


Today’s speakers:

KATHERINE D. 
Senior Manager,
Research Strategy

Katherine is an expert in all facets of mobile 

research, from design to best practices and 
implementation of both digital and location data. 

Since 2014, she has been empowering companies 

to make better-informed business decisions 

through powerful, data-driven insights.

VARDAN K.
Vice President,
Research & Strategy

Vardan is responsible for educating and consulting 

with MFour’s Fortune 1000 clients. 

Vardan helps clients to leverage mobile-app market 
research to encourage faster, deeper insights. These 

rely on location and digital journeys, shedding light 

onto research that has never before been possible.



What you’ll learn today:

• New data on brand loyalty.

• New insights that point to permanent shifts.

• An agile approach to OOH advertising to influence consumers.



Part 1: Where are consumers shopping?



Big-box foot traffic.



Grocery foot traffic.



C-store foot traffic.



National supermarket case study.
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Figure 4: SOTG® shoppers in-store.BOPIS consideration.
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Part 2: What’s happening to brand?
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Get personal: social following creates trust.
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Part 3: OOH planning post COVID.
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Urgency of resuming normal activities. 
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Visitation habits pre & post COVID.
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Consumer approved ad mediums.
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The nation’s largest, first-party consumer panel.
10 million daily consumer journeys.



Q&A


