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Executive Summary 1

TimeTrade recently conducted a survey of 5,444 
consumers, which asked in-depth questions regarding 
their perceptions and behaviors around retail shopping. 
TimeTrade also surveyed 100 senior-level decision 
makers in retail, asking about their plans for customer 
experience. What TimeTrade’s research reveals is that 
consumers still look to the in-store experience to make 
final purchasing decisions, except now their expectation 
for customer service is set even higher. 

For example, 85% of consumers report that if they try on 
clothes in a dressing room and find they need a different 
size, but no associate is available, they would consider 
abandoning the dressing room and leaving the store 
altogether. And, when asked to rank what they value 
most when shopping in a retail store, consumers choose 
“Prompt service” as their top priority followed by “A 
personalized experience” and “Smart recommendations.”

Pure-play e-commerce players are understanding more 
and more that when it comes to satisfying customers, 
it all comes down to the fundamental need for help. 
They are seizing the opportunity to provide superior 
customer service by opening physical stores, so their 
customers can touch and feel their products. These 
physical stores are proving successful, and congruently, 
68% of consumers report they like the option of going 
to the brick-and-mortar stores of these traditional online 
players. And, as this convergence of digital and physical 
retail continues, there are other retail models popping up 
that are also reshaping the marketplace.

For example, in Pala Alto, California, former Nest 
executives have launched b8ta, a store with IoT (Internet 
of Things) products. b8ta will be paid for providing space 
in its store to gadget makers and providing them with 
real-time insights into how customers are interacting 
with their products. There is no doubt that this b8ta store 
is reshaping retail with this “retail-as-a-service” model, 
while also placing emphasis on the in-store experience 
and the ability to touch and feel things. It will be 
interesting to see the success of this model and if others 
will soon follow suit. 

The reason why 85% of consumers would abandon 
a dressing room and leave a store altogether, is that 
disruptive brands such as Uber are reshaping customer 
expectations. These companies are raising the bar for 
customer experience as they provide affordable products 
or services in real-time. Traditional retailers can compete 
with the Ubers of the world, but they must be agile and 
flexible, and instill a culture of concierge-like service in 
their organization. They must be willing to change with 
consumer behavior, while being innovative enough to 
change the marketplace themselves.
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2 Introduction and Key Findings

What has been noted by industry analysts and 
companies large and small across all verticals, is 
that consumer behavior is changing. Consumers 
want product and services anytime, anywhere and 
as soon as possible. This expectation of on-demand 
products and services has been driven by the ubiquity 
of smartphones and a digital lifestyle that we have 
all become accustomed to. The result is that the 
consumer marketplace has changed and mobility and 
connectedness are more crucial than ever. 

What has not changed is the basic human need for help. 
People now want help as soon as possible, whether it 
be for car service or making a purchasing decision, and 
today’s leading companies are shaping this expectation 
by providing this help immediately, no matter what 
channel. These organizations are setting the bar very 
high for customer experience as they provide affordable 
help in real-time. This concierge-like service model for 
the masses has set the stage for what is now called the 
Concierge Economy. 

The challenge for traditional retailers is to translate this 
Concierge Economy-like approach to the enterprise. 
This can be difficult as TimeTrade research reveals 
disconnects between retailers and consumers. For 
example, retailers report the call center is the lowest 
priority channel while consumers list the call center as 
their number one service complaint. Consumers report 
they do not mind in-store technologies, such as beacons 
and smart mirrors, as long as they benefit them as a 

customer. Meanwhile, retailers do not indicate heavy 
investment in these areas, so this is a missed opportunity 
in the form of consumer data that could be collected to 
provide more personalized service.

So, in order for retailers to stay relevant, they must bear 
in mind that today’s leading companies are meeting 
consumers’ basic need for help. Companies such as 
Uber are providing this help at consumers’ fingertips 
and have created a service that is more convenient than 
traditional car or taxi service. In other words, the Ubers 
of the world have changed the marketplace and thus 
raised expectations. It will be up to traditional retailers 
to change in order to be relevant in an ever-changing 
marketplace. 

This report summarizes highlights from TimeTrade’s 
consumer retail and retail decision maker surveys 
and has input from industry analysts and the retailers 
themselves. The report discusses consumers’ 
expectations and how retailers plan to meet them.
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• Consumers still look to the in-store experience: 72% plan to shop in stores as much as 
they did last year and 18% report they expect to shop in stores more than last year

• Consumers like to touch and feel things: 85% of consumers report they like to shop 
in stores because they want to “touch and feel the products” before making final 
purchasing decisions

• Prompt service is what consumers value most: Consumers rank prompt service, 
personalized service and smart recommendations as what they value most when shopping 
in a retail store

• The majority of consumers will abandon a dressing room and store altogether if not given 
prompt attention: 85% of consumers would consider abandoning a dressing room and 
leaving the store altogether if an associate was not promptly available to help

• Consumers prefer to purchase items in-store: If an item is available online or in a 
nearby store, 71% of respondents will buy the product in the store (a 6% increase 
from last year), 27% of respondents choose to buy the item online and only 3% 
choose to buy the item on their mobile device

2.1  Key Findings

2

• More than half of consumers like Uber because of the convenience: 52% of 
consumers indicate they like Uber for the convenience, followed by the service is lower 
cost and that it is an alternative to traditional services
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2.1  Key Findings (cont.)

