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I N T R O D U C T I O N

Mobile marketing automation and customer loyalty strategies have evolved 
dramatically in the last few years and will continue to accelerate in 2017. The 
majority of US marketers intend to allocate more of their budgets to customer 

loyalty in 2017. And about 13% said they anticipate significant increases in spending on 
such programs (eMarketer). 

Before your 2017 budget is allocated, check out our predictions for the biggest 
difference makers in mobile marketing and loyalty.

Read on to learn more about these top five trends for 2017:
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http://www.emarketer.com/Article/US-Marketers-Plan-Invest-More-Loyalty-Programs-by-2017/1014081#sthash.WHb5mwk5.dpuf


Single View Technology
Legacy marketing stacks were built for 2008, when email marketing was king and 
smartphones weren’t that smart (or even invented). Campaigns were built for personas 
(which are really the masses) and scheduled to be sent based on previous email 
open rates. Data reporting was not deeper than open and click-through rates for 
each campaign. Fast forward to 2016 and most companies are still leveraging legacy 
marketing technologies -- and trying to apply them to a mobile-first world.

“The Marketer Strikes Back,” a McKinsey & Co. analysis, revealed 83% of marketers 
identify that the ability to make data-guided decisions was one of the most important 
capabilities. But only 10% believe they are very effective at feeding insights about 
customer behaviors back into the organization to improve performance.

If you can’t keep up with your customers, you certainly can’t lead them. 

Companies need to integrate technology to make their complicated, siloed marketing 
stack more agile, real-time and actionable for a mobile-first world.  Having a single view 
of online and offline systems across multiple channels is essential to any sophisticated 
marketer. With a single, cloud-based solution, companies can build single, operational 
profiles that can be obtained by streaming real-time behavioral and transactional data 
and syncing individual profiles with all systems as these moments are happening.

https://www.ana.net/content/show/id/37128


Machine Learning
Marketing used to be about being silver tongued. Then it was more and more about 
“big data” and being capable of dealing with large datasets. Now, it’s less about people 
and more about machines. However brilliant a person may be, none can process these 
datasets and respond with an appropriate message in real time. Only machines can.

By leveraging advanced analytics tools, machine learning helps brands gather predictive 
data, detect patterns within massive databases and power predictable responses for 
personalized marketing automation. 

For example, by using historical purchase activity, SessionM developed an implicit 
feedback recommendation engine for “real personalization” for a global coffee chain. 
The model predicts product preference ratings for every customer and product pairings, 
augmenting the targeting while building audience capabilities beyond just demographic 
profile data. The information obtained from running this algorithm drives features like 
“next best offer” when the customer is in-store. When combined with other customer-
specific information about when they are active and what types of messages they are 
most likely to engage with, the brand is able to curate a hyper-personalized customer 
journey. 



Omnichannel Experiences
Customers are savvier than ever. With more data being collected from all online and offline 
channels, their expectations are rapidly growing. 53% of consumers feel that it’s important 
for retailers to recognize them as the same person across all channels and devices used 
to shop. More than half (53%) of consumers say retailers who consider their in-store 
purchases offer a superior shopping experience across all online channels; 78% are also 
willing to allow retailers to use information from their in-store purchases to provide a more 
personalized experience whenever they shop (DMA News).

Customers expect to be treated as individuals and have a consistent brand experience 
regardless of which channel they are interacting with. Each channel needs to be 
seamlessly integrated to deliver consistent customer experiences and lead each customer 
through his or her own engaging customer journey. If channels were people you’d say they 
have to know about each other but not imitate each other. A midfielder and goalkeeper 
should be on the same page but doing different things. 

Recently, Forbes Insights and Sailthru asked 300 retail and media executives, “What would 
you describe as the top two internal barriers preventing individuals from becoming repeat/
loyal customers of your business?” The top two answers included: lack of consistent 
marketing efforts / communication (51%); and no seamless omnichannel / cross-channel 
shopping experiences (40%).

By creating a single view of the customer, brands can ensure that they are not only 
following the journey across all platforms and channels, but also reacting to it at the points 
of highest value.  Cross-channel and cross-device marketing can be automated and 
triggered based on customer behaviors, interactions and more.

For example, a customer abandons a cart on her web experience, leaving a roll of paper 
towels and garbage bags. Instead of sending an email two days later about her abandoned 
cart, the brand is able to send the her a push notification as she enters the brick-and-mortar 
location later that day to remind her about the necessities she left behind, saving her an 
emergency trip out to a competitor’s store. 

