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In just 2 years, e-
commerce sales 
will be primarily 
mobile
Source: USA e-commerce revenue actuals and projections, 
Statista, 2017
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What is the right channel for reaching the 
mobile consumer? 

Email Apps Messaging
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Email has been the king of CRM for a while...

Email Apps Messaging
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Email marketing 
performance  
has dropped 47%  
over the past 5 years
Sources: Mailchimp, Mar 2018; Epsilon (Q3 2010 - Q3 2016)
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of subscribers provide an 
email they rarely interact with 

50%+
Oversaturation isn’t 
the only reason for 
declining email 
performance
Source: Lifecycle Metrics Benchmark, Return Path, 2018
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What about mobile apps?

Email Apps Messaging



Installs are expensive - Consumers don’t want you app! 

COST PER INSTALL

$4.11

Source: Mobile Shopping: User Acquisition Trends and Benchmarks, Liftoff, 2018

of smartphone users  
don’t download new apps 

each month

51
%



Mobile app behaviors:

95%
of people uninstall an 
app within 30 days, a 

mere 5% retention rate¹ 

37%
of people opt in for push 

notifications from 
shoppings apps (iOS)¹

4.9%
average click-through 

rate of mobile app push 
notifications²

Source¹: Push Notification Opt-In Open Rate Benchmarks, Appboy, 2016 
Source²: Push Notification Benchmark, Accengage, 2018
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And…. Mobile Messaging?

Email Apps Messaging
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Messaging is the 
most popular 
smartphone usage
Source: Pew Research Center - American Trends Panel 
experience sampling survey, November 10-16, 2014;  
apps for news & content
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Q: Would you sign up to receive  
text messages from businesses?

79% of consumers 
want to hear from 
brands via text 
messaging
Source: Attentive Study - June 2017, n=2,011, US adults ages 18-60
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Millennials prefer texts 
over phone & email
Source: MarketingStrategies.com, May 15, 2017

PREFERRED METHOD FOR BRAND COMMUNICATIONS

Messaging Phone Email

66%

61%

44%
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A New Champion?...

Email Apps Messaging



Discover a new retail & e-commerce  
performance marketing channel 

300+ LEADING BRANDS



Examples From Brands Evolving with the Mobile Consumer

Mobile Messaging Masters 



Principal Analyst and 
Futurist, Altimeter, a 
Prophet company



Digital Darwinism
The evolution of society 
and technology and its 
impact on behavior, 
expectations and customs.



“Legacy products and services were 
designed for different times. It’s hard to 
see it, because it’s still relevant today. 
But, there’s an entirely new consumer 
choosing new products and services 
that better match their lifestyle.” 



NURTUREENGAGE



“Retail priorities emphasize matching 
promos on seasonal schedules from the 
year before. The industry as a whole tends 
to reward shorter- term growth as opposed 
to long-term investments and progress.”

“There might still be brand loyalty, but not at 
the point of distribution loyalty.”



In the past, local retailers marketed and also 
competed on the basis of “proximity” 

The limited number of brands they made 
available, the physical convenience to 
shoppers, their hours of operation, and the 
design of their stores. These were the 
critical differentiators that earned a retailer 
consumer loyalty. 

But for connected consumers who can 
access a seemingly infinite number  
of brand choices at any time of the day 
without leaving their homes, competing on 
“proximity” may no longer be enough. 
Instead, today consumers extend their 
loyalty to brands that offer experiences, 
personalization, and services. 



“In my mind, there’s been a lot of 
mishandling from boards. They’re not 
demanding the skills that are needed for 
future business dynamics,” Julie Bornstein 
shared. “There will be some pain before 
gain, and some retraction,” she added. 

Tumi’s Cole agreed: “If you’re a retailer 
who’s been in this since 1980, you’re used 
to 300-unit minimum or many distribution 
points, etc. You are not wired into what’s 
possible in a test and iteration way.”



To survive, malls will have to 
partner with retailers to 
experiment with new models 
and services to offer 
compelling experiences and 
regain a valued place in the 
community — beyond being a 
product distribution center.