• There is an omni-channel disconnect between retailers and consumers: Retailers indicate 
that the call center is their lowest priority, while consumers indicate this channel is their 
number one service complaint

• Consumers do not feel that big name brands are providing VIP-like service: Only 27% 
of consumers feel that traditional big name brands (big box retailers, airlines, rental car 
services, etc) are trying to provide VIP-like service to everyday customers

• Mobile purchasing is still slow-to-grow: 41% of consumers bought an item on their 
mobile device only 1 to 5 times last year and 38% report they have never made a 
purchase on their mobile device

• Consumers like that pure-play e-commerce players are opening physical stores: 
68% of consumers like the option of going into an Amazon, Warby Parker or 
Bonobos physical store

• Retail decision makers rank POS technology as top investment: Retail decision 
makers’ top three technologies investments for 2016 are POS technologies (65%), 
social selling (63%) and analytics (49%)

2
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2.1  Key Findings (cont.)

• Retail decision makers look to social marketing: Retail decision makers indicate they are 
looking to marketing campaigns through social (79%), special in-store events such as sales 
(74%) and mobile ads (54%) to drive in-store traffic

• Beacon technology is not a priority for retailers: Nearly half of the retail decision 
makers (47%) report they are “not interested in beacon technology,” 40% report they 
are “interested but waiting for solutions to mature,” while 8% “plan to implement in 
the next 18 months” and only 5% currently have the beacons deployed in their store

• Consumers would like if a jeweler knew their preferences ahead of time: 81% report if 
they were making an important purchase such as an engagement ring, they would like 
it if the jeweler was expecting them and knew their preferences (such as budget, ring 
shape, etc.)

• Consumers are willing to book an appointment with their retailer: 59% of consumers 
would schedule an in-store appointment (from any device) with a store associate at a 
time that is most convenient for them

2
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2.2  Report Scope and Structure
State of Retail 2016 is structured as follows:

3

4

5

6

7

8

9

10

11

12

Section Three reviews how the in-store experience is more crucial 
than ever as survey results indicate that consumers are visiting stores 
more than last year 

Section Four discusses how leading companies are restructuring 
customer expectation by setting the bar high with convenient, 
affordable products or services in real-time

Section Five discusses how there is a continued convergence of 
digital and physical retail and how pure-play e-commerce players are 
opening physical stores

Section Six discusses retail technologies and retailers’ plans for 2016

Section Seven discusses the omni-channel disconnect between 
retailers and consumers

Section Eight discusses mobile purchasing is still slow-to-grow

Section Nine discusses retailers’ marketing plans for 2016 

Section Ten discusses sub-vertical survey results

Section Eleven discusses what’s next for retailers

Section Twelve Conclusion

2
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3 In-Store Experience More Crucial Than Ever

TimeTrade recently conducted a survey of 
5,444 consumers, which asked in-depth 
questions regarding their perceptions and 
behaviors around retail shopping. What the 
survey reveals is that consumers plan to shop 
in stores as often, if not more in 2016, and that 
the in-store experience is more crucial than 
ever.

When asked “In 2016, do you plan to shop 
in stores as often as you did last year?” 72% 
answered “Yes” and 18% report they expect to 
shop in stores more often than they did last 
year (Figure 1). This is a 3% increase from 
TimeTrade’s research in 2015.

When consumers were asked, “If an item you 
want is available online or in a nearby store, 
do you buy the product in the store, online or 
on your mobile device?” 71% of respondents 
answer “In the store,” (a 6% increase from last 
year) with only 27% of respondents choosing 
to buy the item online, and only 3% choosing to 
buy the item on their mobile device (Figure 2).

72%

18%

10%

Yes, I expect to shop in stores as often as I did in 2015

Yes, I expect to shop more often in stores than I did last year

No, I don’t expect to shop in stores as often as I did last year

71%

3%

27%

In the store

On my mobile device

Online
Figure 1. Consumers: In 2016, do you plan to 

shop in stores as often as you did last year?

Figure 2: Consumers: If the item you want is 

available online and in a nearby store, do you 

prefer shopping in a store, online or on your 

mobile device?
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And, with the same driver as last year, the main 
reason 85% of consumers report they like to 
shop in stores, is because they want to “touch 
and feel the products” before making final 
purchasing decisions.

When asked “What do you value most when 
shopping in a retail store?” 54% of respondents 
answered “Prompt service,” followed by “A 
personalized experience” (30%) and “Smart 
recommendations” (16%) (Figure 3).

As you can see by the survey results, prompt 
service is overwhelmingly the top priority for 
consumers when shopping in a store.

In turn, when asked, “If you try on clothes 
in a dressing room and find that you need a 
different size, but no associate is available 
to help, would you consider abandoning 
the dressing room and leaving the store 
altogether?” a resounding 85% of consumers 
respond “Yes” (Figure 4). And, when broken 
down by demographic, 87% of Millennials and 
86% of Gen Z also answer “Yes.”