It’s white-glove, omnichannel treatment.

http://www.dmnews.com/marketing-strategy/personalization-is-paramount-for-pleasing-purchasers/article/401147/
http://www.forbes.com/sites/forbespr/2016/09/14/investing-in-customer-retention-leads-to-significantly-increased-market-share-says-new-study/#23c306be445b


Social Media: Inside Out 
Social media is still in its infancy. And 70% of companies are still not collecting data from 
social media channels -- and we’re not talking likes, follows and favorites. Instagram, 
Snapchat, Facebook, Twitter, Pinterest and YouTube are just a few of the always-on, 
always-connected channels where customers interact, browse, learn and share opinions 
with a network of likeminded people.   

Brands looking to strictly advertise to and convert customers on social media are missing 
a huge opportunity to unearth a plethora of data about consumer trends, purchase intent, 
product attributes, drivers of sentiment, competitors, or category-level conversations. 
The most critical aspect of an existing customer’s loyalty is their willingness to refer 
and recommend a brand to a new customer - there’s no better place to find your best 
customers than on social media.  

By analyzing the social conversation across platforms, brands can respond in real-time 
with hyper-relevant content. For example, if an identified fashion influencer shares 
an Instagram about their disappointment with a  new item,  the brand can send a 
personalized message with an discount offer for their next purchase.   Or if there’s a 
spike in conversation about unseasonable warm weather in the Greater Boston area, a 
coffee chain could push a local campaign offering discounted coffee for the day. 

With the proper technology in place from providers like Crimson Hexagon, companies 
can ingest a steady stream of social data and analytics and tie back social interactions to 
a single customer’s profile to understand the greater conversation and remarket to their 
best (and worst) customers. 

http://thedma.org/blog/marketing-analytics/social-media-advertising-unquestionably-still-in-its-infancy/
https://www.crimsonhexagon.com/


Personalized Loyalty
Most traditional loyalty programs are geared towards rewarding existing or passive 
behaviors to reduce attrition and leverage an outdated point-per-spend model. Rewards 
are generic and generalized, and offers cannot be tied to specific milestones, behaviors, 
or thresholds. 

The first step to develop a successful, omnichannel and mobile loyalty strategy is to 
align cross-team stakeholders to define business goals and identify high value customer 
behaviors for each business unit. With key milestones and behavior change barriers 
defined, programs can integrate status and tiering technology to reward customers 
with different multipliers or specific rewards for each tier to motivate long term loyalty 
and deepen engagement. Quantitatively determine which customers are the best ones 
by examining key recency, frequency, and spend metrics to develop models around 
category affinity, propensity to churn and estimated lifetime value for future optimizations 
and offers. 

Acquiring new customers is important but retaining your best customers is critical. 
Companies that increased their spend on retention in the last 1-3 years had a near 
200% higher likelihood of increasing their market share in the last year compared to 
those spending more on acquisition. (Forbes Insights/Sailthru). Programs with true 
personalization deliver the right incentive, for the right behavior, via the right channel, 
at the right time. Each customer should have their own unique experience with 
individualized incentives.

There’s no place for a one-size-fits-all approach to mobile marketing and loyalty in 2017 
and beyond.  

Is your marketing stack ready to deliver consistent, omnichannel experiences in 2017? 
Get a demo to see how SessionM’s technology can help your brand - request a demo 
today. 

http://www.forbes.com/sites/forbespr/2016/09/14/investing-in-customer-retention-leads-to-significantly-increased-market-share-says-new-study/#23c306be445b
https://www.sessionm.com/


ABOUT 
SESSIONM

SessionM’s technology allows you to deliver one-to-
one, real-time engagement and loyalty at scale. 
Built on a real-time, mobile-first architecture, our 
platform gathers first-party data about your users to 
build a database of dynamic profiles about your key 
in-app events and behaviors.  By applying our 
real-time rules engine solution against these events 
and behaviors, you can trigger personalized user 
engagement at the moments of impact. Using those 
behaviors, you can define key milestones to reward 
customers and unlock new program features, 
keeping their engagement for the long-term and 
expanding their loyalty.

For more information on SessionM, visit www.
sessionm.com

http://www.sessionm.com
http://www.sessionm.com

