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Forgo the mold. Fluid, not frozen,
MARKETING REQUIRED.

Season shmeason. Holiday shopping is more free-form in 2017 given the impact
of mobile phones, ecommerce and discount expectations. Fill your cup with insights
and inspire consumer activation all along via print and digital advertising.

MIX OF ONLINE + IN-STORE SHOPPING
2017 Holiday Predictions
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MORE LOOKING. LESS LEAPING.
Influence long before the moment of purchase
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FLOW BETWEEN DIGITAL AND PHYSICAL
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SERVE PROCRASTINATORS & REFILLS
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