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Foreword

Today’s customer journey is unrecognisable 
from the straightforward path to purchase that 
consumers took just a decade ago.

Brands’ future success will be determined 
by their ability to provide meaningful customer 
experiences that seamlessly combine the 
physical and digital - not only meeting, but 
exceeding consumer expectations. For many, 
this evolution will likely result in sensory-inspired 
digital showrooms that encourage customers 
to touch, discover and experiment in ‘consumer 
playgrounds’. These inspirational environments 
will intelligently ‘nudge’ customers along the 
customer journey using sophisticated data 
science techniques that engage at a personal 
level based on accurate profiling. 

For some shoppers, a purely online 
experience will deliver the ultimate in 
convenience, price transparency, range 
and service. For others, stores may serve as 
communal meeting places where tech-savvy 
Gen Zs can get advice and test the latest 
gadgets while emotionally bonding with a brand.

The roll-out of 5G and the next generation of 
more powerful smartphones will revolutionise 
the type of content used to inspire, engage 
and influence consumers. The technology 
will enable consumers to access geospatial 

information about products and services, and 
evaluate options based on their preferences. 
They will be able to instantly take virtual tours of 
shopping destinations, check stock availability 
and seek advice from favourite influencers, 
all while interacting seamlessly with retailers 
and brands on their terms. The foundations 
are already being built, but truly personalised 
experiences at this scale are still in their infancy. 

Multichannel marketing models will disappear, 
leaving a single, cross-platform experience that 
blurs the lines between in-store, online and 
on-the-go.

Our research confirms what many retailers 
have already observed, but have failed to react 
to quickly enough. Instead, their attentions 
are focused on prioritising experiences and 
social media. Nevertheless, the next wave of 
technological advancement will use Artificial 
Intelligence to work out the best mix of media to 
engage a marketing segmentation of one: the 
individual. 

Much of the technology underpinning this 
new model is already in the pipeline and the 
pace of innovation going forward will surely be 
rapid and remarkable.

For those retailers who fail to keep pace, the 
future will be far less certain.

Multichannel marketing models will disappear, leaving 
a single, cross-platform experience that blurs the lines 
between in-store, online and on-the-go.

Philipp Gutzwiller 
Managing Director of Retail Coverage, 
Lloyds Bank Commercial Banking

Richard Lim 
Chief Executive Officer, 
Retail Economics 
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Today’s consumers are rapidly changing. Digital technology has fundamentally altered the 
relationship between retailers, brands and consumers. In this new retail model, the traditional 
customer journey has been replaced by a more complex framework, where shoppers expect a 
seamless transition between digital and physical channels. 

Executive Summary

*The research makes references to generational categories which are broadly aligned to the age segments conducted in our survey, 
although there are instances where they do not match exactly.

• Gen Z values physical retail experiences more than any other age group
• Shopping malls in town centres are most influential, followed by the local high street
• The mix of influences on retail brand awareness appears most complex among Gen Zs, 

who expect to seamlessly move between physical and digital

Gen Z      Aged 16 - 24

• Millennials attach the greatest value to social media in retail brand awareness
• They also value the role of ‘flagship’ destinations more than any other age group
• Online marketplaces are their preferred digital channel

Millennials      Aged 25 - 39

• The Baby Boomer generation is the most reliant on digital channels in the awareness 
of retail brands 

• They are heavily reliant on marketplaces (e.g. Amazon, eBay) to search for products 
and compare prices

• They value the role of independent websites (e.g. price comparison websites) and traditional 
media more than other age groups during their product research

Baby Boomers      Aged 55 - 75

• Gen X consumers say that digital is a bigger influence on their retail brand awareness than stores
• Marketplaces, like Amazon and eBay, are their most popular channel at the beginning of the 

customer journey
• Traditional media, such as billboards and TV, are their least influential channel

Gen X      Aged 40 - 54

Gen Z

Millennials

Gen X

Baby Boomers

5.7 5.6
8.6 8.9

Relative importance of
traditional media

11.1 11.2

6.7 5.9

Relative importance of 
flagship destinations

13.6
11.7 12.2

10

Relative importance
of shopping malls

10.8
14.3 15.4

21.1

Relative importance of
online marketplaces
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This report investigates the first stage of a four-
step customer journey (see Figure 1), providing 
key insights from both consumers and retailers. 
We surveyed more than 2,000 UK households 
and more than 170 corporate retailers/brands in 
July 2019, allowing comparisons from both sides 
of the customer journey. 

Retailer perspective

Consumer perspective

• 75% of retailers believe there has been a shift in the way shoppers use stores to 
research and buy online

• 65% of retailers believe that in the future, the main purpose of the store will be to 
offer experiences

• Three quarters of retailers are prioritising the integration of technology in-store to improve 
their omnichannel proposition, but more than 60% plan to close stores along the way

• 64% of retailers say changing consumer shopping habits are putting business models 
under pressure

• 47% of retailers plan to use either paid or organic social media campaigns to 
improve engagement

• 79% say data protection is a key priority

• Despite 80% of sales still taking place in-store, 42% of people are aware of and inspired by 
digital channels

• Two thirds of consumers spend more time browsing for products online than in-store, rising 
to almost 75% of Millennials