The Great Endemic of Digital Out of Touchness

EXECUTIVES 
Business Outcomes 

Cost control 
Margins/Profit 

Shareholders/Stakeholders 
Scale 

Growth  
Innovation

EMPLOYEES/ 
CUSTOMERS 
Digital-Mobile 1st  
Personalization 
Lifestyle  
Convenience 
Immediacy 
Ambition 
Happiness 
Appreciated 
Me, Me, Me
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Why Retailers Struggle to Respond to Changing 
Consumer Behavior and Digital Disruptions

They don’t understand their customers.

They don’t invest in innovation, 
while competitors lead with it.

They lack digital expertise.

They are buried in debt.

They are beholden to performance 
metrics tied to aging models.



73%
Millennials who are more excited about new financial 
services offers from Google, Amazon, Apple than 
from their own nationwide bank.



I tried to be 
innovative,  
but I got stuck 
in meetings.



Inspired by Matt Ballantine



All businesses are faced with the 
question of whether to invest in 
improving their current models to deliver 
short-term results or to reallocate 
resources toward longer-term innovation 
initiatives that may or may not pay off. 

The answer is both.



WTF?
What’s the future?



5 INNOVATIVE RETAIL TRENDS



1Constantly map the customer 
journey to create smooth cross-
channel customer experiences



2Engage in deep consumer research for 
a unified view of the customer

Predict customer trends and behaviors



3 Prioritize innovations that target 
the connected consumer



4Invest in cross-functional innovation 
pilots 

Prioritize innovations that target the 
connected consumer. 
  
Cross-functionally unite the 
customer’s experience. 



5 Cultivate the necessary digital 
skills across the organization 

Create a culture of innovation 

Incentive ideas and risk-taking



MINDSET IS  
EVERYTHING

Innovation is all the work 
you do to conform to 
expectations and aspirations 
of people as they evolve 
instead of making them 
conform to your legacy 
perspectives, assumptions, 
processes and metrics of 
success.





CUSTOMER EXPERIENCE

CUSTOMER’S EXPERIENCE



CXThe “customer’s experience” is 
the sum of all engagements a 
customer has with you during 
their journey.



“Customers are always navigating 
between digital and real worlds,” Cyril 
Lamblard, Nespresso’s Global Head of 
eCommerce, observed. “They don’t 
differentiate between ‘online’ versus 
‘offline’ behavior in the way that 
executives often discuss it.” 

“Brands must deliver exceptional 
experiences in each moment and all 
the moments together.”

“online” vs. “offline” 



We spend up to 4 hours on our phones each day.
1500XMobile  

Changes 
Everything











You are designing retail strategies for people 
who vomit rainbows. Think about that.



The line between reality 
and virtual reality is 
blurring. Customers want 
to feel like digital in  
physical experiences… 
it’s just how they live life.



The On-Demand, Services, Personalization, Sharing Economy 
Where Impatience is a Virtue

1. Choice 
2. Immediacy 
3. Convenience 
4. Accuracy 
5. Experiential 
6. Integrated 
7. Personalized 
8. Mobile-first 



Once you’ve felt a truly 
personalized experience, it 
becomes the new standard for  
engagement. You, and  
other customers like you, don’t 
go back. Every business now 
needs to recognize the Ubers  
of the world as disruptive 
competitors in  
experience design 
-@briansolis







Re-Imagining the future of retail

As times, tastes and trends change, executives have to be 
willing to innovate their brand’s value proposition.  

You must learn and try new things knowing that sometimes 
there will be failure, but overall these failures will teach you, 
give you new experience and expertise and leave your 
company and team stronger than before. 
 
Inspired by Robert Brands



Progressive retailers prioritize and invest 
in innovations that serve connected 
customers.

The result = business models and 
innovations that serve all customers and 
deliver superior total experiences.

They start with customer-centered 
research and business objectives.  

As Sephora’s Bridget Dolan said,  
“The mission is to listen to our customers 
about what their needs are.” 



