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Executive summary
From shopping and buying to owning and using products, consumers' experiences largely determine the
success of both retailers and brands. Voting with their feet, wallets and social media, consumers reward
companies that make their lives easy, risk-free and pleasurable – witness the extraordinary success of
Amazon, Zappos, Starbucks, and others. However, as the failures of K-Mart, Best Buy, Dell, Nokia and
many more illustrate, consumers also penalize with a vengeance companies that fail to meet their
expectations.
Given the importance, this report provides an end-to-end view of consumers’ experience, from
discovery to shopping and buying as well as post-purchase activities such as service and support. Data
from a recent immr survey (co-sponsored by GigaOm Pro) of U.S. smart phone owners are used to
answer three questions:
•

Shopping Experiences in Brick-and-mortar Stores – Relatively few (one in four) consumers are
happy with their shopping experience in brick and mortar stores. Amazon leads on this important
metric by a 2:1 margin.

•

Satisfaction with Specific Shopping Experiences – From discovering to shopping, buying and using
products and services, consumers reveal substantial opportunities to improve the overall shopping
experience. Opportunities also exist in a number of “special cases,” including shopping for gifts,
services, and events and entertainment. The latter two are especially important for local
businesses.

•

Mobile’s Impact on the Shopping Experience – Mobile apps significantly improve consumers’
experiences. Individuals who use a mobile app for a specific shopping experience, such as finding
or comparing products, are much happier with their experience than non-users.

Recommendations are presented for retailers and brands to fill these voids and help consumers along
the shopping journey.
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Introduction
Since the mid-‘50s modern retailers have succeeded by continually reinventing themselves, adapting to
changing consumer preferences, integrating new technologies and incorporating innovative new
practices. Some retailers — Walmart, Costco, and most recently Apple stores — have prospered. But
many others — Circuit City, Radio Shack, K-Mart — have floundered and in some cases disappeared
altogether. Based on results and projections, some observers believe that the “wheel of retailing” has
ground to a halt.
With margins eroding and share slipping to Amazon and other online retailers, critics argue that the
business model of brick and mortar retailers is now fundamentally flawed. In a recent and widely
quoted interview, VC Marc Andreessen argued that “retailers are going to go out of business” due to the
superior economics of ecommerce. On the other hand, there are those who believe retailers have an
opportunity to not just survive but prosper. Ron Johnson, widely regarded as the father of Apple’s
innovative retail stores, staked his reputation on this vision when he became CEO of JC Penney. The
retailer, one of the oldest in the U.S., is in the midst of a grand experiment to revitalize the chain with a
sweeping set of bold but as yet unproven innovations.
Questions about the future of retail extend beyond the brick and mortar vs. online debate.
Considerable evidence suggests that the “path-to-purchase” has shifted as consumers use a variety of
channels, in combination, to browse, search, shop, and purchase. Technologies, especially social, mobile
and location, or SoLoMo , and cloud-based platforms are also transforming the practices of both online
and conventional retailers. With smart phones and tablets, consumers now use mobile search,
advertising, QR codes and soon NFC (near-field communications) to shop, find bargains and interact with
a combination of so-called “click and mortar” retailers. In light of these developments, Darrell Rigby,
head of the retail practice at Bain and Company, presents a convincing case that retailers must excel at
“omni-channel” commerce.
Perhaps the most insightful advice comes from retail expert Doug Stephens, who in his blog and newly
released book The Retail Revival argues that retailers’ fates depend in large part on their ability to create
a compelling shopping experience for consumers. In our view the shopping experience depends not just
on retailers: brands, financial institutions, ad networks and the entire “shopping ecosystem” play an
important role in shaping the consumer’s shopping experience with advertising, packaging, information,
and support. Their efforts will determine whether retailers become merely “showrooms” for Amazon
and other internet retailers, or if they defy the prediction of Andreessen and other critics by recreating
the shopping experience for consumers.
With data from a recent immr survey of consumers (see Appendix for details), this report assesses the
state of consumers' experiences shopping, buying and owning/using products and services. Given the
adoption and widespread use of smart phones, the report focuses on smart phone owners (now a
majority in the U.S.) and reveals how use of mobile apps affects key consumer experiences. The
following sections introduce a framework that encompasses shopping (in brick-and-mortar and online
stores) as well as a broader range of consumer experiences (some 20, in all) that span discovering,
buying and using products. The conclusion highlights key findings and provides recommendations for
retailer, brands, and others ultimately responsible for the consumers’ experience.
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The Consumer Experience is Broader than Shopping
Across product and service categories consumer behavior encompasses a wide range of activities.