Not just retailers, but all companies should 
take these data points as a sounding bell, that 
despite all devices and apps that consumers 
use today, the way they gauge their customer 
experience is by their quality of help. If 
organizations today do not offer immediate 
help, the result may be a lost sale and perhaps a 
loss in brand loyalty.

Figure 4. Consumers: If you try on clothes in a 

dressing room and find that you need a different 

size, but no associate is available to help, would 

you consider abandoning the dressing room and 

leaving the store altogether?

Figure 3. Consumers: What do you value most 

when shopping in a retail store?

The In-Store Experience (cont.)

Prompt Service

54%

30%

16%

A Personalized 
Experience

Smart 
Recommendations

Yes

No
15%

85%
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So why is it that 85% of consumers are willing 
to abandon a dressing room and leave a 
store altogether if a store associate is not 
readily available to help them? Simply put, 
consumer behavior is changing, and leading 
disruptive companies are reshaping customer 
expectations. These companies are raising 
the bar very high for customer experience as 
they provide affordable help in real-time. This 
concierge-like service model for the masses 
has set the stage for what is now called the 
Concierge Economy.

The Concierge Economy is defined as disruptive 
brands (such as Uber) providing information 
at consumers’ fingertips (mobile or web), then 
providing the service (such as taxi service) 
instantly, at a reasonable cost. Rackspace’s 
Futurist, Robert Scoble, in one of his live 
streaming Tech On Deck episodes on “Digital 
Feudalism” described the reason for such rapid 
change in consumer markets…

And, as Millennials overtake Baby Boomers as 
the largest demographic in the U.S., so does 
their buying power. Any company marketing to 
consumers today must also keep in mind that 
Millennials and Gen Z (20 and under) are the 
most tech savvy generations to date. As these 
generations use devices at their fingertips, 
converting their digital first touch into a more 
valuable level of engagement all the way 
through the point of sale, is key.

“We now have an ability to create new 
marketplaces because of our mobile 
phones. What we are doing in our 
hands is changing how we work and 
how we do things, and is completely 
different from 10 years ago.”

   -  Robert Scoble, Futurist, Rackspace

4 Leading Companies Are Reshaping Customer Expectations

http://www.ustream.tv/recorded/66929848
http://www.ustream.tv/recorded/66929848
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Leading Companies Are Reshaping Customer Expectations (cont.) 4

An example of an on-demand service that has 
raised the bar of customer expectations is 
Uber. Uber, a ride-sharing service founded in 
2009, is now valued at over $50 billion dollars 
with a presence in 58 countries and 300 cities 
worldwide.

In the same TimeTrade survey, consumers 
were asked “If you use an on-demand service 
such as Uber, what is the appeal?” Fifty-two 
percent of respondents report that it is because 
“The service is more convenient,” followed by 
49% choosing “The service is lower cost” and 
35% reporting “I like that it is an alternative to 
traditional services” (Figure 5).

When broken down by demographic, Gen Z 
and Millennials are the demographics that 
most like Uber because it is more convenient 
and lower in cost (Figure 6).

52% 49%

35%

14%

The service is more convenient

The service is lower cost

I like that it is an alternative to traditional services

I like that it is a service offered by my peers

Figure 5. Consumers: If you use on-demand 

services such as Uber, what is the appeal? 

(Choose all that apply) 
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Leading Companies Are Reshaping Customer Expectations (cont.) 4

So for consumers, the most appealing traits of 
Uber are convenience and lower cost. In this 
case, convenience means putting an application 
in the everyday consumers’ hands that allows 
for immediate service, compared to a traditional 
taxi where you have to wait for availability.

Jeremiah Owyang, Founder of Crowd 
Companies, and the leading researcher on 
collaborative, peer-to-peer companies such as 
Uber notes…

“People of all ages are adopting the 
Concierge Economy as it lends to 
improving convenience, a lower cost 
alternative, and a unique experience 
they can’t normally get”

  -  Jeremiah Owyang, Crowd Companies

Uber has been clearly disruptive in terms of 
transportation and is now considered a very 
large company serving consumers worldwide. 
So what about traditional enterprises that want 
to serve customers in a similar way?

TimeTrade respondents were asked “The 
Concierge Economy is defined as disruptive 
brands (such as Uber) providing information 
at consumers’ fingertips (mobile or web), then 
providing the service (such as taxi service) 
instantly, at a reasonable cost. Do you feel that 
traditional big name brands (big box retailers, 
airlines, rental car services, etc) are trying to 
adapt to this model and provide VIP-like service 
to everyday customers?” (Figure 7).

Figure 6. If you use on-demand services such as Uber, what is the appeal? (Choose all 

that apply)

The service is more convenient

The service is lower cost

I like that it is an alternative to traditional services

I like that it is a service that is offered by my peers

Gen Z Millenials Gen X Baby Boomers

61% 58% 50%

18% 13% 13%12%

51% 49% 48% 46%

32% 38% 36% 34% 38%

http://crowdcompanies.com/
http://crowdcompanies.com/
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Leading Companies Are Reshaping Customer Expectations (cont.)

In this case, 57% of respondents replied 
“Somewhat.” With only 27% of the respondents 
replying “Yes.” This means that traditional big 
name brands in these categories need to strive 
to provide a concierge-like service model in 
order to compete with the likes of Uber who are 
gaining market share exponentially.

