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Advancing technology and increasing 

consumer expectations have set the stage for a 

progressively more competitive landscape in the 

retail sector. As consumer perceptions between 

online and offline identities become more and 

more blurred, brick-and-mortar locations are 

now forced to compete on the same playing 

field as e-commerce retailers. Consumers 

expect a seamless, personalized experience 

not only from small, local retailers but from 

chains and super stores as well. The customer 

experience can no longer be segmented by 

channel, but instead retailers must see it as a 

fluid and integrated experience. 

In light of these trends, retail marketing has 

also evolved to meet consumer expectations 

of not only instant gratification and response 

but of personalized and relevant offers. 

Moving forward, marketers will see increasing 

emphasis on mobile and digital optimization 

and the need to switch their attention from 

Real Time to Right Time marketing strategies. 

This guide will dive into the ways retailers 

are adapting, or should be adapting, to rising 

consumer demands for seamless omni-channel 

experiences and how Right Time Marketing 

is necessary to drive revenues and customer 

satisfaction. 

Introduction

The customer experience can no longer be segmented by channel, 
instead retailers must see it as a fluid and integrated experience. 
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Customers expect the ability to browse 

online for a product then stop in to see in-

store options, comparison shop from their 

smartphones while in-store, and even purchase 

products online and then pick up their items 

on location minutes later. They may trade 

having to wait for shipping in order to use the 

convenience of online shopping, but they are 

not willing to wait for retailers to catch up with 

the modern shopping experience. 

Offline & Online Converge

The modern consumer journey no longer 

has a universal starting point. It can begin as 

a shopper passes by a window display or as 

a customer notices an eye catching banner 

ad on a website. To make things even more 

convoluted, the customer journey can switch 

paths back and forth dependent on individual 

preference. According to PwC16, 68% of 

respondents intentionally browse products in-

The Omni-Channel Reality

Perhaps in the past retailers could separate their online 
and in-store customers as two separate groups, but this 
is no longer the case. Online and in-store purchasing is 
a fluid experience, with consumers expecting the same 
personalization and convenience for both.
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store before purchasing online. On the other hand, 

73% browse online before purchasing in-store. 

Common reasons cited for the preference of online 

shopping include a larger selection of products, 

convenience, and perceptions of better deals while 

proponents of in-store purchases cite the ability to 

view and try on products, the lack of delivery fees, 

and of course instant gratification as the reasons 

they choose to remain loyal to brick-and-mortar 

locations. 

Mobile Changes Everything

As if combining offline and online customer 

experience wasn’t enough of a task, retailers must 

also factor in the mobile consumer experience. 

According to the comScore U.S. Mobile App 

Report6, 60% of time online is now spent on a 

mobile device. Branding Brand4, an m-commerce 

technology provider, found that in 2014 mobile 

actually surpassed desktop devices, becoming the 

main point of contact for online retail. 

Consumers are also using mobile devices more than 

ever while in-store. A SessionM18 survey found that 

90% of respondents use their smartphones while 

in-store for purposes including: price comparisons 

(54%), researching products (48%), and checking 

online reviews (42%). According to the Forrester10, 

68% of consumers browse products in-store before purchasing online 

73% of consumers browse products online before purchasing in-store

Consumer Smartphone Use Comparison

In-Store Offsite

Price Comparisons Product Research Reading Reviews

54%

30% 29% 24%

48%
42%

16

18 & 10
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the top 5 ways consumers are using their phones 

while not in a store location include: to locate 

a nearby store or to check store hours (30%), 

to compare prices (30%), to look up product 

information (29%), to purchase a product (24%), and 

to check online reviews (24%). 

The ability to make purchases on mobile has also 

had a surprising impact on the shopping habits 

of men and women. For the first time, men have 

now caught up to, and in some industries even 

surpassed, women when it comes to shopping. One 

luxury online retailer found that 25% of it’s traffic 

now comes from men shopping via mobile devices, 

up from 12% in 201421. Men actually now outshop 

women online by 20-30%, meaning retailers must 

take another look at their marketing segmentation 

by gender22. 

Retail as an industry is driven by customer demand 

and expectations, and retailers who are too slow to 

adapt can quickly fall behind. In order to address 

omni-channel lifestyles, retailers must integrate 

and optimize for both offline and online channels. 

As retailers are increasingly expected to compete 

mainly on the basis of customer experience, one 

of the most important tasks will be to ensure 

consistent multi-channel communications. 

Aberdeen Group Inc.1 claims that companies with 

the strongest multi-channel customer engagement 

strategies retain an average of 89% of their 

customers, as compared to 33% for companies with 

weak multi-channel strategies.

