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INTRODUCTION
The consumer-to-brand relationship has changed dramatically over recent years due to the 
evolution of technology. Gone are the days when brand loyalty could last a customer’s entire 
lifetime. Markets are saturated and globalized, and with that comes more demanding consumer 
expectations. A steep discount is no longer the best way to bring customers into your store and  
surface-level reward schemes increase the susceptibility that they’ll be scooped up by a competitor. 
Fortunately, retailers now have access to tools that allow them to connect with customers in a more 
personalized manner than ever before. With access to an abundance of data, retailers can use these 
insights to connect with customers and gain a better understanding of who they are as individuals. 
This is particularly important because customers expect to have a unique experience with your 
brand. Understanding where a customer is in their buying journey and accompanying them 
throughout the process is key. While consolidating data sources is still a challenge for many retailers, 
the benefits far outweigh the costs of implementation. Enhancing the customer experience not only 
brings customers back, but it also increases basket size, frequency, and advocacy. We will explore 
the current state of technology in retail, how it affects loyalty, and which retailers are getting it right.

3



As consumers become more informed, retailers must pivot their marketing strategies to appeal to a 
knowledgeable audience. When a customer enters a store, or finds themselves on an e-commerce site, 
they are already much further along their purchasing journey than in years past. With the rise of 
technology, customers can research and engage with brands before ever purchasing a product. While 
this presents brands with a new challenge, technology also allows them to hone in on customer 
preferences and behaviors, and iterate on strategy in near real-time. Research from Deloitte suggests 
that $0.64 of every dollar purchased in retail stores is digitally influenced.1 Not only does this affect how  
marketing dollars are distributed across channels, but also their distribution across the customer 
lifecycle.
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TECHNOLOGY IN RETAIL

$0.64 of every dollar purchased in 
retail stores is digitally influenced

The common mistake many retailers face is that they only acknowledge the acquisition phase of the 
customer lifecycle. Engaging with a customer at the beginning of their lifecycle is important, but this 
messaging should be very different from what’s conveyed to a customer who is now ready to make a 
purchase. For example, discussing discounts should be reserved for a customer who is familiar with 
your brand and product, but is just on the fence about purchasing it. Since customers are unconvinced 
that they need a product or service, informational messaging is more effective at the beginning of their 
lifecycle.

Effective messaging for lifecycle phases leading up to purchase: 

• Awareness: informational messaging should be used to convince customer they need the product/
service in the first place 

• Research & Acceptance/Selection: customers are familiar with the brand and product so messaging 
should be the final push to purchase (i.e. discounts and promotions)
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the product or service in the first place. Additionally, what happens after a customer makes a purchase 
is just as important as the time leading up to it. What kind of feedback can that customer provide? Are 
they satisfied with their purchase? Not only is it important to address the entire customer journey, but 
the most successful brands also consider the multiple channels involved along the way.  A major 
obstacle is tracking and linking customer behavior both in-store and online. Many brands successfully 
identify and re-target customers when they’re online, but have a difficult time identifying if these 
customers come into the physical location. One way to bridge the gap between e-commerce and in-
store experiences is through loyalty data.  

Retailers Getting It Right 

In May 2016, Nordstrom launched Nordstrom Rewards 2.0, which allowed all customers to join its 
rewards program, along with additional benefits to anyone holding a proprietary debit or credit card. 
Known for its customer service, Nordstrom saw 1.5 million sign ups within 2 months.2 What 
differentiates Nordstrom’s approach is that the program spans its three brands: original Nordstrom 
department stores, Nordstrom Rack, and its flash-sale site, Hautelook. This allows for seamless 
transitions from ecommerce and mobile to in-store experiences. The Nordstrom app enables 
customers to check if items are in stock, and have them shipped to the closest store. Nordstrom also 
leverages social data, allowing customers to purchase products directly from Instagram, and analyzes 
which products are most popular by tracking activity on Pinterest.3 This interaction across various

It is important to accompany a customer throughout the lifecycle. While they can become brand advocates, they can also require reactivation at any 
point during the lifecycle.
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channels allows Nordstrom to accompany its customers throughout their lifecycle, re-engaging when 
necessary, all while collecting mass amounts of data to paint a holistic view of its customer base.  

Retailers That Could Use Some Help 

While Nordstrom has begun to bridge the gap between ecommerce and in-store purchases, there are 
still many brands that struggle to follow a customer as they move across different mediums. Take Target 
for example. Its Cartwheel app allows customers to save coupons and track their savings to earn 
accessibility to more coupons. However, those coupons cannot be used online, so Target cannot 
accurately map a customer’s full journey through Cartwheel if they oscillate between e-commerce and 
in-store purchases. The value and accuracy of data decreases significantly if customer engagement is 
siloed across different mediums. With that, the potential of delivering an unsatisfactory customer 
experience increases.  

