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Introduction

In today’s mobile-first world, consumer expectations are high and their needs 
are specific. Retail shoppers expect consistent communication and shopping 
experiences across all channels and touchpoints - not just in-store - and if 
brands fail to deliver, consumers will move on to other brands that do it better.

In fact, according to eMarketer, brands with omnichannel consumer engage-
ment retain 89% of their consumers, compared to just 33% for brands with 
little to no omnichannel engagement. 

With nearly a third of the 3.3 billion Black Friday online sales coming from mo-
bile, the need for an omnichannel strategy that reaches consumers and builds 
relationships is becoming a necessity.  

In this study, we look into consumer retail shopping trends and how smart-
phones influence the shopper’s journey to learn how retail brands can more 
effectively reach and retain consumers to build loyalty and richer relationships.

SessionM fielded an eight question mobile survey to over 5,000 retail 
shoppers to gain a deeper understanding of how consumers are 
shopping for retail items, how smartphones impact and influence their 
decision-making, and how they plan to use smartphones in the future.

The Survey



Most retail shoppers use smartphones as a complement to 
their in-store experience.

About 93.7% of those surveyed made a non-grocery retail purchase in the last three months, 
with 74.1% (versus 72.7% in 2015) of consumers making purchases in-store at brick-and-
mortar locations. The number of consumers that think shopping in-store provides the superior 
experience has decreased to 49.4% (from 52.6% in 2015). In 2016, smartphones continue the 
trend of complementing consumer shopping experiences with 93.2% of retail shoppers saying 
they actively use their smartphones when shopping. The most popular uses were comparing 
prices (53.7%), searching for product info (49.3%), and checking online reviews (42.6%).

The Results



People are still going in-store for retail purchases, but compared to 2015, less people think 
that in-store provides a better shopping experience. Compared to last year, an increased 
majority of people use smartphones as a complement to their shopping experience, by 
comparing prices, searching for product information, and reading online reviews of items -- 
providing brands with limitless data.  By leveraging the data and infusing artificial intelligent 
technology, brands are able to showcase content that consumers will find most appealing, 
and engaging, and ultimately, lead them to a purchase.
 
For example, AI technology digs into small details of the brand’s website such as the color 
of buttons, image size and copy to determine which areas are most effective, then changes 
them on the fly. For example, switching the color of a button on a checkout page to pink 
increased conversions for a product by 34.9 percent. All told, AI has boosted Cosabella’s sales 
by 35.6 percent (AdWeek).

Customers are providing countless data points and the proper technology provides dynamic 
ways to guide each customer through his individual customer journeys, and influence him at 
the point-of-purchase when it matters most. 

Takeaway



Takeaway

Engage customers with hyper-personalized content and 
they’ll reward you with loyalty.

A growing majority of consumers (63.3%) would be more likely to shop at a retailer if they 
received relevant deals and offers as personalized engagements such as push notifications 
and messages while they’re shopping. Engaging and rewarding loyalty programs are slowly 
becoming more popular and necessary for retailers to retain consumers, as 78.3% (versus 76.6% 
in 2015) say they would be more likely to shop at a retailer where they can earn points for future 
purchases.

Compared to 2015, a growing number of shoppers want to be a part of a more engaging, real 
time shopping experience by receiving relevant offers and deals through triggered messaging.  
And personalization isn’t just for an added touch to a customer experience -- it pays off for 
brands.  An Econsultancy and Monetate report showed that companies that have personalized 
the customer experience see, on average, a 19% uplift in sales.

And personalization goes beyond marketing and content; loyalty programs need to be 
specialized based on customers’ preferences, frequency and spend. People prefer to shop with 
retailers that have loyalty programs as a means to provide benefits (points) for shopping and 
interacting in-store and online.  Forrester Research shows that making customers feel valued 
and appreciated is most likely to lead to loyalty. And 77% of members that actively participate in 
programs deem special treatment to be important. 

Satisfied loyalty members will make an impact on sales.  In a typical three-month period, loyalty 
program members on average spend $42.33 more with traditional retailers (those with physical 
stores) than shoppers not in a loyalty program, and program members rate their customer 
experiences higher than nonmembers across most industries (Forrester Research).



Mobile is shifting.

About 85.4% of retail shoppers said that their mobile buying frequency had either held 
steady or increased, which is roughly the same as last year. However, 46.4% of respondents 
said that their mobile buying frequency had increased, with 17.3% saying they made retail 
purchases significantly more often compared to last year. For those that don’t make retail 
purchases more frequently on a mobile device, security still remains a top concern, as well as 
retail sites being too slow to navigate. 

People are starting to use smartphones for more than just a better in-store shopping 
experience. Mobile is becoming an increasingly popular channel for retail purchases, with 
more shoppers having a higher mobile buying frequency than last year. 

According to eMarketer, 2017 will also be a benchmark year as $75.51 billion, or 50% of all 
retail mcommerce sales, will be transacted on smartphones. That will be up from 48% in 
2016.  To capitalize on the shift, retailers need to focus on providing better-optimized, easier, 
and more consistent shopping experiences for mobile shopping within an app or site. 

Takeaway



Smartphones are influencing how people research, investigate and shop for products -- 
both online and in the aisles.  People are using mobile in the aisles for access to information 
that will help them make better, more informed purchase decisions. It’s a prime opportunity 
for a brand to engage and convert a consumer into a customer, but only if it’s done 
correctly.  Consumers may be willing to engage with a brand, but content -- from marketing 
campaigns, to user interfaces and loyalty programs -- must be personalized in order for 
consumers to have a positive experience.

According to Capgemini, only 11% of loyalty Programs offer personalized rewards based on 
a customer’s purchase history or location data. Undoubtedly, this significantly contributes 
to the finding in the same report that almost 90% of social media sentiment on loyalty 
programs is negative.

Customers don’t want to be treated as the masses. Customers should be treated as 
individuals across all touchpoints. In return, they will reward you with loyalty. A staggering 
74% of consumers would buy more “if rewards were better/more tailored to them,” 
according to new research from ICLP.  And it is all about choice for customers.  According 
to nearly 12,000 members belonging to more than 180 U.S. loyalty and rewards programs 
surveyed for the Bond Loyalty Report, a whopping 81% stated they are more likely to be a 
repeat customer if their brand of choice offers a loyalty program to sweeten the deal. 

Conclusion



As smartphones continue to bridge the gap between online and offline channels, brands 
are able to leverage the full view of the consumer to offer more consistent and personalized 
experiences that meet and exceed consumer expectations. Loyalty programs can be 
applied to all channels, converting strictly in-store shoppers into high-value omnichannel 
consumers. 

SessionM is a SaaS-based platform that makes it possible to instantly gather actionable 
insights, ensure intelligent messaging and maximize customer loyalty. We integrate mobile 
marketing automation with personalized messaging and data management giving your 
brand a single view of your customer and all the tools to act in real time at the moment of 
impact. 

Learn how SessionM’s can help -- request a demo today.

Methodology 

SessionM’s research is based on data compiled from a survey of over 5,000 
randomly selected smartphone users, as well as the billions of data points from 
SessionM’s proprietary mobile audience intelligence platform.

The survey data was collected from November 21 - 23, 2016.
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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