Merge Offline and Online Data 

First, organizations should check if their offline, online, and 

mobile sales data and insights are being kept in separate 

data siloes. A customer who makes a purchase in-

store expects to receive offers relevant to that 

purchase online or via mobile app and be able 

to initiate and make returns or exchanges both 

on location and online. In order to execute a 

seamless customer experience, retailers must 

integrate offline and online consumer profiles. 

Loyalty programs and customer accounts based on 

email address are a great way to connect these offline 

and online profiles. The email address has become the 

passport of the internet and is a generally accepted gateway 

How Retailers Can Keep Up 
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to gain customer information. Email append 

solutions allow retailers to collect the most valuable 

insights from the least amount of information by 

matching email addresses to third party data sources 

that the consumer has volunteered information to. 

Go Mobile

With more consumers today starting their purchase 

journey on mobile devices, marketers must 

emphasize optimizing the mobile experience as part 

of a successful multi-channel strategy. According 

to Adobe2, “Today’s mobile users have an insatiable 

appetite for mobile satisfaction—and companies 

that miss the mark are consequently folding to the 

competition. If consumers can’t find what they want, 

when they want it, they’ll find another brand in as 

little as two minutes who will deliver.”

Failure to deliver a great mobile experience can 

cause missed opportunities and lost revenue. WOW 

Local Marketing24 found that 52% of customers are 

less likely to engage with the company because of 

a bad mobile experience. Because a poor mobile 

interaction can be so detrimental, 84% of customer-

centric companies place extra emphasis on the 

mobile customer experience. 

An exceptional mobile experience encompasses 

tactics such as mobile-optimized websites, emails 

with mobile-friendly design, and attention to load 

speed. But to truly cater to mobile consumers, 

businesses must understand these consumers, what 

drives them, and the context in which they are using 

mobile devices. Retailers should analyze their own 

customer purchase and mobile site traffic data to 

hone in on areas needing improvement. 

For instance, a recent study by BazzarVoice3 found 

that 54% of e-commerce shoppers read reviews 

before making a purchase, and 39% of in-store 

consumers still check reviews online before making 

their decision. Even more substantial is that the 

study found that for every $1 that’s influenced by 

an online review, the impact is multiplied 4-5x’s for 

in-store revenue. Ensuring that product reviews are 

easy to access and read on a smartphone or tablet is 

essential to impressing today’s shoppers – both via 

mobile and non-mobile alike.

Remove the Walls Between Channels 

As consumer perceptions blur the lines between 

E R R O R

3  I T E MS  A D D E D  TO  C A R T

52% of customers are less likely 
to engage with a company because 
of a bad mobile experience. 

24
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offline and online channels, retailers must find 

ways to integrate both their data and experiences. 

Retailers that limit themselves to a single point of 

sale are at a great disadvantage as consumers seek 

more convenience and flexibility provided through 

exceptional brand experiences.  

One great example of removing the walls between 

channels is Amazon’s new Dash Button. They allow 

customers to order products from their site simply 

by pressing a corresponding product button in their 

home. Plus, some clothing retailers are enabling 

customers to order products not in stock from 

kiosks in store, and equipping fitting rooms with 

technology to request additional sizes and styles 

from associates automatically. 

Retailers can maximize sales potential in a number 

of ways when a seamless integration of customer 

data and inventory is achieved between physical 

and digital channels. New product listings, pictures 

and descriptions can easily be added to ecommerce 

sites or outbound campaigns can be targeted 

through channels such as email, digital ads and 

social media.  When channels are not properly 

integrated, each channel essentially operates as a 

separate entity, putting those retailers at a serious 

disadvantage in meeting consumer demands for 

omnichannel experiences.
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Right Time Marketing is a sophisticated way to 

boost customer acquisition and retention and 

provide the seamless customer experiences 

that have been deemed essential to remain 

competitive. Right Time Marketing creates revenue 

lift by allowing retailers to understand customer 

channel preferences and characteristics beyond 

the demographic level to gain insight into actual 

purchase intent. It begins with a foundation of rich 

customer data, including internal first party data sets 

and 3rd party data assets, such as demographics, 

firmographics, real-time insights, digital data and 

in-market purchase signals for finely tuned audience 

identification.

Real Time to Right Time

The definition of real-time marketing is evolving. The 
buzz around Big Data and the age of the “multi-channel, 
empowered consumer” may have originally led marketers 
believe that a real-time and instantaneous interaction with 
consumers is the answer to all marketing situations, and 
while instant response is still important, there has been a 
recent shift in retailer’s attention from a purely real-time 
mode of thought to that of Right Time Marketing.
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The 4 R’s of Right Time Marketing

Right Time Marketing matches offline and online 

data sets to drive right real-time connections with 

today’s consumers. Traditional marketing discusses 

the 4 P’s (Product, Price, Place and Promotion) Big 

Data is based on the 4 V’s (Volume, Variety, Velocity, 

and Veracity), and Right Time Marketing has evolved 

to embrace the 4 R’s –Right Person, Right Channel, 

Right Moment and Right Answer.