There are three major factors influencing technology’s impact on the customer experience: analytics 
leading to actionable intelligence, cross-channel integration, and a mobile-first approach. These will be 
discussed in detail in the following sections. 
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Analytics = Actionable Insights

With the rise of big data and analytics, retailers not only have access to information that can inform real-
time decisions, their customers have come to expect that this data will be leveraged accordingly. After a 
customer makes a purchase, they want the retailer to acknowledge it and the respective experience in a 
timely manner. If a customer hasn’t returned to a retailer in 3 months, they want that retailer to take 
notice and re-calibrate the marketing strategy used. Analytics allow retailers to pay attention to 
consumers’ every move, but knowing the most effective analytics to track can be a cumbersome 
endeavor. Just because there is an abundance of data, doesn’t mean that leveraging it is an easy task. 
Retailers must understand what data is important to both their customers and their bottom line. 
Through testing and iterating business plans in real-time, retailers can optimize on the fly and ensure 
that the customer experience they are providing is valuable for both parties. 

A retailer’s first instinct may be to focus solely on transactional data. While that does provide an 
abundance of information in terms of purchase frequency, basket size, etc., it is too broad to create 
meaningful insights. True customer intelligence must be derived from both transactional and behavioral 
data. However, the opposite is also a common mistake. Collecting exorbitant amounts of data that don’t 
provide avenues for action and engagement is impractical and unsustainable. The fact that Jane visits 
your business once per week and spends an average of $37 is valuable information, but that does not

6



bluebybelly.com

provide you with any direction on how to keep Jane engaged. What channels does she prefer? How 
often does she want to be contacted? Details must be collected on Jane’s engagement in order to 
provide insight into her intent, but brands must be cognizant of only collecting data necessary for action.  

Allow the data to tell the story; if the story isn’t complete, or has holes in it, then the data itself is flawed 
or incomplete. While algorithms are useful for understanding and acting on transactional behavior, 
there is a degree of contextualization needed to optimize engagement opportunities. Insights produced 
from past behavior and engagement are what power predictive analytics that can be used to anticipate 
future customer behavior and adjust marketing accordingly. 

Cross-Channel Integration
As mentioned previously, brands still struggle to create a seamless customer experience throughout the 
customer life cycle. Fortunately, access to analytics can facilitate the cross-channel integration needed 
for an optimal customer experience. Rather than thinking of in-store, digital, and ecommerce as 
separate strategies, retailers should seek to merge digital strategies with all other facets of the business 
in order to create an ecosystem that supports real-time customer experiences.4 Each year, 
approximately $4 trillion worth of merchandise is left in online shopping carts.5 Retailers must re-create 
the in-store experience online to bridge the gap between online sales conversion rates and physical 
store conversion rates. Similarly, retailers should mimic the benefits of the online shopping experience 
in-store, such as providing a quick, easy way to check out, and allowing loyal customers to identify 
themselves by sharing only a small piece of personal information like a phone number or email address. 

Each year, approximately $4 
trillion worth of merchandise is 

left in online shopping carts
Beyond the traditional channels of in-store and online, retailers are increasingly investing in the 
omnichannel shopping experience through social commerce. Instagram has been made shoppable 
through programs such as Like2Buy and Soldsie that allow users to be linked to a website to purchase 
the products they see in photos.6 Twitter, Facebook, and Pinterest have all launched buy buttons as well.
7 Retailers are increasingly opting for loyalty programs that allow visibility across all channels, and are 
opting out of complicated legacy systems that only provide a small glimpse of who their customers are. 
At the end of the day, your customer should feel connected to your brand regardless of where they are 
or what device they’re using.
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Mobile First
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Retailers are responsible for “moments of truth” during the customer journey. A moment of truth is the 
interaction a customer has with your brand that can alter their impression. Initially, retailers identified 
two moments of truth: the first is when the customer makes the decision to purchase your product, and 
the second is when they use the product for the first time. While both of these events are extremely 
important in the customer journey, technology has drastically changed the buying cycle, impacting when 
the first moment of truth occurs. In 2011, Google coined the term Zero Moment of Truth (ZMOT) that 
emphasizes how the customer journey begins well before said customer comes in to purchase your 
product; it can actually happen before the customer even sets foot in your store or browses your e-
commerce site.8 The typical customer researches a brand and has formed an opinion before ever 
engaging with that brand or purchasing any of their products: the zero moment of truth. ZMOT is greatly 
impacted by mobile, which allows customers to research on the go, and spans each moment of their 
journey.9 It is estimated that more than 30% of all commerce will be conducted on mobile, with 80% of 
consumers using some sort of mobile device to influence purchasing decisions.10 Therefore, mobile 
must be optimized to accompany customers through every step of their journey, otherwise a poorly 
executed mobile strategy can have a significant impact on your bottom line.