• When browsing and researching purchases, Gen Z and Millennial shoppers attach greater 
value to physical retail spaces than other age groups

• Traditional media, like billboards and TV, are the least influential for raising awareness of 
new products and brands

• Social media is over nine times more likely to influence Gen Z or Millennials than the over-65s

• Over a quarter of Gen Z and Millennials claim to discover new products through social 
channels – significantly higher than other age groups

Three quarters of retailers are 
prioritising the integration of 
technology in-store to improve 
their omnichannel proposition, 
but more than 60% plan to close 
stores along the way.

of retailers believe that in the future, the main 
purpose of the store will be experience rather 

than product based

65% 
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The retail consumer journey is going through 
radical change as the stages of the journey 
are continually redefined. The disruption 
this causes will further transform the retail 
landscape. For retailers and brands to 
emerge from this unscathed, an overall 
understanding of the new customer journey 
is essential. This research aims to help 
inform that understanding.

Today’s successful retailers and brands have 
applied new technologies and deployed more 
flexible strategies to adapt to evolving consumer 
behaviour. Increasingly detailed consumer 
data has provided greater insight, enabled 
retailers to intelligently ‘nudge’ customers 
along their journey.

We are now reaching a generational tipping 
point. Towards the end of the next decade, Gen 
Zs and Millennials will make up the majority of 
the adult population, embracing the peak of 
their spending years. These ‘digital natives’ will 
shape the dynamic retail landscape of tomorrow. 

Importantly, consumers are also shaped 
by the macroeconomic landscape. Vibrant 
economic growth in the decade before the 
global financial crisis saw real incomes rise 
by around 3% each year from 1997 to 2007, 
supporting aggressive store opening strategies. 
Meanwhile, more sophisticated global supply 
chains ensured prices consistently fell across 
core categories including clothing, electrical and 
homewares. Consequently, this retail growth 
strategy resulted in an oversupply of stores. 

Recent years have seen a reversal of many 
of these trends. Following the financial crisis, 
households experienced a marked slow-down 
in spending power. This prompted shoppers to 
become savvier, seeking cheaper alternatives 

and proactively switching retailers and 
brands. These motivations, combined with 
technological improvements, brought greater 
transparency in pricing, service and quality, 
while online retailers continued to establish a 
firmer foothold in the market. 

Despite more time now being spent browsing 
for products online, physical retail experiences 
have a stronger appeal among younger 
consumers wanting to research and seek 
inspiration. While Gen X and Baby Boomers 
rely more heavily on online marketplaces and 
retailer websites, they also use a ‘simpler’ range 
of channels when considering purchases.

This report forms the first of a two-part 
series, which together explore the motivations, 
preferences and attitudes of consumers across 
the entire customer journey – from both 
consumer and retailer/brand perspectives. 
Here, we focus on the first stage of the customer 
journey: ‘Awareness and Research’. 

The first half of this report looks at the 
customer journey from a consumer perspective 
structured under five different themes, followed 
by analysis from the retailer/brand perspective. 

Introduction

 of the adult population will be 
Gen Zs or Millennials by 2030

Despite more time now 
being spent browsing for 
products online, physical retail 
experiences have a stronger 
appeal among younger 
consumers wanting to research 
and seek inspiration. 

>50% 
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The linear customer journey of decadespast
has been replaced by a significantly
more complex framework. It is multi
dimensional, digitally focused, varies across
customer segments and is sometimes
contradictory. Stage one of the journey
breaks down as:
• ‘Awareness and Research’ from the 

consumer perspective (see Figure 1)
• ‘Influence and Educate’ from the 

retailer’s side (see Figure 1) 
 

 
In order to command consumer attention, 

brands and retailers must focus on how they can 
foster meaningful customer relationships in the 
crucial ‘moments’ of discovery, desire and action. 

The media influence on stage 1 of this journey 
is vastly more complex than only a few years 
ago. Brands must carefully consider how they 
connect with customers across a range of 
platforms, including physical and digital, in a 
tailored, targeted and meaningful way. 

Naturally, shopping behaviour varies across 
products, services, price points and many other 
factors. For example, consumers typically engage 
with fewer channels when shopping for basic 
goods, like food or train tickets, as they tend to 
already know what they want. Conversely, big 
ticket purchases, like furniture, frequently require 
lengthy periods of consideration, often including 
more interactions between consumer and 
retailer. For the purpose of this research, we have 
focused on non-food retail.

The Customer Journey

Figure 1. The customer journey
Source: Retail Economics

Consumer

Retailer

Awareness & research

Stage 1

Influence and educate

Purchase

Stage 2

Sale

Fulfilment

Stage 3

Fulfilment

Service & support

Stage 4

Retention & Loyalty

Brands must carefully consider 
how they connect with 
customers across a range of 
platforms, including physical 
and digital, in a tailored, 
targeted and meaningful way. 
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The collision of big data, Artificial 
Intelligence (AI) and social media,  
together with the blurring of physical 
and digital spaces, lies at the centre of 
consumer awareness and research. New 
and exciting ways to discover retailers and 
brands have been powered by the growth 
of digital technologies.

Consumers are now comfortable switching 
between channels, often unknowingly, while 
interacting with brands seamlessly on their path 
to purchase. 