So, as companies such as Uber continue 
to shape and raise the bar for customer 
expectation, larger enterprises must be willing 
to adapt to this type of concierge-like service 
model. Those who do not will lose out to 
players who are willing to continually adapt 
to consumers’ ever-changing service needs. 
Today’s enterprises must keep in mind that 
when it comes down to the fundamental need of 
help, today’s leading companies are continually 
redefining the type of help that is offered and 
subsequently reshaping expectations.

In regards to the data point above, Owyang 
comments…

“Large established corporations must 
adjust their business model to this 
new economy, by offering similar 
services based on on-demand models, 
lower cost alternatives and unique 
local experiences”

4

57%
27%

16% Yes

No

Somewhat

Figure 7. Consumers:  Do you feel that 

traditional big name brands (big box retailers, 

airlines, rental car services, etc) are trying to 

adapt to this model and provide VIP-like service 

to everyday customers? 
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5 The Continued Convergence of Digital and Physical Retail

So as consumers are more demanding than 
ever, and leading companies are still reshaping 
consumers’ expectations, we also continue to 
witness an emerging hybrid model of digital and 
physical retail.

Pure-play e-commerce retailers continue to 
rollout pop-up or physical stores, which are 
proving to be extremely profitable. For example, 
Shoes of Prey, was strictly an online custom-
shoe provider, until customers continually asked 
to try on shoes before buying them. Shoes 
of Prey now has physical stores in Australia 
and stores within a store, in select Nordstrom 
Stores. The relationship between the two has 
been so successful, that Nordstrom recently 
invested $15.5 million into the shoe retailer.

Shoes of Prey founder, Jodie Fox told TimeTrade…

“After starting Shoes of Prey as a 
Pure-Play retailer in 2009, we quickly 
found that the most prominent 
reason women were hesitant to buy 
was because they wanted to see the 
product – to understand the quality, 
construction, color. They would turn 
up unannounced to our offices asking 
to see shoes. There was no better 
evidence to show that we needed a 
physical presence. 

I personally don’t believe that offline 
will ever cease to be relevant.”

https://www.shoesofprey.com/
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At a recent Intersect Retail conference in 
New York City, Aimee Cheshire, President 
at the women’s clothing company, Hey 
Gorgeous, said they opened a showroom in 
New York City so customers can come into 
the city for a shopping experience, and can 
try on clothes before buying them online. At 
the same conference, Brad Andrews, Chief 
Merchandising Officer at men’s clothing 
company Bonobos, revealed how the company 
has opened 20 “guide” shops so customers 
can be fitted before they buy online (no 
inventory is kept in-store and they leave the 
store empty handed). Andrews says the guide 
shop model has greatly reduced returns, 
which are a bad experience for customers and 
costly to Bonobos (due to free shipping).

So, for these e-commerce players, a physical 
location is proving beneficial, but how do 
consumers feel about this blend of digital 
and physical retail? When asked how they 
feel about traditional e-commerce companies 
like Amazon, Warby Parker, and Bonobos 
opening physical stores, or temporary pop-up 
stores, 68% of consumers report they like the 
option of going to the physical store for these 
retailers (Figure 8).

And, when broken down by demographic, 71% 
of both Gen Z and Millennials like the option 
of being able to go to a physical store for 
these e-commerce retailers, followed by Baby 
Boomers (67%), then Gen X (64%) (Figure 9).

Figure 8. Consumers: Many traditional 

e-commerce companies like Amazon, Warby 

Parker, and Bonobos are opening physical 

stores, or temporary pop-up stores, to let 

customers try on the products before they buy. 

How do you feel about this trend?

5

68%

21%

11%

I like the option of being able to go into the physical store

It doesn’t really matter to me

I would rather shop strictly online with these e-commerce retailers

The Continued Convergence of Digital and Physical Retail (cont.)

http://intersectretail.com/
http://www.heygorgeous.com/
http://www.heygorgeous.com/
https://bonobos.com/


19

Sahir Anand, Vice President of Research and 
Principal Analyst at EKN Research notes…

Figure 9. Consumers By Demographic: Many traditional e-commerce companies like Amazon, 

Warby Parker, and Bonobos are opening physical stores, or temporary pop-up stores, to let 

customers try on the products before they buy. How do you feel about this trend?

“I am not surprised in the least bit 
by what Bonobos is trying to do with 
stores. Brick-and-mortar stores 
are undoubtedly the hubs of omni-
channel commerce as 90% or more 
revenue is still emanating from 
stores. Having said that, customers 
need a hybrid experience as in 
today’s stores, almost a third of sales 
are directly influenced by digital 

channels1 and this number is likely 
to continue to grow further. In store 
and online shopping experiences 
are converging and a blended 
and seamless “digital” shopping 
experience that combines the best 
of both worlds is one of the leading 
reasons for the brick-and-mortar 
store’s digital transformation.”

5

I like the option of being able to go into the  physical store

It doesn’t really matter to me

I would rather shop strictly online with these 
e-commerce retailers

Gen Z Millenials Gen X Baby Boomers

17%

12%

15%

14%

27%

7%

24%

12%

71% 71% 64% 67%

The Continued Convergence of Digital and Physical Retail (cont.)