For purposes of this report, the most important aspects of consumer experiences fall into four
categories:
•

Discover – learning of and finding out about products, both while shopping but also during passive,
“non-shopping” mode (e.g., while watching TV, reading, seeing ads, etc.)

•

Choose – reviewing information, comparing, and deciding between products and brands as well as
the stores (online and brick and mortar) at which to shop, determining which stores have the
product in stock, etc.

•

Buy – deciding whether and when to buy as well as ordering, paying, applying coupons, etc.
Rewards are an important component, especially in travel, hospitality and financial services.

•

Use – all things post-purchase, from owning and using to service and support (in- and out-ofwarranty), managing receipts and other aspects

In addition to shopping in stores and online for products, several specific experiences deserve attention
due to their importance and unique differences. These include shopping for services (from auto
maintenance to personal and health care); shopping for gifts; and, to answer the perennial question
“what are we going to do this evening or weekend?” shopping for events and entertainment.
Altogether, in the survey consumers rated their experiences across some 20 aspects (a complete list is
provided in the Appendix). While not exhaustive, these aspects provide a comprehensive basis for
evaluating the “state of shopping” and the consumer experience.
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Can Retailers Delight Customers?
Based on a number of indicators, including customer satisfaction, market share and others, retail is in
dire straits. To understand the consumer’s perspective, survey respondents rated their shopping
experience in eight types of retail stores on following question: “Overall, how would you rate your
experience shopping in each of the following types of stores?” The “top 2” boxes consisted of Satisfied
and Very Happy.
On average, 3 out of 4 consumers are “satisfied” or “very happy” with their experience shopping in brick
and mortar stores. Of course, merely satisfying consumers will not be sufficient to forestall the
competitive onslaught retailers are facing. Shown below is the percentage of consumers “Very Happy”
with their experience shopping in each of nine types of retailers.

Amazon clearly sets the bar with more than half of customers surveyed “very happy” with their
shopping experience. While the average for brick and mortar stores is 27%, scores range from 33% for
membership warehouse clubs (like Costco and Sam’s Club) to a low of 18% for consumer electronics and
appliance stores (like Best Buy, HH Gregg, etc.). These results show that few retailers are delivering a
shopping experience that delights customers, which puts them at risk of being disintermediated by
online retailers and other competitors, including a growing number of mobile commerce solutions.
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Is Shopping Broken?
The results above indicate that only a small percentage of consumers are very happy with the shopping
experience. As stated previously, to better understand the basis for their feelings about shopping,
respondents rated their experience on some 20 specific aspects, spanning discover, choose, buy and
use. Relying on the same scale as above, the top 2 boxes (percent “Satisfied” and “Very Happy”) are
reported below, along with a brief discussion of each of the findings.

Discover – Consumers’ Experience Finding out about Products and Offers
Keeping up with New Products
Consumers “keep up” with products of interest by
browsing in stores, viewing and reading blogs,
social media (especially Pinterest), talking with
other consumers, and in other ways. While nearly
half of consumers are satisfied, only 13% are “very
happy” with the experience. With 4 out of 10 less
than satisfied, helping consumers stay abreast of
new products represents an opportunity.

Events and Entertainment
Despite the availability of numerous sources,
finding and learning about local events and
entertainment in time to take advantage of them
remain problematic for many consumers. While
the glass is half full for some (53% satisfied), nearly
half (47%) are less than satisfied. Gathering and
curating information is part of the solution, but
organizing, filtering and timely delivery are equally
important.
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Offers and Deals
While consumers receive offers and deals on
products and services from a myriad of sources –
mail and e-mail; media (especially newspapers and
TV); online and many others – only a small
percentage of offers are tailored to their interests.
As a result, “deal fatigue” and low redemption
rates are common. With just over half (54%) of
consumers satisfied and only 1 in 8 very happy,
improving offers and deals should be a priority.