With new technologies at their disposal, 
consumers have new expectations. They 
want their favourite brands to provide easy 
ways to search and pay for products, but these 
expectations aren’t always met. The pace at 
which new technologies are being adopted is 
leaving some retailers behind and they can’t 
address the wealth of consumer concerns at 
stage one of the customer journey (see Figure 2).

The awareness and research process has 
changed considerably in recent years. Though 
digital technologies have caused significant 
disruption, sometimes in unexpected ways, the 
physical channel remains dominant – at least 

for now.
Despite the concern over online’s impact on 

UK high streets, our research found that physical 
channels remain the most impactful, accounting 
for 48% of the influence in the awareness and 
research of retailers and brands. Digital came 
second  at 42%, despite shoppers dedicating 
more time to browsing products online. 

Further scrutiny of the data reveals large 
variation in the behaviours and attitudes of 
different consumer segments.

The relative importance of online 
marketplaces, like Amazon and eBay, was 
highest among middle-aged consumers, who 
also showed a stronger preference for retailer 
websites than younger shoppers. Meanwhile, 
younger consumers attached greater 
importance to retail experiences, including 
flagship destinations like Westfield. The use and 
value perception of social media was another 
point of difference, with Gen Z and Millennial 
consumers suggesting this channel was much 
more significant than Gen X and Baby Boomers. 

This research unearths many more previously 
unseen insights at this initial stage of the 
customer journey with five core themes. 

1. The generational divide: Digital natives 
vs. digital immigrants 

2. Interconnected inspiration: Younger 
consumers engaging in more digital 
interactions

3. Experience matters: Gen Z and 
Millennials place greater value on 
experiences 

4. The attention-impact gap: More time 
spent online but greater impact in-store   

5. Constant connectivity: For Gen Z and 
Millennials, but growing faster among 
older generations

The Consumer Perspective: 
Awareness and Research

Figure 2. The customer journey. Stage 1: The consumer perspective

Consumer

Purchase

Stage 2

Fulfilment

Stage 3

Service & support

Stage 4

Awareness & research

Stage 1

Emails/Newsletters
Served ads
Targeted media
Personalised landing pages
Social media shopping
Value vs Intrusion
Convenience

Online vs Store
Virtual assistants
Virtual fitting rooms
In-store robots
Virtual reality (VR)
Augmented reality (AR)
Personalised shopping 
sessions

Source: Retail Economics



9

Lloyds Bank - Retail Economics

The generational divide

• Vast differences arise between digital 
natives and digital immigrants 

• Flagship locations are twice as 
influential for Gen Zs and Millennials 
than for over 55s  

• Online marketplaces are the preferred 
channel for awareness and research

The mass adoption of digital and mobile 
technologies has profoundly changed the way 
consumers become aware of retailers and 
brands. Today’s Gen Zs are true digital natives, 
never having experienced a time before the 
internet, social networks or mobile phones. 
Sharing similar traits with their Millennial 
elders, they are comfortable collecting and 
cross-referencing multiple sources of data and 
combining virtual and offline experiences.

As such, Gen Z and Millennials’ attention is 
divided more evenly across more channels than 
previous generations. This is partly because 
they are at different life stages with different 
priorities and levels of disposable income, but 
these factors alone cannot explain such stark 
variations in engagement. 

Our research shows that physical locations 
are more influential than digital channels in 

raising awareness of products and brands 
among Gen Z. In fact, 54% of Gen Z ranked 
‘shopping malls in town centres’ as their most 
influential location, followed by ‘the local high 
street’. This might feel counter intuitive, with 
Gen Zs perceived to be the biggest smartphone 
users. However, there is an important 
distinction to make; although two thirds of 
consumers say they spend more time browsing 
products online than in-store, they say the 
in-store experience is more influential for 
gaining inspiration and conducting research. 

In part, the social activity of shopping with 
friends is likely to be a key differentiating factor 
for younger people, compared with more time-
poor older generations. Accessible locations 
that offer a mix of leisure and entertainment, as 
well as retail, resonate with this age group which 
typically has a lower disposable income and less 
freedom of travel.

This notion is further supported by younger 
respondents who ranked visiting flagship 
destinations, such as Westfield, Birmingham’s 
Bullring and Leeds Trinity, as a much higher 
priority than Gen X and beyond. Notably, 
Gen Z and Millennial consumers view 
flagship destinations as twice as important 
for awareness than over-55s. 

Figure 3. The consumer ‘awareness’ mosaic: For retailers and consumer brands

of retail brand awareness is 
generated by physical stores

48% 

48% 42% 10%

Physical

High Street, 13.6%

Online Market Place, 17.4%

Retail Park, 7.8%

Shopping Mall, 11.4%

Website, 14.4%

Traditional 
Media, 7.5%

Out of 
Home, 2.7%Flagship, 7.4% Independent Website, 5.4% Social Media, 4.9%Travel Hub, 2.5

Local Convenience, 
5.2%

Digital Other

Source: Retail Economics
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Consumer groups aged 
over 25 consistently ranked 
‘online marketplaces’ as their 
most influential channel of 
awareness and research. 