1EKN Omni-channel Benchmarking Survey, 2014
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“Often retailers who start as 
e-commerce players outperform 
brick-and-mortar retailers in terms 
of maximizing their retail locations 
because they recognize the value of 
the brand beyond just their products 
sold. More than just “touch and feel,” 
these retail locations provide a curated 
branded experience and additional 
customer services that extend offline. 
The e-commerce/physical store-hybrid 
model will soon become the standard 
for both old and new retailers.”

“There is an opportunity that exists 
for retailers to blend their online and 
in-store experience for customers. For 
example, interactive digital signage 
that is triggered by gestures, or using 
your phone to trigger NFC tags for 
additional product information. Each 
of these is a way for retailers to blur 
the line between the in-store and online 
experience, and that is what will define 
an exceptional customer experience.”

Johm Pham, Research Lead of L2 Research 
also comments…

Dave Rodgerson, Retail Industry Lead, 
Microsoft Canada says…

5The Continued Convergence of Digital and Physical Retail (cont.)
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So once a consumer is in the store, what 
are retailers doing to improve the customer 
experience or capture customer data in order 
to provide a more personalized service in the 
future?

TimeTrade recently surveyed 100 senior-level 
executives in retail and asked them about 
their plans regarding customer experience. 
When asked “What are the top 3 retail 
technology investments you have budgeted 
for 2016?” the top three technologies were 
POS technology (65%), social selling (63%) 
and analytics (49%) (Figure 10).

When asked “What is your view on beacon 
technology in retail?” nearly half of the 
retail decision makers (47%) report they are 
“not interested in beacon technology” and 
40% report they are “interested but waiting 
for solutions to mature” while 8% “plan to 
implement in the next 18 months” and only 
5% currently have beacons deployed in their 
stores (Figure 11).

6 Retail Technologies

Figure 10. Retail Decision Makers: What are the top 3 retail technology investments you have 

budgeted for 2016?

POS Technology

Social Selling

Analytics

Video

Integrated Omni Channel (combining online 
and in-store elements

Wearable Technology to  serve customers

Beacon Technology

Augmented Reality

3D Printing

65%

63%

49%

36%

31%

21%
6%

4%
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In contrast, when TimeTrade asked 
consumers “How do you feel about retailers 
using in-store technologies such as 
beacons and wi-fi to monitor your in-store 
behavior?” 44% answer “I don’t mind if it 
ends up benefiting me as a customer,” 39% 
answer “I don’t like it,” while 17% do not 
care either way (Figure 12). Broken down by 
demographic, the age groups that seemed 
to be least bothered by such technologies 
were Gen Z (56%) and Millennials (53%). 

6

Not Interested in beacon technology

Interested but waiting for more mature solutions

Plan to implement in the next 18 months

Currently deployed in our stores

Figure 11. Retail Decision Makers: What is your view on beacon technology in retail?

Figure 12. Consumers: How do you feel 

about retailers using in-store technologies 

such as beacons and wi-fi to monitor your 

in-store behavior?

47%

40%
8%

5%

44%

39%

17%

I don’t like it

I don’t mind if it ends up benefiting me as a customer

I don’t care either way

Retail Technologies (cont.)
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When survey respondents were asked “How 
do you feel about in-store technologies that 
use augmented reality (such as a magic 
mirror) to automatically show you how 
a product would look on you in different 
colors?” 45% of respondents report “I 
would have to see how well they work” 
and 38% answer “I like the idea of these 
technologies” (Figure 13). 

So, there is an obvious gap here, while nearly 
half of consumers have somewhat of an 
interest in augmented reality or don’t mind 
beacon technologies, only 4% and 6% of 
retailers respectively have planned investment 
in these areas (see Figure 11). Obviously 
retailers are slow to implement technologies 
that could be capturing valuable customer 
data.

Beacons and magic mirrors are automated 
technologies that help consumers directly, but 
what about technologies that assist the store 
employees? This notion of the “Appleization 
of Retail,” where store associates greet 
consumers with tablets and then guide 
them to the appropriate part of the store, is 
becoming more and more relevant.  

TimeTrade asked consumers “Would you feel 
more confident that you were going to receive 
prompt, personal service if you saw that 
associates in a retail store were collaborating 
with each another on mobile devices (such as 
tablets and smartphones) to help customers?” 
and more than half of the respondents (57%) 
answer “Yes” (Figure 14).

6

Figure 13. Consumers: How do you feel about 

in-store technologies that use augmented 

reality (such as a magic mirror) to 

automatically show you how a product would 

look on you in different colors?

I don’t like it

I don’t mind if it ends up benefiting me as a customer

I don’t care either way

45%

38%

17%

I like the idea of such technologies

I would have to see how well they work

These types of technologies do not interest me

Retail Technologies (cont.)
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Figure 14. Consumers: Would you feel 

more confident that you were going to 

receive prompt, personal service if you 

saw that associates in a retail store were 

collaborating with each another on mobile 

devices (such as tablets and smartphones) to 

help customers?

Of the age groups, Millennials (with 72%) are 
the demographic that is most confident they 
will receive prompt, personalized service when 
they see associates collaborating with each 
other on mobile devices (Figure 15). 