Ads on Mobile
With consumers increasingly using mobile for
shopping and the projected growth of mobile
advertising, the survey examined consumers’
satisfaction with ads shown on their mobile
devices. This aspect received the lowest rating of
any of the 20 aspects measured: Only 25% were
satisfied or very happy with ads shown on their
mobile devices. While proponents argue that
personalization and hyper-local will boost
relevance and deliver ads that are desirable, there
is a large gap between the promise and the reality.
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Choose – Consumers’ Experience Evaluating, Comparing and Selecting
Products
Comparing Products
For many consumers comparing products and
selecting the brand and model that best match
their needs can be difficult, especially in categories
such as consumer electronics, where features are
complex and new products introduced frequently.
Despite the challenges, nearly two-thirds of
consumers are satisfied with the experience of
comparing and selecting. Nonetheless, given the
importance of “making the best choice,”
consumers are likely to value solutions that make
the process easier and/or improve the outcome,
e.g., better choices at lower prices.

Comparing Prices
Given the ubiquity of price comparison sites, it is
not surprising that 2 out of 3 consumers are
satisfied with “finding the best price for products
and services.” Still, only 1 in 6 are “very happy.”
Since saving money is part of the “new normal,”
consumers will embrace new solutions that
outperform or extend to other product/service
categories, like entertainment and healthcare.

Choosing Service Providers
A significant portion of consumers’ budgets is
spent on services – home and auto maintenance,
personal care, healthcare, etc. For some services,
such as hair, spas and makeup, consumers have
highly individualized preferences. In all cases
service delivery can vary. While services such as
Angie’s List are popular, many consumers find
evaluating and choosing services challenging.

If Shopping is Broken, Can Mobile Fix It?

-9-

Finding Products in Local Stores
Comparing products and prices has gotten easer,
but finding which local stores have the desired
product in stock remains a challenge. Less than
50% of consumers are satisfied with this aspect,
one of the lowest ratings recorded. While
solutions such as Retailigence are aimed squarely
at this problem, difficulty confirming local
availability is likely to encourage online shopping
and ordering. Solving this problem should be a
high priority for third-party intermediaries as well
as manufacturers and retailers.

Shopping for Gifts
Shopping for gifts can be a challenge. It not only
requires knowledge of the recipient’s preferences,
size, etc., but the selection, amount spent and
even the store from which the gift is purchased
also “say something” about the gift-giver. With
only 6 in 10 consumers satisfied with gift shopping,
opportunities exist for retailers and startups to
improve the experience. An even more telling
indicator might be gift recipients’ satisfaction.
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Buy – Consumers’ Experience Remembering, Ordering, Using Coupons,
Paying and Rewards
Remembering What to Buy
Consumers plan their shopping in a variety of
ways: Some make paper or digital lists, especially
for items such as groceries, while others
remember items needed when they are near the
store. As the proverbial “string on the finger”
suggests, most consumers (7 out of 10) are
satisfied with their experience. Apparently,
solutions and method(s) currently available and
used work reasonably well.

Locating Products in Stores
Consumers typically buy products that are familiar
from stores at which they regularly shop. At times
consumers shop for new products or in stores that
are less familiar to them. As stores have grown in
size and self-serve has become predominant,
consumers sometimes have difficulty locating
products. Perhaps reflecting the balance of
familiar and unfamiliar, most consumers (68%) are
satisfied with their experience locating products.

Ordering Food and Beverages
In addition to shopping for products and services,
on a regular basis consumers order food and
beverage in a variety of venues – coffee shops,
restaurants (quick-serve and sit-down), bars, etc.
Given their importance, these businesses pay
careful attention to insure that orders are placed
promptly and accurately. While most consumers
(7 out of 10) are satisfied with their experience,
there is room for improvement. Even small
improvements in speed, accuracy and other
aspects would benefit both consumers and
businesses.
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Finding and Using Coupons
A multi-billion dollar market, coupons are a big
business. For consumers who have the time
finding and using coupons offer significant savings.
For many consumers, however, coupons are an
inefficient, hit-or-miss proposition. As a result,
consumers are evenly split on this aspect, with
about half satisfied and half who are not satisfied.
Digital and mobile promise to improve customers’
experience, reduce wastage and boost the ROI on
coupons.