Figure 4. Gen Z and Millennials value the importance of physical locations ahead of older generations of consumers for awareness and research

Source: Retail Economics

0 30 7010 40 8020 50 9060 100

48% 42% 10%

16-24

35-44

55-64

25-34

45-54

65+

12.6 13.6 6.5 11.1 10.8 11.4 4.3 9.2 5.7 4.45.7 4.6

13.2 12.2 8.1 6.7 15.4 13.9 5.1 6.0 8.6 2.95.4 2.5

14.5 10.5 8.3 5.0 4.3 21.0 16.3 5.9 2.1 8.8 1.8

11.8 11.7 7.3 11.2 14.3 11.0 4.7 9.6 5.6 3.95.4 3.6

13.6 10.0 6.6 5.9 21.1 16.6 5.4 2.6 8.9 2.64.7 2.2

15.3 10.7 9.7 5.0 5.5 20.4 16.3 6.8 7.3

1.0

1.5

1.00.9

Local convenience

Traditional mediaHigh Street Online platform/marketplace

Travel hub

Out of home mediaShopping mall Retailer website

Retail Park Independent website

Flagship Social media

In contrast, older consumers are much 
more reliant on digital channels, principally 
online marketplaces and retailer websites. Our 
research found that consumer groups aged over 
25 consistently ranked online marketplaces as 
their most influential channel for awareness 
and research. Amazon is increasingly used as 
a product search tool and, in the three years to 
2018, surpassed Google as the primary search 
engine for products1. 

Traditional media is more influential for older 
generations, reflecting younger consumers’ 
shift towards digital platforms in their search for 
information and exposure to advertising. 

However, traditional media spend remains 
an important component for most retail brands. 
What’s more, digital out-of-home advertising, 
such as digital billboards, enables increasingly 
sophisticated campaigns. Digital adverts can be 
changed in real time to target audiences more 
accurately depending on the time of day, day 
of the week, location and much more. Some 
brands have even adapted their content based 
on real-time weather information. 

1 - eMarketer

of Gen Zs ranked ‘shopping malls in town 
centres’ as their most influential location

86% 

Source: Retail Economics
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Interconnected inspiration 

• Digital channels influence 42% of non-
food sales, worth more than £90 billion 
in 2018

• Gen Zs and Millennials are nine times 
more likely to be influenced by social 
media than over-65s

• Older consumers place greater value 
on digital channels, but use it in simpler 
ways than younger consumers 
 

Digital channels account for 42% of awareness 
and research for non-food products, despite only 
accounting for 32% of non-food sales in 2018. In 
other words, digital channels punch above their 
weight and influence more than £90 billion of 
non-food retail sales each year. 

Consumers have a wide variety of digital 
resources at their disposal to discover new 
products and brands. However, older consumers 
focus on fewer channels, while engagement 
among younger consumers is more evenly 
distributed across a wider range of channels, 
suggesting their attention is spread more thinly. 

Figure 5. Ranking of importance of channel for awareness by age

Figure 6. Awareness and research are concentrated across fewer digital channels for older consumers

Figure 4. Gen Z and Millennials value the importance of physical locations ahead of older generations of consumers for awareness and research

Source: Retail Economics

Rankings - Total 16-24 25-34 35-44 45-54 55-64 65+

Online platform/marketplace 5 1 1 1 1 1

Retailer website 3 5 2 2 2 2

High Street 2 2 3 3 3 3

Shopping mall 1 3 4 4 4 4

Retail Park 7 7 6 6 6 5

Traditional media 8 8 5 5 5 6

Flagship 4 4 7 7 8 9

Independent website 12 10 10 8 7 7

Local convenience 9 9 9 9 9 8

Social media 6 6 8 11 10 12

Out of home media 11 11 11 10 11 11

Travel hub 10 12 12 12 12 10

Online platform/marketplace

Retailer website

Independent website

Social media

11

11

4

9

16-24

15

14

5

6

35-44

21

16

6

2

55-64

14

11

5

10

25-34

21

17

5

3

45-54

20

16

7

1

65+

Source: Retail Economics
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Figure 7. Proportion of consumers who follow retailers or brands on social media by age group

of non-food sales are influenced by digital 
channels, equating to over £90 billion of 

non-food spending in 2018

42% 
Nevertheless, it’s clear that shoppers use a 

range of different digital reference points to 
discover and research products, whether at 
home, in-store or on the move. The balance of 
power has firmly shifted towards consumers as 
constant connectivity has brought about near 
‘perfect information’ when comparing prices, 
quality and service levels.

The greatest difference between consumer 
segments is found in social media, which is 
nine times more effective at driving awareness 
of retailers and brands among Gen Zs and 
Millennials than over-65s. 

Companies can use social media to curate 
their own stories, reach out directly to their core 
customer base and build brand value in entirely 
new ways.

And there has been an increase in the 
number of people using multiple services. In 
2018, a fifth of social media users only used 
Facebook, down from almost a third in 2017. 
However, Facebook remains one of the key 

platforms for retailers to influence customers. 
Users spend much more time on Facebook than 
other platforms, averaging 23 minutes a day 
per user, compared to around nine minutes on 
Snapchat and five minutes on Instagram, while 
74% of Facebook users check their accounts at 
least once a day2. 

Our research found that Gen Zs are twice as 
likely as Gen X consumers to follow retailers and 
brands on social media, and eight times more 
likely than over-65s. What’s more, almost two 
thirds of Gen Zs suggested that social media 
plays an important role in creating awareness of 
new retailers, products and consumer brands. 