“We needed to know more about our 
consumers’ path to purchase and how 
they migrate and shift in the new retail 
landscape. So, we shifted a third of our 
marketing budget to pure consumer 
research,” David J. Katz, CMO & EVP at 
Randa Accessories.  

“Research used to be less than five 
percent of our budget.”

“We’ve always had sophisticated planning 
and forecasting teams, but now we’re 
building a consumer data analysis team 
and consumer insights team,” 



“The modern consumer transcends in- 
store, transcends mobile, transcends 
digital — transcends marketing,” Bridget 
Dolan, Vice President of Sephora’s 
Innovation Lab

“Sephora is such a multifaceted 
experience that there’s not one path or 
map you could create,” Dolan explained. 
“We think of it as optimizing experience 
by experience. We look at each piece 
and how it interrelates.” 





“Burberry is better because they are fast, flexible, dynamic and 
open to change…they are not afraid."







Designed to blur the lines between digital and physical worlds and to 
provide customers with a personalized experience.
The price tags in the store have been printed from digital ink, meaning 
prices can be adjusted centrally and instantly.

“We've got to make that seamless experience. It doesn't matter where 
you touch us – online, retail, or when you call us.”





To explore and stay abreast of emerging technologies, 
such as augmented and virtual reality, Internet of Things (IoT), 
wearables, AI, 3D printing, and more 

Sephora opened its dedicated innovation center in 
San Francisco in 2015, with the mission “to better 
understand the digital customer and the new 
relationship between physical and digital shopping.” 



To develop a “culture of innovation” 
throughout the company 

At Nestlé, Brodeur hosts executives from 
around the world, leading tours and immersion 
sessions at the SF Innovation Outpost. The 
idea behind these visits is to create urgency to 
innovate, spark ideas, and introduce new ways 
of working.  

“We set out to do more than have executives 
visit and say, ‘Oh that was great,’ then go back 
and have nothing change. We’ve made a 
commitment that the teams that come out here 
need to commit to taking action.” 



To study the evolving customer 

A recent IKEA SPACE10 study explored 
the evolving needs of consumers 
considering living in shared spaces.  

An alternative to traditional housing that is 
growing in popularity in densely populated 
areas, co-living spaces usually offer 
residents private bedrooms with shared 
common areas.



“Digital is pervasive in people’s 
lives now. So the advice I would 
give is, think of yourself like a 
consumer technology company.” 
- Adam Brotman



The Domino’s Effect:   
Why Innovation Begins by Taking a Wrecking Ball to Silos



“Philosophically, everything we create 
and build revolves around that consumer 
and the consumer experience. You need 
to get into the skillset of what it’s going to 
take to do that,” McKenzie, formerly of 
Westfield/One Market, explained. 

“We’ve grown fond of the product 
management discipline. We’ve also built 
an amazing design and development 
team that boasts deep research, UX/UI, 
product design, and software 
engineering backgrounds.  



It’s not just a 
lifestyle, it’s life.







Retailers who want to prioritize connected consumers 
must know and design experiences that matter to them: 

• Who is our existing and target digital/mobile customer?  
• What technologies/apps do our target shoppers use IRL, how/why?  
• What do digital/mobile consumers prefer, expect, and value? What 

are their unmet needs?  
• Which modern commerce brands do our ideal connected customers 

love and why? What features, benefits, and experiences do they 
deliver that we don’t?  

• What is the ideal customer journey for digital- and mobile-first 
customers? What are the trigger events that get customers thinking 
about our product or service?  

• What could be improved and/or what’s missing from our (omni/
cross-channel) journey today?  

• What new services, products, and processes can we pilot to deliver 
new value that engage and expand our markets? 



It isn’t just disruption you should 
worry about, it’s mediocrity that 
will drive your customers away.



Brian Solis  
brian@briansolis.com 
BrianSolis.com 
Twitter.com/BrianSolis 
Linkedin.com/in/briansolis/ 
Facebook.com/thebriansolis 
Instagram.com/briansolis
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