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4 Mobile Devices & The Photo Print Products Market
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» What leads consumers to order photo products from their mobile device versus a computer and

how is that decision made?
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» What challenges confront consumers when creating and ordering from a mobile device and how

is that different between the smartphone and tablet?
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»  What types of products are consumers ordering from mobile devices and what companies are they

buying them from?

Future S of Photo Prod Market will Depend
Largely on Mobile Usage
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» What will lead more consumers to order photo products

from mobile devices?
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Gain a better understanding of how consumers are using mobile devices to order photo products and what types

of products they’re buying

o ENALIERND, ENHLDDEDTAMEMMNEXSNTVSDMNZEIBET S

Learn how many photo products consumers are ordering from mobile devices
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Learn the “pain points” that consumers are experiencing when creating and ordering from mobile devices and

what needs to be done to fix them
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Find out consumer expectations on future ordering of photo products from mobile devices
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multifunction product markets.
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Mobile Devices and the Photo Products Market Opportunity A Multi-client Study Final Report
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Which vendor have you used most often to create/order
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shurterfly
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=308 Resp L who have from
amabile device in the past 12 months 2 mobile device in the past 12 months

- Ower half of respondents chose mail delivery for their most recent photo book order via mobile
device

+ Shutterfly, an online photo giant, was the most popular location for creating/ordering photo
baoks. The other top choices (¢.g., Walgreens, €S, Walmart) have a strong retail photo presence.
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