Partnerships between social media platforms 
and retailers/brands present exciting new 
opportunities. The use of augmented reality 
through Snapchat, as well as celebrities and 
influencers on YouTube, Instagram and 
Facebook can generate attention from a 
targeted user base.

35-44

16-24

45-54

25-34

55-64

65+

39%

31%

16%

9% 8%

5%

2 - OFCOM

Source: Retail Economics
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Figure 8. Social media plays an important role in making me aware of new retailers, products and consumer brands

Influencer endorsements can be powerful 
assets for retailers when used correctly. While 
their endorsements are predominantly through 
online channels, appearances in-store have also 
proved to be an effective way to drive footfall 
and raise brand awareness. In 2019, more than 
8,000 fans attended a personal appearance by 
beauty vlogger James Charles at the Bullring in 
Birmingham city centre. 

Arguably, influencers’ impact has grown 
as consumers have raised concerns over the 
use and protection of their personal data. A 
recent survey found 92% of consumers trust 
influencers more than traditional forms of 
advertising3. However, the line between 
influencers and advertising has become 
increasingly blurred as paid-for posts have come 
under increasing scrutiny from regulators.

Nevertheless, the widespread adoption of 
social media has presented brands with the 
means to forge deeper and more meaningful 

relationships with their core customers. Social 
media marketing has been a cornerstone of the 
success of retailers like boohoo, Missguided, 
ASOS and Net-a-Porter, and its influence has not 
been restricted to the digital realm, far from it. 

Retail brands are importing digital interactivity 
into physical stores with use of touchscreens, 
Instagram walls and Snapchat codes, merging 
the physical and digital arenas. Using digital 
technology to create and share emotional 
content within physical locations in a timely way 
is now essential for serving effective messages.
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Arguably, influencers’ impact 
has grown as consumers have 
raised concerns over the use 
and protection of their 
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Figure 9. I feel that having a meaningful in-store experience (e.g.  environment, entertainment) with a retailer would encourage me to shop more with them

Experiences matter

• Experiences can be measured across 
four areas: entertainment, environment, 
education and escapism

• ‘Entertainment’ in retail experiences is 
most important for Gen Z consumers

• 60% of Gen Zs and Millennials think 
having a meaningful in-store experience 
would encourage them to shop more 
with a retailer

Merging physical and digital experiences  has 
become critical in the awareness and research 
stage of the customer journey. Consumers 
expect to seamlessly move from multiple 
digital platforms, like Facebook, Instagram 
and websites, to digitally-enhanced physical 
environments that inspire, excite and offer 
experiences that cannot be replicated online. 
Smartphones and in-store technology are 
enabling retailers to achieve this, creating 
journeys and experiences that were not 
possible even 10 years ago. 

This shift means stores are evolving into 
meaningful, immersive environments that 
entice shoppers into discovering new products 
and brands. Now, more than ever, profitable 
retailers like Selfridges have put the so-called 
‘four Es of the experience economy’ at the heart 
of their offer:

• Entertainment
• Environment
• Education
• Escapism 

Our research reinforces the importance of 
the in-store experience. More than half (56%) 
of consumers said that a meaningful in-store 
experience would encourage them to shop 
more with a retailer, rising to more than 60% for 
consumers aged under 45. Just 11% said that 
the overall experience would not impact on their 
shopping habits. 

Though experiences are unique to individuals, 
dividing the consumer base into segments 
does suggest certain trends. Research by Retail 
Economics showed that a consumer’s age was 
an important factor, with younger consumers 
valuing ‘entertainment’ the most, middle-aged 
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Figure 10. Younger consumers value entertainment as the most important realm for experiences

Figure 11. The relative importance of physical channels are highest for Gen Z and Millennial consumers
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consumers prioritising ‘environment’ and older 
customers favouring ‘education’. 

Our research also revealed that Gen Z and 
Millennial consumers highly value physical 
locations in product discovery and research. 
More than half (54%) of their awareness 
and research influence was attributed to 
physical locations, compared with just 43% of 
consumers aged 45 to 54-years-old.
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The attention-impact gap

• Two thirds of all consumers (75% of 
Millennials) spend more time browsing 
products online than in-store, 
yet physical locations are considered 
more impactful

• This has created an ‘attention-impact’ 
gap, with more attention focused 
online, though store experiences 
prove more effective 
 

The move towards digital channels has created 
a variety of possible customer journeys. Our 
research clearly shows that today’s consumers 
accumulate experiences across physical and 
digital channels, often simultaneously, when 
researching their next purchase.

 Consumers don’t think ‘channel-specific’, as 
the subconscious mind navigates a blend of 
physical and digital experiences depending on 
their particular needs and wants. 

Indeed, our research showed that two thirds 
of consumers spend more time browsing for 
products online than in-store, rising to 75% 
for Millennials. This can be described as an 
‘attention-impact gap’; although more time 
(attention) is spent browsing for products online, 
the relative value (impact) placed on the physical 
experience is greater. The gap appears widest for 
Gen Z and Millennial consumers.