Retailers are aware of the importance of mobile and while the infrastructures that support a mobile-first 
approach are a priority, they often do not have the IT resources to manage all of the possible 
approaches to this channel (in-store capabilities, content management, app configuration, etc.).  In fact, 
40% of retailers cite that investing in underlying technology and resources is a top challenge.11 While this 
hurdle is difficult for retailers to overcome, mobile continues to evolve at a fast pace and retailers should 
join the evolution sooner rather than later. Retailers will completely miss the crucial ZMOT, creating a 
significant drop-off in the number of customers that reach the next moment of truth (aka a purchase).

80% of consumers use 
some sort of mobile 
device to influence 
purchasing decisions

More than 30% of all commerce will be 
conducted on mobile
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THE IMPACT ON LOYALTY
Consumer-brand relationships are now in constant flux after decades of retailers relying on the static 
nature of loyal customers. The complexity of the customer landscape has revolutionized how retailers 
should look at loyalty. The most impacted areas are: the collapse of traditional loyalty programs, 
personalization, going above and beyond the reward, and data consolidation.

Traditional Loyalty Programs 
Are On Their Way Out

When most consumers think of loyalty in a retail setting, they refer to traditional loyalty programs that 
offer blanket offers and discounts to all customers. For example, ‘Spend $200, Get $10 Off Your Next 
Purchase,” is a common reward scheme in the retail landscape. However, these kinds of offers only 
create a surface-level of loyalty rather than deep-rooted brand loyalty. Loyalty programs that include free 
shipping, cash back based on spend, and early access to new products will only appeal to your 
customers’ deal-seeking side. This means that a customer may only be as loyal as the size of your 
discount, so if your competitor offers a steeper discount, your customer may opt for your competitor 
instead. Therefore, the one-size-fits-all customer experience is no longer effective.12 The fundamentals 
of retail success may remain the same, but retailers should take it a step further by forging deeper 
relationships with customers by providing them with the right product at the right time. 

The norm of reciprocity explains that people feel obligated to return favors offered to them.13  Therefore, 
when receiving surface-level rewards such as a monetary discount after spending a large sum at your 
business, your customers will be less likely to “reciprocate” by making additional purchases and 
returning to your business time and time again. Because shoppers are more informed than ever before 
and are farther along in the buying process, the initial “favor” must be appealing enough to the shopper
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so they can return the favor in the form of an additional purchase or increase in basket size. According 
to Forrester, while many customers are initially drawn to a loyalty program because of offers and 
discounts, they typically expect more: “70% of US online adults who belong to a customer loyalty 
program say that getting special offers or treatment that isn't available to other customers is important 
to them.”14 In order to go beyond surface-level loyalty and establish a deeper relationship and 
reciprocity, allow customers to feel involved in the brand’s decisions through customer surveys, reviews, 
exclusive perks and content that coincides with their customer journey. The following sections discuss 
this shift in the loyalty space in more detail.

“70% of US online adults who belong to a customer loyalty 
program say that getting special offers or treatment that isn't 

available to other customers is important to them.” 
- Forrester

Creating A Personalized  
Experience

No two customers are the same - so why should their experiences be? The task of creating a 
personalized experience for each customer seems like a rather daunting task, but with access to 
extensive customer data gleaned from a loyalty program, delivering a unique experience to a customer 
is within the realm of possibility. Personalization in the loyalty space  is more granular than just providing 
personalized product recommendations.15 Loyalty is about building a unique strategy and program 
rules for the individual customer.  

Knowing the correct data to pay attention to becomes extremely important in the case of 
personalization. Not only can valuable time and resources be wasted on incorrect data analysis, but it 
can also lead to a poor customer experience. After determining the correct data fields, personalized 
communication can be automated based on algorithms within your loyalty program. Shopping 
experiences should be dynamic, transparent, and seamless.16 Optimizing the use of technology and 
data at the correct touchpoints allows the retailer to connect with the customer on a one-on-one basis, 
creating the opportunity to leverage this engagement to establish a loyal following. Fitness apparel 
companies such as Nike and Under Armour have fitness apps that allow them to engage with 
customers digitally and keep them loyal to their brands beyond product purchases. Additionally, the
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apps collect lifestyle data that can be combined with transactional data to gain a more holistic view of 
the customer. While developing an additional app is not the solution for every brand, finding channels of 
communication that are relevant to your customers is imperative. 
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Beyond The Reward

Customer experience is now considered a key brand differentiator and spans the entire customer 
lifecycle. Personalization is an important component of the customer experience, but retailers must also 
go beyond retention and beyond the reward. A single reward is transaction focused and may bring a 
customer back once more, but it’s the entire customer experience that will turn a customer into a brand 
advocate. Offering a monetary discount as a reward, for example, may bring a customer back in to 
redeem that reward. However, ensuring a positive customer experience from start to finish, will bring 
that customer back regardless of whether there is a reward to be redeemed or not. Working to increase 
satisfaction throughout the entire customer journey can increase revenue by 15%.17 Focusing on the 
customer experience holistically leads to higher return rates and increased spend.