Figure 15. Consumers By Demographic: 

Would you feel more confident that you were 

going to receive prompt, personal service if 

you saw that associates in a retail store were 

collaborating with each another on mobile 

devices (such as tablets and smartphones) to 

help customers?

Consumers were also asked “If you could 
schedule an in-store appointment (from any 
device) with a store associate at a time that 
is most convenient for you, would you?” and 
59% of consumers answered “Yes” (Figure 16) 
and when broken down by demographic, 71% 
of Millennials answered “Yes” followed by Gen 
Z with 63% (Figure 17).

6

43%

57%

Yes

No

Gen Z

No Yes

Millennials

Gen X Baby Boomers

34%

28%

46%

65%

66%

72%

54%

35%

Retail Technologies (cont.)
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Figure 16. Consumers: If you could 
schedule an in-store appointment (from 
any device) with a store associate at a 
time that is most convenient for you, 
would you?

Figure 17. Consumers By Demographic: 
If you could schedule an in-store 
appointment (from any device) with a 
store associate at a time that is most 
convenient for you, would you?
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66%

72%
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35%

Retail Technologies (cont.)
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Consumers choose text notifications (55%) 
as the top service to accompany appointment 
scheduling followed by self-service check-
in via a kiosk (45%) (Figure 18), while at the 
same time, retail decision makers choose text 
notifications (39%) as the most prioritized 
add-on to appointment scheduling followed 
by in-store collaboration with mobile 
devices (34%) (Figure 19).

Consumers were also asked “If you started 
a purchase online, but then abandoned 
the process and decided to go into the 
store instead, would you l ike it if  store 
associates knew the items you had put 
into your online shopping cart so they 
could help answer any questions?” with 
59% responding “Yes” (Figure 20).  And, 
in terms of age groups, Gen Z (68%) and 
Millennials (67%) are the demographics 
that most l ike this capabil ity (Figure 21).

Figure 18. Consumers: If you were able 
to schedule an appointment with a store 
associate, what additional services 
would you also like to have with this 
appointment?

Figure 19. Retail Decision Makers: If 
you were able to offer appointment 
scheduling to your customers, which of 
the services would you also like to offer?
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30%

16%

55%

39%

32%

34%

16%

12%

45%

21%

Text notifications about the status of the appointment

Remote check-in

In-store collaboration among sales associates (on mobile 

devices) to handle lobby flow

Queuing in the lobby

Self-service check in via a kiosk

Text notifications about the status of the appointment

Remote check-in

In-store collaboration among sales associates (on mobile 

devices) to handle lobby flow

Queuing in the lobby

Self-service check in via a kiosk
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However, only 24% of retailers currently have 
the capability to view a customer’s online 
shopping cart (Figure 22) and only 12% look 
to implement the capability in the next 18 
months. This begs the question of whether 
a customer is having a true omni-channel 
experience, or a consistent experience across 
all channels.

Figure 20. Consumers: If you started a 
purchase online, but then abandoned 
the process and decided to go into the 
store instead, would you like it if store 
associates knew the items you had put 
into your online shopping cart so they 
could help answer any questions?

Figure 21. Consumers By Demographic: If 
you started a purchase online, but then 
abandoned the process and decided to go 
into the store instead, would you like it if 
store associates knew the items you had 
put into your online shopping cart so 
they could help answer any questions?

6

41%

59%

Yes

No

I like the option of being able to go into the  physical store

It doesn’t really matter to me

Gen Z Millennials Gen X Baby Boomers

68% 67% 55% 46%

32% 33% 45% 54%
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Figure 22. Retail Decision Makers: Are your in-store associates currently able 
to view a customer’s online shopping cart to see if they have items that are 
still there, but not purchased?

6

38%

24%

12%

26%

We currently have this capability

We do not have this capability

We do not have this capability but look to implement in the 

next 18 months

We are not interested in this capability

Retail Technologies (cont.)
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7

Figure 23. Consumers: Do you feel 
that retailers today are providing a 
consistent customer experience across all 
channels (web, email, social media, call 
center, in-store, mobile and text)?

Figure 24. Consumers: Do you feel you 
are currently providing a consistent 
experience across all channels (web, 
email, social media, call center, in-store, 
mobile and text)?

Omni-channel – A Disconnect Between Retailer and Consumer

In continuing the discussion from Figures 21 
and 22, consumers were asked if they truly 
feel retailers today are providing a consistent 
customer experience across all channels. 
Fifty-five percent answered “Somewhat” with 
only 26% answering “Yes” and 20% responding 
“Needs great improvement (Figure 23).

In contrast, when the retailers themselves 
were asked if they are currently providing a 
consistent experience across all channels, 
44% answer “Somewhat,” 51% answer “Yes” 
and 5% answer “Needs great improvement” 
(Figure 24).
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When consumers were asked what channels 
retailers are the poorest in, in terms of 
providing customer service, consumers top 
three choices are call center (51%), in-store 
(26%) and social (23%) (Figure 25).

When retailer decision makers were 
asked what channels are top priority for 
improving customer experience in 2016, 
the top answers are social media (29%), 
web (26%), and in-store (20%) with call 
center last with 5% (Figure 26).