Checkout and Paying
Despite pundits admonitions that “if it isn’t
broken, don’t fix it” there is an epic battle going on
in payments. Google Wallet, MCX (Merchant
Customer Exchange, sponsored by a consortium of
retailers), Isis, Paypal and others are battling
incumbents and forging new strategic
relationships to gain a slice of the enormous
payments market. Results suggest that checkout
and payment represent a relatively “mild” concern
for consumers, with nearly 7 in 10 satisfied with
the status quo.

Managing Rewards
Since American Airlines introduced the first largescale loyalty program in the mid-‘80s, businesses
in virtually every product and service category now
have a loyalty program. As a result the average
consumer now carries more than a dozen loyalty
cards in his or her wallet. However, almost 30-40%
of reward points go unredeemed, undermining the
value for consumers and businesses. While a
majority (59%) is satisfied with managing rewards,
4 in 10 are not satisfied. As digital and mobile
solutions from companies such as Key Ring
become more common, expect consumers to
manage their rewards much more effectively.
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Use – Consumers’ Experience with Support, Warranties, and Receipts
The post-purchase experiences below fall outside a narrow definition of shopping. Nonetheless, they
influence the choice of products and channels consumers elect.

Service and Support
When service or support is required, companies
have an opportunity to reinforce customers’
decisions and boost customer loyalty. As other
research has found, companies’ performance
varies widely. On average, only 8% of customers
are “very happy” with their experience while
another 36% are “satisfied.” Given the low bar,
companies known for their service and support –
like Zappos – are in a very favorable position.

Warranty Tracking
Most products that consumers buy come with
warranties that vary in length from 30 days up to 4
years or more. Autos and other products require
scheduled maintenance, while all products are
subject to recall. Since each product has its own
particular requirements and the process is largely
manual, many consumers find keeping up with
warranty, maintenance and recalls challenging. In
our survey only 4 in 10 are satisfied with the
process.

Keeping Track of Receipts
Issued with nearly all purchases, receipts serve a
number of purposes for consumers and
businesses. Store receipts are typically printed on
paper. Digital copies contain varying amounts of
information available on bank and credit card
statements. Over a period of time, receipts can
stack up and many consumers find keeping track
of them difficult. While just over half of
consumers are satisfied with their experience,
almost the same number are not satisfied.
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Shopping and Mobile
One of the most significant developments impacting shopping is mobile. Paying with mobile devices is still
in the nascent stage, but consumers now use mobile devices and apps at every stage of the process. This
section examines the incidence and impact of mobile apps on consumers’ experience.

The shopping purposes for which mobile apps are used most widely are shown below.
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How Mobile Impacts Consumers’ Shopping Experience
To determine the impact of mobile on consumers’ behavior, we compared consumers’ ratings of each of
the 20 specific shopping experiences between consumers who use a mobile app for the purpose and those
who do not. For example, in the table below, for “managing rewards earned on purchases” 32% of
consumers who use a mobile app ( ) for that purpose are “very happy” with the experience, compared to
only 13% who do not use a mobile for that purpose ( ). The table below shows consumers’ ratings on 10
aspects of shopping for (i) those who use an app for the specific purpose ( ) and (ii) those who do not use
an app for that purpose ( ).

On every one of the 20 aspects examined, consumers who use a mobile app are much happier with their
shopping experience. On average the difference in percent for “very happy” is 2:1 (25% of those using an
app very happy vs. 12% for those not using an app). These results demonstrate that mobile can
dramatically improve consumers’ shopping experiences.
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Conclusion
Howard Schultz, Chairman and President of Starbucks, recently observed, "It has never been more
challenging for a brick-and-mortar retail merchant to succeed in an enduring way." A recent immr
whitepaper shows how consumer expectations are rising and leading businesses are “raising the bar” for
everyone. As a result, retailers, brand partners and others in the shopping ecosystem face an imperative –
enhance the consumer experience or slip further and further behind.
The results presented above show that:
•

Only a small percentage (one in four) of consumers are happy with their shopping experience in
brick and mortar stores. Amazon leads on this important metric by a 2:1 margin.