Data: The Foundation  
of Right Time Marketing

With the constant influx of bigger and faster data, 

marketing data solutions have evolved from copy, 

paste demographic characteristics to dynamic 

and multifaceted profiles that require input from a 

variety of constantly fluctuating sources. According 

to research by Millward Brown Digital14, marketers 

could be missing as much as 70% of potential 

mobile shoppers by misaligning their marketing 

focus on identity instead of intent.

As consumers increasingly move to online channels 

for shopping, researching, and socializing, traditional 

marketing strategies are proving simply not enough. 

Right Time Marketing is about identifying the right 

audience (those who are in-market and most likely 

to convert) and using sourced data and advanced 

technology solutions to drive optimally timed 

contact. 

The Right Answer
By integrating the right data across multiple channels to understand a consumer’s 
behaviors in the moment, companies can find the Right Answer to meet increasing 
customer expectations. When targeted to the right person, through the right channel, 
and at the right moment, every customer interaction is an opportunity to strengthen 
customer loyalty, reduce churn, and boost revenues. 

The Right Channel
Using a multi-channel approach to provide a seamless experience for the customer, 
however or whenever they decide to interact with a brand. 

The Right Moment
Applying data insights to ensure relevant messaging is sent at the moment consumers are 
most likely to engage.

The Right Person
Identifying the right person through a combination of internal customer and prospect 
data, third-party demographic and firmographic enhancements, digital data, and in-market 
purchase signals.

The 4 R’s of Right Time Marketing
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Data is more than just the basis of Right Time 

Marketing, it should be the groundwork of all 

aspects of modern retail marketing.  The importance 

of data has become so profound that a majority 

of today’s marketers now agree that data is at the 

foundation of successful marketing strategies. 

GlobalDMA and the Winterberry Group11 found 

nearly 80% of survey respondents cite data as 

“important” to their current marketing activities, 

and more than half (57.1%) described data as 

“critical” to their efforts. Plus, 76.7% said that 

data-driven marketing is growing “substantially 

more important” as time goes on. The study also 

found that when survey participants were asked 

to describe the primary focus of their data-driven 

marketing activities, 68.5% chose “Targeting of 

offers, messages, and creative content” and 52.7% 

stated that “Demand to deliver more relevant 

communications to customers/be more ‘customer-

centric’ ” was the driving factor of their increased 

investment in becoming data driven. Marketers 

realize that customer centricity, relevancy, and 

personalization are integral to success, and Right 

Time Marketing is the way they can meet these 

consumer demands. 

The Importance of Relevance  
and Personalization

Consumers not only want personalized and 

relevant offers; they have come to expect them, 

and this goes far beyond including their name in 

an email. Consumers expect retailers to know their 

preferences, interests, and deliver offers pertinent 

to their needs through the channels they prefer. 

Infosys12 reports that 78% of consumers are more 

likely to be a repeat customer if a retailer provides 

them with targeted, personalized offers. The CMO 

Council5 reported that more than half of consumers 

will end their loyalties to retailers who do not give 

53% 49% 48% 48% 

 Suggest products 
based on browsing 
or buying behavior

Personalize online 
ads that promote 

offers and products

 Send personalized 
emails based on 

past browsing and 
buying behavior

 Personalize 
the shopping 

experience across 
all channels

Consumers prefer to purchase products from brands who: 

5



10

tailored, relevant offer, and according to a RightNow 

Customer Impact Report17, 86% of consumers will pay 

up to 25% more for a better customer experience. 

Driving this level of personalization requires data – 

and lots of it. Retailers must understand who their 

customers and prospects are beyond just name 

and email address. What do they like and dislike? 

What channels do they prefer to use? What have 

they recently purchased, added to a shopping cart, 

or browsed for online? How old are they? Are they 

married, have children, rent or own their home? 

Unfortunately, 80% of marketers are still failing to 

personalize their marketing efforts, according to a 

study by VentureBeat23. Econsultancy7 found that only 

19% percent use personalization in their marketing, 

even though 74% of marketers stated that they know 

it improves customer engagement. While collecting 

and analyzing this much data may seem like an 

overwhelming task, retailers who don’t take the time 

to gather multiple points of consumer information will 

quickly fall behind.

Apply Data Analytics

Once granular level consumer data is collected and 

integrated into a singular database, retailers can apply 

advanced analytics to create customer profiles and 

segments and update these profiles in real-time. 