It is important to note the relationship 
between Figures 25 and 26. It only makes 
sense that as retailers seem to make 
call centers their lowest priority, it is the 
consumers’ number one service complaint. 
Retailers should look to revamp their 
call center strategy and use it more as a 
marketing tool to be more proactive with 
personalized marketing campaigns, or 
implement technologies that can help improve 
customer experience on this channel. 

Figure 25. Consumers: What channels 
do you feel are the poorest in terms of 
retailers providing customer service?

Figure 26: Retail Decision Makers: What 
channel is top priority and largest for 
improving customer experience in 2016?
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Consumers are still slow to make purchases 
on their mobile devices. As consumers were 
asked how many times in the last year they 
bought something using a phone or mobile 
device, which they could have bought in a 
store, 41% of consumers responded only 1 
to 5 times and 38% reported they have never 
made a purchase on their mobile device 
(Figure 27). And, as indicated back in Figure 
2, only 3% of consumers will purchase an item 
that they want on their mobile device.

What consumers are using their mobile devices 
for are comparing prices (65%) researching 
different products (54%) and finding the nearest 
store location (51%) (Figure 28). 

Broken down by demographic, Millennials 
(75%) and Gen Z (74%) are the age groups 
the are most likely to use their mobile 
devices to compare prices, followed by 
research different products 65% and 64% 
respectively (Figure 29).

Figure 27. Consumers: How many 
times in the last year have you bought 
something using a phone or mobile 
device, which you could have bought 
in a store?

Figure 28. Consumers: When I’m looking 
to buy something, I use my mobile device 
most often to:

Mobile Purchasing Still Slow To Grow

41%

54%

38%
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I never have

1-5 times

6-10 times

More than 10 times

Compare prices

Research different products

Find the nearest store location

Make my purchase
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Figure 29. Consumers By Demographic: When I’m looking to buy something, I use my 
mobile device most often to:

Compare Prices

Research different products

Find the nearest store location

Make my purchase

Gen Z Millennials Gen X Baby Boomers

74% 75% 65% 44%

64%

55% 46% 52% 51%

23% 21% 18% 7%

65% 51% 34%

8Mobile Purchasing Still Slow To Grow (cont.)
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9

Figure 30. Retail Decision Makers: What are some major initiatives your 
organization is using to drive in-store traffic? 

Retailers’ Marketing Initiatives 

As consumers are using their mobile devices 
mostly to compare prices, retail decision 
makers are trying to find the best ways to 
engage with them. Retail decision makers 
indicate they are looking to marketing 
campaigns through social (79%), special in-
store events such as sales (74%) and mobile 
ads (54%) to drive in-store traffic (Figure 30).

Consumers respond that special promotions 
displayed on retailers’ web sites (55%), print 
ads (49%) and email campaigns (38%) are top 
initiatives that will most likely drive them into 
the store (Figure 31).

Marketing campaigns through social
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Figure 31. Consumers: Of the following marketing initiatives by retailers, which 
ones are most likely to drive you into their store?

Print ads

Special promotions displayed on their website

Email campaigns

Mobile ads

Text notifications that you have given 
permission to receive

Marketing campaigns through social

Location based promotions that you have opted 
into through a retailer’s mobile application
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Figure 32. Retail Decision Makers: Is 
your organization trying to cater to 
certain demographics such as Millenials 
or Gen Z (20 and under)?

An article on TechCrunch titled “The 
Future Of Shopping Is All About Contextual 
Commerce,”2  describes contextual 
commerce as “the idea that merchants 
can seamlessly implement purchase 
opportunities into everyday activities and 
natural environments. In other words, 
people can buy anything, anytime, anywhere, 
with the click of a button … or even just 
their voice. It’s the concept behind the buy 
buttons you’ve seen rolling out on platforms 
like Instagram, Pinterest and Facebook.” 

John Pham notes:

Retail decision makers are also looking at 
segmented age groups as 40% respond 
they are currently trying to target certain 
demographics and 12% answer they will try 
to target certain demographics in the next 18 
months (Figure 32).

Sixty-two percent of retail decision makers 
indicate the demographic they are looking to 
target most are the Millennials followed by 
Gen X (56%), then Baby Boomers (40%) then 
Gen Z (12%) (Figure 33).

“Customers should begin to expect 
more relevant, targeted marketing 
throughout more daily touchpoints. 
Email marketing continues to 
grow more sophisticated through 
localization and personalization. 
In the past year, major social media 
platforms including Facebook, 
Instagram, and Twitter have rolled 
entire suites of advertising products 
in hopes of winning over the lion’s 
share of the shift in advertising 
dollars. Look for brands to adapt 
their marketing objectives for these 
new social advertising products and 
for mobile at large in 2016.”

We plan to target 

specific demographics 

in the next 18 months

No

Yes

46%

12%

40%

9Retailers’ Marketing Initiatives (cont.)

2 ”The Future of Shopping Is All About Contextual Commerce,” TechCrunch.com
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Figure 33. Retail Decision Makers: If 
you are currently or planning to cater to 
specific demographics, which ones?