•

Substantial opportunities exist to improve the experience throughout the consumer journey, from
discovery to shopping, buying and using products.

•

Significant opportunities also existing in “special cases,” including shopping for gifts, services, and
events and entertainment, the latter especially important categories for small businesses

•

As part of the solution, mobile has the potential to dramatically improve consumers’ experiences

Mobile, social and other technologies have created opportunities for what Greg Satell refers to as “new
conversations” between consumers and brands, retailers and local businesses. And there is significant
innovation occurring with startups like Key Ring (digitizing the loyalty cards that clutter the average
consumer's wallet); Zingle (order while standing in line at QSR or coffee shop); Badgeville, Bunchball and
others incorporating mechanisms drawn from gamification and behavioral economics; and many others.
Of course, leading retailers are investing significant effort to further improve the shopping experience.
Home Depot and others, for example, are providing in-store maps and other aids to help smart phone
users locate products, find deals and even pay at checkout. With Nieman Marcus’ mobile app, customers,
upon entering the store, can alert and give sales associates’ access to their shopping history and Facebook
profile.
Although mobile shopping apps are proliferating, penetration remains relatively low so there is still ample
opportunity for companies in the retail value chain to introduce and capitalize on these solutions. The
question is whether retailers will lead the charge and innovate on a scale that makes a material difference
soon enough, or whether third party app developers and emerging mobile wallet platforms will fill the
void.
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Recommendations for Retailers, Brands and Local Businesses
Findings suggest that for many consumers the "path to purchase" is not a very happy one. Findings also
indicate the need for significant, orchestrated strategies by brands and retailers alike. Recognizing the
crisis, Doug Stephens (@retailprophet) calls for a dramatic response in his new book The Retail Revival.
Likewise, Darrell Rigby (head of the retail practice at Bain Consulting) exhorts retailers to embrace
solutions employed by their digital counterparts.
A forthcoming immr report (Raising the Bar) introduces a framework that outlines strategies companies
can use to better engage consumers.

The PEERSM framework below (for personalizing, enabling, enhancing and rewarding) suggests strategies
for retailers, brands and local businesses.
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The Imperative for Retailers - Remove Frictions, Recreate the Experience
Given the pressure on consumers’ budgets (money and time), retailers who fail to simplify and make
shopping easier will be penalized. Of course, consumers value more than “friction-free” experiences –
they also value and will reward retailers who personalize and enhance their shopping experience.
•

Consumers are frustrated by silos that make it difficult for them to transition from digital to
physical. So-called and "click and mortar" strategies are a step in the right direction towards
improving this. Retailers must better integrate online (search, internet, and digital shopping) and
in-store experiences. Darrell Rigby of Bain identifies organizational, process and cultural changes
retailers will need to make to implement “Omnichannel” strategies.

•

For many consumers, discovering offers is a particularly sore point. Retailers should be leveraging
digital and mobile platforms to make circulars, coupons, and other resources to make it easy for
consumers to find and use offers, much as they do online. Fortunately, cloud-based platforms by
Key Ring (recently acquired by Gannett) and other solution providers allow retailers to implement
these solutions quickly, with minimal investment.

•

Retailers must also adopt and deploy solutions like Aisle 411 that allow consumers to use mobile
devices in-store to compare, evaluate and decide on products.

•

By working with selected brand partners, retailers can also simplify and enhance the process by
curating information and employing immersive technologies such as augmented reality. While
mobile plays a role, digital signage, RFID and other tools are equally important.

