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Retail on your mobile
Redefining the customer journey will allow retailers to maximise the value of the mobile opportunity

The proliferation of smartphones and continued growth of e-Commerce means that the age of mobile 
commerce has now arrived. As consumers migrate their online browsing from desktops to mobile de-
vices, retailers are altering how they design their customer experiences. At the same time, the technol-
ogy industry is talking big about the innovations that mobile commerce will bring. As ever, customers 
will be at the heart of these changes and we address how technology and consumer needs will create 
a transformed digital customer journey.

In 2014 we saw traffic to retail sites from smartphone 
and tablet devices overtake desktops. Mobile and tablet 
traffic has grown at an unprecedented rate from just 3% 
back in 2010 to 53% in 2014, with traffic from smart-
phones growing faster than other devices. For sales 
though, desktop remains the dominant purchase device, 
with 73% of online sales.

Whilst sales via smartphones may still be relatively low, 
forecasts suggest it will grow 18% p.a. to 2017. But more 
importantly and more imminently is the increased en-
gagement via mobiles, eCommerce traffic from smart-
phones has grown 45% in the last year. Prompting a 
change in how retailers approach the mobile challenge.

We have spoken to leading multichannel directors and 
executives to understand the challenges that these shift-
ing consumer behaviours are presenting. We explore 
how retailers can maximize value from the mobile op-
portunity and present our views on upcoming innova-
tions and technologies.

How customers use their mobiles
Mobile is becoming the primary device through which 
consumers interact at any point in the day, replacing the 
idea that consumers only use mobiles when on the move 
and prefer to use other devices. 61% of smartphone 
owners use devices to research purchases, however, 
80% of these customer journeys will finish with purchase 
on a desktop, tablet or in-store.

The customer journey is also changing, with an increas-
ing number of touch points that do not necessarily in-
volve purchase intent. Each of these touch points should 
be viewed as an opportunity to continue the customer 
relationship rather than push conversion at every en-
gagement.

Increased smartphone interaction has encouraged re-
tailers to invest in apps and in-store WiFi. However, our 
research suggests that 71% of consumers have 4 or less 
retail apps on their phones and that few retailers have 
successfully created an app that delivers value to the 
customer and the business. Those with apps have found 

it difficult to drive sales and justify the upkeep of apps 
when the current functionality of mobile sites is broadly 
comparable. Yet retailers without an app are still seeking 
to develop one, and continue to struggle to find the USP 
that will provide enough customer value to encourage 
sufficient downloads and usage.

We believe the key will be delivering functions that al-
low the retailer to engage with the consumer frequently 
and consistently, moving away from a transaction-led 
approach and disrupting the marketing funnel concept. 
Retail will experience a paradigm shift, where the focus 
will be to maximise lifetime customer value through 
consistent and well-delivered interactions rather than 
conversion. Creating this new customer journey will 
be possible through new digital technologies like RFID 
tags, NFC readers and Beacon technology. Whilst some 
retailers have made steps in the right direction, we be-
lieve there is still a long way to go before the potential 
of mobile is delivered throughout the customer journey.
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“Although sales from smartphones will remain 
a small percentage, we believe that by 2017 
over half of traffic will come from phones”



PatelMiller is a business consultancy that works closely with its 
clients to develop their strategies and deliver their full benefit. 
Our team have gained their skills from working for leading con-
sulting firms as well as the world’s best retailers. We combine 
the tools, methods and analytics of a strategy consultancy with 
the pragmatism of a retailer, to make sure potential benefits 
become real benefits, quickly.
Our service offering includes:
• Strategy
• Lean operating models
• Analytics
• Programme management
• Digital
• Due diligence

Our clients include feelunique.com John Lewis, Monsoon Ac-
cessorize, M&S, Morrisons, Tesco and White Stuff
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The mobile customer journey...

2.0

To fully unlock the mobile opportunity retailers need to start investing in the technology infrastructure that will allow this 
new customer journey to take place. Fortunately the price of many of these technologies is falling rapidly, making the 
upfront investment easier to justify and the possible applications more wide ranging.

NFC (Near Field Communication)
technology allows smartphones to 
communicate with NFC tags within a 
10cm range. Common uses are con-
tactless mobile payments and quick 
access to digital content by tapping 
smart posters or merchandise units.

Beacons will allow retailers to gath-
er indepth customer behaviour data 
from stores, and at the same time 
communicate with customers using 
push notifications when they are 
near the store, or in a specific place 
within the store.

Second generation apps with more 
sophisticated capabilities will be 
developed alongside new in-store 
technology and continued develop-
ment of smartphone software. For 
example, tap an item to check size 
availability near you.