Successful retailers understand that the 
value of physical stores in the customer journey 
needs to be reassessed. Gone are the days 
when ‘sales per square foot’ determined store 
profitability. New tests must be introduced that 
measure a store’s ‘media value’ too. After all, the 
‘halo effect’ of greater online sales resulting 
from the presence of a physical store is now 
widely accepted. 

Recent research found that online sales are 
50% higher within the catchment area of a 
physical store, and the effect was even greater 
for electricals, fashion and sportswear4. 

In this spirit, retailers increasingly consider 
customer engagements in physical stores as 
valuable ‘impressions’ that are an important 
part of their overall productivity. 

Stores enable retail brands to connect directly 
and intimately with customers, as well as 
measure engagement through participation in 
the overall experience. Increasingly, that overall 
experience is considerably enhanced with 
digital technology in-store. 

Put simply, stores are no longer just product 
distribution hubs – by providing experiences 
they are valuable tools for attracting new 
customers, driving loyalty and growing sales.

Figure 12. I spend more time browsing for retail products online than I do in-store

Figure 13. My smartphone allows me to discover new retail products and brands which influences my shopping behaviour
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Constant connectivity

• Over 70% of Gen Zs and Millennials 
agree that smartphones allow the 
discovery of new retail products and 
brands, falling to just 12% for over-65s 

• 72% of consumers said their 
smartphone was their most important 
device for getting online

• Mobile accounts for more than 60% of 
UK retail website traffic

 A connected shopper can consume content 
at any time, from anywhere in the world. They 
can also arm themselves with product reviews 
from their favourite celebrities or influencers. 
Indeed, smartphone penetration in the UK has 
risen from 27% in 2011 to over 78% in 20185. 
However, this masks significant variation among 
age groups, with ownership exceeding 95% for 
consumers aged 16-34. 

Almost three quarters (72%) of adults said 
their smartphone was their most important 
device for going online. On average, they check 
their smartphone every 12 minutes and clock 
up 24 hours per week online. Mobile traffic now 
accounts for more than 60% of all retail website 

visits in the UK. In some sectors, such as health 
and beauty, this proportion rises to around 
70%. Technology has undeniably transformed 
our behaviour and the implications for retail 
marketing strategies have been significant.

Our research shows that more than 70% of 
Gen Z and Millennial consumers believe their 
smartphone allows them to discover new retail 
products and brands, though this falls to just 
12% of over-65s.

Constant connectivity has revolutionised how 
consumers discover and research products – at 
home, in-store and on the move – giving them 
the tools to compare prices, check for social 
approval on Instagram, Facebook, Snapchat 
and much more. 

And one study clearly demonstrates how 
this has drastically changed the times at which 
people shop over the last few years; a much 
larger change can be observed between 2000 
and 2016 (16-year period) than over the much 
longer period of 1974 to 2000 (26-year period). 

of Gen Zs and Millennials agree that 
smartphones allow the discovery of new 

retail products and brands

5 - OFCOM

71% 

Figure 14. Proportion of consumers shopping by hours of the day 201620001974
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Figure 15. The customer journey. Stage 1: The retailer perspective 

Purchase

Stage 2

Fulfilment

Stage 3

Retention & loyalty

Stage 4

Influence & educate

Stage 1

Multichannel marketing
Social & digital media
Data science/insight mining
Realtime data
Personalisation
Targeting influential people
Cross-platform optimisation

Location analytics
AI enabled marketing
Opportunities/Risks
Supplier led recommendations
Shopping centre analytics
Omnichannel
Store vs online experiences 

Retailer

This brave new world appears challenging 
for many. It is characterised by shoppers 
bouncing from one channel to the next, 
both digital and physical, sometimes 
simultaneously. Our consumer research 
quantifies these behaviours and confirms 
what many retailers have already observed 
themselves. However,  it’s striking that many 
have failed to respond adequately.

Outstanding retailers routinely identify the 
actions and needs of their customers. Those 
who fail to do this have no way of proactively 
‘influencing and educating’ customers in the 
moments that matter most: moments of 
discovery; moments of desire; and moments 
of action. 

Figure 2 shows that retailers and brands now 
have an arsenal of sophisticated marketing 
tools at their disposal at this stage of the 

customer journey. A successful strategy could 
incorporate data science, AI, innovation, 
structural reform and ethical values, which are a 
growing priority for consumers.

  Following an extensive survey of retailers 
and brands, along with other published research, 
we have identified four key themes that best 
articulate our key insights:

• Omnipresent, not just omnichannel
• Personalisation
• Measuring experiences
• Pivoting business models

The Retailer Perspective: 
Influence and Educate

End our use of organic or social media 
(delete accounts)

of retailers intend to use either paid 
or organic social media campaigns to 

enhance engagement with customers 
over the next 12 months

47% 

Source: Retail Economics
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Omnipresent, not just omnichannel

Retailers need to be seen as omnipresent, 
not just omnichannel. Though delivering 
a consistent and seamless customer 
experience across multiple digital and 
physical channels is complex and costly, 
customers’ expectations are changing 
quickly and those businesses that don’t 
keep pace increase the risk of negative 
experiences. 

Three quarters of retailers report that shoppers 
are using stores to research, but then buy online, 
underlining the need to be omnipresent.  

Of course, combining different business 
functions to create a single brand experience 
is no simple feat, but successful retailers have 

been intensely focused on delivering just that. 
By creating a consistent experience  across their 
various channels, they are unmistakeably one 
brand, with one mission and one experience. 