Opportunities for Brands – Guide Consumers along their Journey
In "Personalization is Balderdash," Geoffrey Moore argues that brands, instead of truly engaging with
consumers, rely on “interrupt” strategies to merely promote products. While there is a great deal of
discussion about brands connecting with consumers via social media, the results presented above suggest
a critical void to engage consumers as they shop. Depending on consumers’ involvement and interest in a
product category, brands can employ a variety of strategies to engage consumers and improve their
experiences:
•

Given the importance of findability, brands must work closely with retailers and search platforms
to insure that consumers can easily determine where products are available. Brands should also
encourage retailers to make their inventories and prices visible to consumers in real-time, using
solutions like Retailigence.

•

As consumers shop for and choose among competing products, brands can act as Guides,
providing information and helping consumers compare, evaluate and even get others’ opinions.
One example of this is Go Try It On, a fashion app that allows consumers to get advice and
suggestions from community members and experts in real-time.

•

As Tide’s Stain Brain illustrates, brands can also serve as Companion, advising consumers on how
to use their products.
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•

Brands can also enhance the shopping experience by employing big data and advanced analytics
to uncover variations in consumers' shopping patterns and tailor product and promotional mixes
to various segments.

Recognizing the importance of these opportunities, leading brands are employing a variety of approaches,
including hackathons and competitions, to spur innovation. For example, last fall Mondelēz International
(the global snack company formed by the separation of Kraft Foods) partnered with Kicklabs to launch the
Mobile Futures initiative. After identifying some 30 promising startups in the initial round, Mondelez
selected nine startups to partner with its brands, which include Oreo, Halls, Trident and others, focusing
on “areas of consumer engagement and path-to-purchase that have not yet been solved.” By partnering
with innovative startups such as Banjo, Lisnr, Roximity and Endorse, Mondelēz is clearly thinking outside
the box.

Local Businesses – Opportunities to Leverage Immediacy
Interestingly, local businesses may be in the best position to capitalize on the findings presented above.
While they may lack the resources and expertise of large retailers, a rapidly growing set of technologies
and solutions is making it easier for them to do what they do best - personalize the experience for valued
customers and capitalize on the immediacy of their needs. As discussed in previous reports, consumers
often use mobile to make and carry out plans the same day and in many instances right away. That
immediacy puts a premium on proximity and convenience, where local businesses have the advantage.
Strategies and solutions for small businesses include geo-targeting, "conquesting," "smart" rewards
programs and others.
Because restaurants and other local businesses see customers on a regular basis, they are also in the
unique position to gain consumers' trust. In a recent immr survey of smart phone owners, one in three
respondents were willing to share their social media profile with a favored local restaurant, compared to
one in four willing to share with their bank or credit card company. By providing targeted, meaningful
offers and exceptional service, trusted local businesses can deliver on engagement more effectively than
large businesses.
To provide additional guidance a follow up report examines consumers’ interest in mobile applications
matching each of the specific shopping experiences examined above.
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Appendix – Ratings across all Aspects of Shopping
Paying for purchases in stores, other places of…

52%

18%

Placing food-beverage order in restaurants, coffee…

53%

17%

Remembering products and brands you…
Checking out and paying in restaurants and stores

50%

19%

51%

18%

Locating products in stores in which you shop

54%

Finding the best price on a product or service

14%

50%

Comparing/selecting best model-brand of product…

17%

48%

Staying up-to-date on new products

15%

47%

13%

Managing rewards earned on purchases

43%

16%

Shopping for gifts

43%

15%

Evaluating and choosing providers for services

43%

11%

Getting offers and deals on products and services

42%

12%

Finding, learning about upcoming local events and…

41%

12%

Keeping track of receipts for purchases

38%

Finding and using coupons for products and services

15%

35%

17%

Paying for items that require cash

38%

12%

Determining which local stores have product in stock

38%

10%

Contacting companies for service, support

36%

Keeping track of warranty, maintenance, recalls,…
Ads shown to you on your mobile devices

29%
19%

0%

8%
12%

6%

10% 20% 30% 40% 50% 60% 70% 80%
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Methodology
The data presented in this report are drawn from an online survey of smart owners in the U.S. Conducted
by immr in Feb. 2013, the sample included some 550 individuals age 21-64, balanced on gender, age and
geography. Respondents were recruited using an online panel and screened for smart phone ownership
and other characteristics. The questionnaire was developed based on qualitative research and a pretest
with several hundred respondents fall 2012.
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