
2020 TRENDS THAT 
RETAIL BRANDS 
CAN’T IGNORE

Experiential retail

Omnichannel is the future of retail

Companies with omnichannel customer 
engagement strategies retain on average 
89% of their customers, compared to 
customer retention rate of 33% for companies 
with weak omnichannel customer 
engagement.2

68% of companies have integrated mobile
marketing into their overall marketing strategy.

71% of marketers believe mobile marketing
is core to their business.4

95% of marketers say they know how 
important multichannel marketing is for 
targeting. However, only 73% say they have 
a multichannel strategy in place.3

Invest in mobile

Loyalty gets more relevant

Shopping via tech

Prioritize digital

Data is more important than ever

“ The future of communicating with customers rests in engaging with them through every possible 
channel: phone, email, chat, Web, and social networks. Customers are discussing a company’s 
products and brand in real time. Companies need to join the conversation.”

—Marc Benio�, CEO, Salesforce

“ Buyers don’t want to spend time searching 
you out anymore; they expect you to come to 
them, so you need to have a presence on the 
channels where your customers are.”

—Je� Dyksen, President, Diztinct

When personalization is done well, there is a 
6.4x lift in member satisfaction with the 
loyalty program.5

The Starbucks loyalty 
program allows for a 
personalized experience that 
eliminates the need to wait to 
order and wait to pick up thus 
eliminating a friction point for 
shoppers.

“ Understanding the emotional aspect of 
loyalty gives brands a sense of how sticky 
their relationship is with a consumer. If brands 
want to use their loyalty programs to connect 
emotionally with customers, they need to 
understand their customers’ emotional state, 
needs, and motivations.”

—Forrester

By 2022, voice shopping will surge

    45%
of luxury purchases are 
influenced by what shoppers find 
in the digital universe.7

    42%
of in-store shoppers search for information 
online using their smartphones. The top two 
places shoppers head to search include 
search engines (64%) and the retailer’s 
website or app (46%).8

56%
of consumers are willing to 
share data to receive 
faster and more 
convenient service.9

Amazon attracts massive online consumer 
traffic, which gives the e-commerce giant a 
wealth of big data, real analytics and rich 
insights into the products shoppers search for 
and actually buy. In Q1 2016, Amazon earned 
$29 billion, due in large part to using big data 
analytics for retail decisions and knowing 
exactly what customers want.

Today’s successful retail leaders rely on 
up-to-date data to support business 
decisions including:

Within three years, about 40% of consumers 
will use a voice assistant as an alternative to a
mobile app
or website.6

“ An embedded smart speaker in a car is a 
great way to introduce shopping through 
smart speakers. It could be for scheduling 
grocery or meal kit pickups. I'd think that 
embedded smart speakers in cars will unlock 
in-commute shopping faster than home 
speakers have been able to”

—Ashwin Ramasamy, CMO, PipeCandy

This presents an opportunity for retailers to enhance the in-store experience by ensuring 
sites and ads are mobile friendly, and that search results are fully optimized

73%
of shoppers will 
spend more time and 
money in stores 
o�ering experiences.1

In Philadelphia, the Lululemon
team created an 8K virtual
road race, which donated
all proceeds to a local
charity to help combat
homelessness. After one
year of extreme success
across the entire brand, the
race took place in 15 cities the following year. 
These types of interactive branding 
techniques, which give individuals a sense of 
exclusivity, uniqueness, and social 
importance, are completely changing the way 
a consumer interacts with a retail brand.

“ Experiential retail doesn't need to be all 
the whistles and bells of something 
spectacular, but it does need to be a great 
customer experience” 

—Paul Blackburn, VP of Retail Development, Design and 

Merchandising, N. America, L'Occitane Group
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Visit www.sessionm.com for more information.

Key takeaway: without data there is no success 
As you build out your strategies, ensure data collection is intertwined throughout. This will provide 
the means to measure the effectiveness of your efforts and to test and learn. The data itself will 
become a crown jewel that can be leveraged to differentiate customer experiences and transform 
your business. First party data will provide insights into your customer behavior and give your 
business the means to interact with your customers at scale.
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