To this end, many retailers have invested 
heavily in social media. Our research reveals that 
almost half (47%) of retailers intend to use paid 
or organic social media campaigns to enhance 
customer engagement over the next 12 months.

26%

21%

15%

Figure 16. What is the main way you expect your engagement with customers to change in the next 12 months?

Greater use of organic social media

Less use of organic social media
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Don’t know
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(delete accounts)

Greater use of paid social media

Less use of paid social media

Greater use of advertising

8%

6%

6%

4%

4%

4%

3%

2%

of retailers identified a shift in the way 
shoppers use stores to research a 

purhase, but then buy online

75% 

Source: BIB/Retail Economics
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Figure 17. How are you planning to create more footfall in your stores in the coming year?
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Personalisation

At the centre of the revolution in consumer 
awareness is the use of AI and big data to 
get to know customers far more intimately 
than ever before. The availability and quality 
of consumer data now enables retailers to 
target effective marketing content to the 
individual. AI will have the ability to tailor 
content to a market of one. 

AI-driven, hyper-personalised marketing 
strategies will connect with consumers in entirely 
new ways as retailers harvest huge quantities 
of consumer data to influence and educate. 
Uncovering previously buried insights through 
data mining can transform everyday interactions 
into meaningful customer experiences where 
shoppers feel uniquely understood. 

However, trust remains a key issue for the 
industry. Retail Economics research shows that 
two-thirds of consumers do not trust retailers 
to use their personal data responsibly and keep 
it safe6. Almost four in five retailers (79%) said 
trust was as a key priority for their business. 

And this urgency has intensified with the 
exponential growth of technology-led start-ups 
in niche sectors like razor subscription business 
Harry’s, mattress firm Emma, and e-tailer Cult 
Beauty. These tailored business models offer 
improved consumer experiences and raise 
customers’ expectations, putting pressure on 
retailers to change their strategies. 

The marriage of consumer big data and 
sophisticated technology is key to delivering 
personalised experiences at all stages of the 
customer journey. The use of data from loyalty 
card programmes, such as Tesco’s Clubcard 
and Nectar, along with paid-for memberships 
like Amazon Prime, have enabled retailers to 

improve their consumer proposition, offering 
relevant and timely services that are tailored 
to specific customers. What’s more, as retail 
brands branch out into alternative services, the 
more data they can collect about customers, 
supporting ever more accurate personalisation 
and encouraging greater loyalty. 

6 - Retail Economics/Pennington Manches Cooper

Source: BIB/Retail Economics
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of retailers thought that in the future, 
the main purpose of the store may be to 

offer consumers meaningful experiences 
rather than sell products. 

65% 
Measuring experiences

Retailers’ physical and digital offers 
will continue to converge as innovation  
enables personalised in-store products and 
services based on customers’ preferences. 

It is the retailer’s mission to create 
memorable experiences that add value to 
the customer journey, building brand loyalty, 
increasing purchase frequency and enhancing 
the overall lifetime value of consumers. An 
authentic and desirable customer journey 
provides positive experiences across multiple 
touchpoints; in-store, online and on the move. 
Memories of these experiences then form the 
basis for new preferences and expectations.

That memory of a consumers’ transaction is 
anchored by four key factors: 

1. Narrative reasoning
2.  Emotions
3.  Recollection

 4.  Vividness
In summary, there are three key points
of consideration:

• A shopper’s frequency and their lifetime 
value increases as they collect and 
retain useful information from previous 
experiences

• All previous retail experiences are viewed 
as credible and treated as a first-hand 
information source

• These past experiences greatly influence 
future behaviour, therefore, 
experiences matter 

As the purpose of stores evolves, traditional 
measurements of store performance, like 
sales per square foot, will be overtaken by new 
metrics such as ‘experience per m²’, ‘brand 
buzz’ and ‘product engagement’. Successful 
retailers offering a truly seamless omnichannel 
proposition will provide physical and online 
platforms that work together to help consumers 
discover new products. 

Our research shows that the in-store 
experience is currently the main priority for 
retailers looking to attract footfall, cited by 39% 
of respondents.

The store’s role in providing meaningful 
physical and digital experiences will become 
a critical communication channel for retailers. 
These experiences can be measured by familiar 
marketing metrics, such as value per physical 
media impression, but just interpreted in 
different ways.

Our research found 65% of retailers thought 
that in the future, the main purpose of the 
store may be to offer consumers meaningful 
experiences rather than sell products. 

As previously outlined, the quality and value 
of a physical experience is likely to be a bigger 
influence on the discovery of products than 
a digital interaction. Measuring this could 
be achieved using in-store video analytics, 
customer journey tracking that captures every 
impression, interaction and engagement, and 
Net Promoter Score surveys.



22

Lloyds Bank - Retail Economics

Pivoting business models

The holy grail of a fully-mapped customer 
journey remains an unattainable goal for 
many retailers. They face fundamental 
challenges around: 
• Managing legacy technologies
• Removing barriers between functions
• Funding investment
• Finding cost-effective ways to enable

increasingly complex customer journeys
• Managing cultural change to support
   business model transformation 

 

These issues top the agenda of many 
c-suite executives at traditional retailers, 
which may also be burdened with too many 
stores, unsuitable spaces, inflexible leases 
and spiralling operating costs. And all this at a 
time of seismic shifts in consumer shopping 
behaviour. Indeed, the majority of retailers we 
surveyed (64%) said that changes in consumer 
shopping habits are putting their business 
model under pressure.  