Collecting and analyzing data is the foundation of 

good personalization, but customer data is constantly 

expiring and must be maintained and updated 

frequently to ensure relevant customer connections. 

It Starts with First Party Data

Retailers are already gathering data 

from consumers. A report by Signal 

and Econsultancy19 revealed that 81% 

of marketers exhibiting strong ROI are 

making good use of their first-party 

data. This includes information such as 

purchase history, name and address, 

phone number, or other similar types 

of information that are collected as a 

direct result of a retailer’s interactions 

with a customer or prospect. First-party 

data can be collected from a variety of 

sources. In a study by eMarketer8, senior 

marketers ranked their top three sources 

as websites (70%), Point-of-Sales (POS)/

CRM systems (63%), and email (61%).

Third-Party Data Append

Third-party data is data purchased from 

other providers. This may be email 

addresses, phone numbers, demographic 

enhancements, lifestyle information, 

real-time behavioral data and other 

types of data that a third-party vendor 

compiles from multiple sources. Third-

party data allows marketers to “complete 

the puzzle” and fill in the missing pieces 

of information to know consumers at a 

much deeper level.

How Retailers Can Keep Up 
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Utilize In-Market Purchase Signals

Consumers are constantly leaving digital footprints 

indicating their next purchase. The more marketers 

understand purchase intent, the more targeted and 

personalized messaging can become. Common ways 

intent may be aggregated include social purchase 

signaling (consumers posting on Facebook that 

they are looking for a recommendation for a service 

repair shop or other product or service), mobile 

intent data (by identifying a consumer’s mobile ID 

and tying it to PII and location data), trigger events 

(i.e. new moves, upcoming weddings, or the birth 

of a new child all indicate a likeliness to purchase 

certain products or services). A third party vendor 

can aggregate these purchase signals and append to 

customer records in real-time for deeper audience 

and messaging insights.

Consider the The Modern  
Customer Purchase Journey

Today, the customer purchase journey is far from 

linear. Consumers research and connect with 

retailers many times and across different devices 

and touchpoints, and each follows a different path 

from acknowledgment of need to the purchase 

decision.  A customer journey tells the story of 

these brand interactions, starting with the initial 

contact and continuing through all subsequent 

interactions and touch-points. A retail marketer 

Example of an Automated Customer Journey
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must understand each of these various points at 

which customers engage with a brand, identify the 

stages of greatest potential, and ensure that every 

customer receives the right messages at the most 

opportune moments.

Using a marketing automation platform to create 

automated customer journeys that engages 

consumers uniquely at every stage, based on 

each individual’s behavior, ensures that the most 

ideal messaging is sent through the channels in 

which  customers and prospects are interacting 

with most. For example, campaigns can be created 

that recognize if customers have visited a website, 

browsed certain product categories, opened emails 

or visited stores.  By delivering automated, relevant 

content at the right time retailers can can ensure 

these consumers keep moving through the journey 

to increase conversion rates and lifetime value.

Examples of Right Time Messaging  
A compelling example of how retailers are taking 

advantage of Right Time Marketing is the innovation 

of mobile beacons. Using location-based solutions 

tied to consumer mobile devices, retailers can now 

serve ads, coupons and discounted offers based on 

a consumer’s searches when they’re within three 

miles of a store location. Experts13 forecast the 

location-based services market will reach $43.3 

billion in revenue by 2019, rising from an estimated 

$12.2 billion in 2014. 

Right Time personalization and relevancy is also 

a necessity in one of retail marketing’s most 

fundamental strategies: Email. Silverpop20 research 

found that more than 50% of people unsubscribe 

from email lists because they find the content 

irrelevant or emails too frequent, and according 

to Cynthia Price, the Director of Marketing for 

email service provider Emma9, “triggered email 

messages average 70.5% higher open rates and 

152% higher click-through rates than traditional 

bulk messages.” VentureBeat23 also found that 95% 

of email marketers see open-rate increase with 

personalization. By using dynamic content (content 

that automatically adapts to the interests of the 

subscriber) emails can be developed to feature 

specific products and customer information, such 

as names and birth dates, that allow retailers to 

connect with their customers on a personal level at 

the most opportune moments.

75% of email revenue is 
derived from triggered campaigns
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Conclusion

In today’s age of the knowledge-driven consumer, retailers 
must be committed to truly knowing and understanding 
their customers. By integrating the right data across 
multiple channels to understand a consumer’s behaviors 
in the moment, companies can find smarter ways to meet 
increasing customer expectations. When targeted to the 
right person, through the right channel, and at the right 
moment, every customer interaction is an opportunity 
to strengthen customer loyalty, reduce churn, and boost 
revenues.
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