Increasing customer satisfaction 
throughout the entire customer 

journey can increase revenue by 15%
Customers are willing to spend more at retailers that incentivize rewards through behaviors rather than 
solely purchases. Approximately 84% of consumers said they would spend more with retailers that 
provide incentives for living healthier lifestyles and logging their journeys, sharing content and engaging 
on social media, and participating in social responsibility programs.18 While this allows retailers to access 
a variety of customer touch points, each retailer’s approach will be different and should focus on 
rewarding behaviors related to the brand. The key takeaway is that customers are interested in both the 
products they are purchasing and engagement with the brand. 

Customers are willing to spend more with retailers that provide incentives for:

• Engaging on social media 

• Participating in social responsibility programs

• Living healthier lifestyles 

• Sharing content
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Data Consolidation: Unity of 
Online & Offline Data Collection

Tracking the entire customer lifecycle sounds great in theory, but in practice has proven to be a 
significant hurdle for most retailers. Linking online with offline data is a difficult task when data sources 
are fragmented. Retailers can successfully retarget online customers after they leave the site, but there 
is no way of knowing if that same customer is now walking into your store. There is a need to better 
track and consolidate data from the online and offline portions of the shopping cycle, painting a 
complete picture of an individual customer. As retailers embrace loyalty programs that allow greater 
visibility across channels, they are abandoning the complicated legacy systems that inhibit real-time data 
collection and iteration so crucial to data consolidation. 

Linking online with offline data is a difficult 
task when data sources are fragmented

By collecting data at all touch points, it removes the friction from redeeming offers because all of the 
data lives in one place, particularly with mobile-based platforms. One particular retailer that found 
success in marrying offline and online behavior is beauty retailer Sephora. It offers a three-tiered loyalty 
program dependent on yearly spend. There are a variety of products that can be redeemed as rewards, 
and there are additional reward perks for shopping online, such as free samples (without using any 
points) or rewards that are only redeemable online. Sephora bridges the online-offline gap with a variety 
of identification options: mobile app, online login, physical card, and telephone number or email address 
provided at checkout. With its ability to track online and offline purchasing behavior, Sephora is then 
able to provide customized recommendations to its customers. For example, Sephora will send a 
customer an email when it believes they are running low on a product. To do so, the brand tracks how 
frequently a customer purchases a product (whether it’s in-store or online), and sends an email 
reminder offering free shipping on their order. This creates a unique experience for the customer, and 
provides them with a convenient, valuable offer. 

The abundance of data and its consolidation allows for more advanced uses of technology that 
revolutionize the customer experience. The use of beacons has further enhanced personalization by 
allowing retailers to provide triggered in-store messaging. This allows for better tracking of in-store 
behavior and provides a seamless digital to in-store experience. 
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CONCLUSION
The shopping experience is far from linear and has become increasingly more complex as new 
avenues of engagement are introduced. Consumers are more informed today than ever before and 
are likely to be farther along on their journey by the time they reach your store or website. Along 
with this, consumer expectations have risen and retailers find it difficult to maintain a loyal 
customer base due to highly saturated markets. Therefore, retailers must be aware of, and 
participate in, the entire customer lifecycle. To do so successfully requires a consolidation of online 
and offline data. This results in a more personalized customer experience that extends beyond the 
reward to create a deeper sense of loyalty. Offering a discount is not enough to keep a customer 
coming back multiple times and puts customers at risk of being acquired by a competitor. Appealing 
to a customer throughout the buying journey is indicative that loyalty is more than an afterthought 
to a marketing plan, but is instead an important component of the marketing ecosystem.
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BLUE by Belly is a platform-first loyalty solution for enterprise retailers. 
Unlike traditional loyalty solutions, BLUE’s adaptability ensures you’re 
one step ahead of consumer demands. Its flexible design brings you to 
market faster with real-time access, real-time action to future proof your 
loyalty solution for years to come.   

Collect first-party loyalty data to understand who your customers really 
are, manage earn and burn of customer points in real time and deliver 
consistent experiences across all channels. BLUE integrates with internal 
and external systems to create customized solutions for any brand. 

To learn more, visit: bluebybelly.com
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