITIONAL BRAND



»1itline



THE BRAND SHOULD BE THE SAME



PPOINT OF

RADIO PRINT ry

MAGAZINE

BILLBOARD

NEWSPAPER







UNFORTUNATELY,
YOU’VE SURRENDERED CONTROL
OF IT TO YOUR CUSTOMERS









58%

of all people in the U.S. will shop
online during the 2016 calendar year.






Online shopping is forecast to grow to

S370 billion in 2017






EVERYONE



AGE:
Millennials are
spending more

money online in a
given year than
any other age

group.

Bl Intelligence



SPEND:
$2,000 annually

Bl Intelligence




AGE:

One in four
mobile shoppers
in the U.S. is over

the age of 55

Bl Intelligence



Bl Intelligence

GENDER:
Women control
up to 80% of
household
spending




GENDER:
Men are 25%
more likely to

make purchases
on mobile devices

Bl Intelligence



GENDER:

40%

of men aged 18-
34 say they would
ideally "buy
everything
online”

Bl Intelligence



GENDER:

33%

of women in the
same age group
say they would
"buy everything
online”

Experian



65.23%

AVERAGE SHOPPING
CART ABANDONMENT
RATE

$116.58

AVERAGE VALUE
OF AN ONLINE
ORDER




WHY WEB BUYERS ABANDON
SHOPPING CARTS:

44%

HIGH SHIPPING COSTS

25%

HIGH PRODUCT PRICE

22%

DID NOT CLEARLY MENTION
SHIPPING PRICE




WHAT IS A
POWERFUL
BRAND?

D



ONE THAT CREATES
EXCEPTIONAL VALUE
IN THE FIVE PHASES
OF THE SELECTION
CYCLE.




| KNOW WHO THEY ARE.



| UNDERSTAND THE BRAND AND ITS
SCOPE OF GOODS AND SERVICES.



| ACCEPT THAT THEIR OFFERINGS ARE
OF A SUPERIOR AND UNIQUE NATURE.



RELEVANCE

| BELIEVE THAT WE SHARE THE SAME
PRINCIPLES AND VALUES AND A RELATIONSHIP
WOULD BENEFIT OUR ORGANIZATION.



AMONG THE MANY GOODS AND SERVICES
PROVIDERS, THEY ARE THE RIGHT CHOICE.



IF YOUBUILDIT
THEY WILL COME



AND YOU’LL BE READY FOR

2020




THANK YOU



RICH PALATINI
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www.delianet.com