In response, we found more than three 
quarters of retailers in our survey are prioritising 
the integration of more technology in-store to 
enhance their omnichannel proposition, and over 
60% are planning to close stores along the way.

Whether they can change their business 
models fast enough will be the determining 
factor for many struggling retailers. 

Connecting physical and digital offers, 
effective implementation and sound ethics will 
inevitably bring a competitive advantage over 
rivals in this new era of retail. 

Figure 18. Retailers’ strategic priorities ranked

79% 77%

61%

We are planning to integrate more technology in-store 
to promote our omnichannel proposition 

of retailers said changing consumer 
shopping habits are putting business 

models under pressure. 

64% 

The use and protection of our customers data is a key 
priority of the business

We are planning to have fewer stores but integrate our 
online operation to compliment the physical experience

Source: BIB/Retail Economics
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Closing Statement

We are planning to integrate more technology in-store 
to promote our omnichannel proposition 

Philipp Gutzwiller 
Managing Director of Retail Coverage, 
Lloyds Bank Commercial Banking

The use and protection of our customers data is a key 
priority of the business

It’s no exaggeration to say that the retail 
sector is going through a period of change that 
is unmatched in living memory. It should now 
be well understood that digital technology 
has fundamentally changed the relationship 
between retailers and their customers forever.

With new technologies at their disposal, 
consumers of all ages have new expectations.

We hope this report sheds more light on how 
the linear customer journey of decades past has 
been replaced by a significantly more complex 
framework.

And there’s no going back.
Retail brands’ future success will be 

determined by their ability to adapt to this 
new normal, providing meaningful customer 
experiences that seamlessly combine the 
physical and digital.

All this comes at a time when the industry is 
exposed to significant political and economic 
uncertainty too.

As a consequence, many big high street 
brands have already been consigned to history.

But where there is adversity, there is also 
opportunity.

A raft of nimble entrants have successfully 
disrupted the market, creating a new cohort of 
household retail names.

And at Lloyds Bank, we are committed to 
supporting the sector through this period of 
change and beyond.

That means backing retailers as they invest to 
modernise their strategies and stay competitive.

And it means commissioning and sharing 
research like this report, to help inform effective 
decision making at the highest level.

We hope you find it insightful and inspiring, 
and we look forward to sharing part two of the 
report with you.

It should now be well understood that digital technology has 
fundamentally changed the relationship between retailers 
and their customers forever.
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IMPORTANT INFORMATION

The material contained in this document has been prepared on the basis of publicly available information believed to be reliable and whilst Lloyds Bank has exercised reasonable care in its 
preparation, no representation or warranty, as to the accuracy, reliability or completeness of the information, express or implied, is given. This document is current at the date of publication 
and the content is subject to change without notice. We do not accept any obligation to any recipient to update or correct this information. Lloyds Bank, its directors, officers and employees 
are not responsible and accept no liability for the impact of reliance on, or any decisions made based upon, the information, views, forecasts or opinion expressed.

This document has been prepared by Lloyds Bank. Lloyds Bank is a trading name of Lloyds Bank plc, Bank of Scotland plc and Lloyds Bank Corporate Markets plc. Lloyds Bank plc. Registered 
Office: 25 Gresham Street, London EC2V 7HN. Registered in England and Wales no. 2065. Bank of Scotland plc. Registered Office: The Mound, Edinburgh EH1 1YZ. Registered in Scotland 
no. SC327000. Lloyds Bank Corporate Markets plc. Registered office 25 Gresham Street, London EC2V 7HN. Registered in England and Wales no. 10399850. Authorised by the Prudential 
Regulation Authority and regulated by the Financial Conduct Authority and the Prudential Regulation Authority under registration numbers 119278, 169628 and 763256 respectively.

Lloyds Bank Corporate Markets plc, Singapore Branch. Registered office 138 Market Street #21-01 Capitagreen, Singapore 048946. Registered in Singapore UEN: T18FC0067A. Licensed and
regulated by the Monetary Authority of Singapore. Your contractual counterparty will be Lloyds Bank Corporate Markets plc if you enter into any product or transaction with us in Singapore.

FOR MORE INFORMATION SPEAK TO YOUR RELATIONSHIP MANAGER

lloydsbank.com/commercialbanking

Please contact us if you would like this information in an alternative format such 
as Braille, large print or audio. If you have a hearing or speech impairment you can use 
the Next Generation Text (NGT) Service. More information on the NGT Service can be 
found at: ngts.org.uk/

Calls may be monitored or recorded in case we need to check we have carried out your instructions correctly and to help improve 
our quality of service. Please note that any data sent by email is not secure and could be read by others. 

Methodology
Research findings were supported by a nationally representative consumer panel survey of over 2,000 households conducted in July 2019. Additionally, a retailer survey was conducted in July 
2019, which canvassed opinions of over 170 corporate retailers/brands, allowing the comparisons from both sides of the customer journey.
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