Sahir Anand comments…

“Millennial affinity is not just about 
a hype-cycle, mobile, social and new 
technologies such as internet drones, 
beacons and wearable technology. 
This group cares a lot about the good 
old “great shopper experience. In fact, 
Millennials value being delighted by 
retailers to the extent that they are 
putting money where their mouths 
are as they are willing to spend on 
average 31.6% more compared to last 
year for a unique experience in retail; 
with 2 in 5 people spending above 30% 
in such a case. The average age of 
a retail associate is not far off from 
the Millennial age group so there is 
a comfort level between these groups. 
Not to mention, Millennials continue 
to embrace deeper personalization, 
online and social interaction in 
greater numbers compared to 
Boomers and others, therefore 
assisted selling via an appointment 
with a store associate will become 
more mainstream in stores.”
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9Retailers’ Marketing Initiatives (cont.)
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Seth Grossman, COO/CFO of The Worth Collection notes

 “You always have to anticipate the next generation of shopper will be your 
customer. We make sure the design and craftsmanship of our clothing are 
always appealing to our current clients, while also making sure we are well 
positioned to appeal to our next generation of clients.” 

Grossman adds…

“Our apparel business has been growing steadily for 25 years as it has been 
built on a foundation of uncompromising design and pure relationship 
selling. Perhaps unique in the retail space, WORTH has a truly personal 
relationship with every client, and as such we are now finding ourselves in 
that sweet spot of where retail is heading.”

9Retailers’ Marketing Initiatives (cont.)
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10 Retail Sub-verticals

TimeTrade also conducted a survey of 1,064 consumers asking their opinions about customer 
experience when shopping for sub-verticals in retail, which includes apparel, automotive, 
cosmetics, home furnishings, home improvement, jewelry, outdoor gear and wireless. 

What the survey reveals is that the longest time consumers are willing to wait at these 
types of retail stores is 10 minutes. The following table reveals other results from the sub-
vertical surveys:

Retail Sub-Vertical

Apparel

Automotive

Consumer Survey Results

• 59% of Millennials report they would spend more money if a personal 
shopper suggested additional items or accessories

• 73% of Millennials and 62% of Gen Z (20 and under) would be willing to 
provide product specifics ahead of time (such as style and size) for an 
appointment with an apparel associate

• 85% would consider abandoning a dressing room and leaving a store 

altogether if an associate was not readily available to help them

• 80% of consumers report their biggest challenge when trying to receive 
automotive service is scheduling the time

• 87% of Millennials and 82% of Generation X would schedule an 
appointment (on the web or on their mobile device) for automotive 
service

• 75% of consumers would like to receive text notifications about their 
automotive service appointment

Table 1. Consumer Survey Results – Sub-verticals in Retail
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Retail Sub-Vertical

Cosmetics

Home Furnishings

Home Improvement

Consumer Survey Results

• 68% of today’s consumers shop for cosmetics or do their “discovery” 
online but make their final purchasing decisions in the store

• 70% of Millennials would be more likely to buy if a cosmetics associate 
knew their preferences (such as color palate, etc.) before they came into 
the store. 69% of Gen Z (20 and under) report the same

• 68% of consumers prefer to buy their cosmetics in the store, 
versus online

• 74% of consumers prefer to purchase their home furnishings in the 
store, versus online

• 73% of consumers report their biggest challenge when shopping for 
home furnishings is not being able to find an available store associate

• 55% of consumers admit they wander the aisles of a home furnishings 
store until they find help

• 71% of Millennials and 67% of Generation X would schedule an 
appointment (on the web or on their mobile device) to meet with a home 
furnishing associate

• 74% of consumers prefer to purchase their home furnishings in the 
store, versus online

• 56% of consumers admit they wander the aisles of a home improvement 
store until they find an associate

Table 1. Consumer Survey Results – Sub-verticals in Retail (continued)

10Retail Sub-verticals (cont.)
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10

Retail Sub-Vertical

Jewelry

Outdoor Gear

Wireless

Consumer Survey Results

• 81% report if they were making an important purchase such as an 
engagement ring, they would like it if the jeweler was expecting them 
and knew their preferences (such as budget, ring shape, etc.). 87% of 
Millennials say yes to this as well.

• 86% would schedule an appointment to meet with a jeweler at a time 
that was most convenient for them. An overwhelming 91% of Gen Z (20 
and under) report the same

• 83% of consumers would schedule an appointment with a jeweler at an 
off-peak time during the week

• 75% of consumers report their biggest challenge when shopping for 
outdoor gear is not being able to find an available store associate

• 65% of Gen Z and 61% of Millennials report they would be more likely to 
buy if an outdoor equipment associate knew their preferences (such as 
model of kayak, color, etc.) before they come into a store

• When asked “What is the number one reason for poor customer 
experience with your wireless carrier?” respondents chose waiting in 
line at the retail store as the number one reason, even over lack of 
consistent cross-channel experience, service quality and billing

• 65% of consumers say their biggest challenge at their wireless retail 
store is having to wait for an associate

• 69% of consumers would schedule an appointment (on web or on your 
device) to meet with a wireless store associate

Table 1. Consumer Survey Results – Sub-verticals in Retail (continued)

Retail Sub-verticals (cont.)
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11 What’s Next For Retailers

So we have established that the bar for 
customer experience has been set very high 
by disruptive companies such as Uber. To 
add to this disruption, Uber has recently 
launched pilots of its UberRUSH, a same-
day retail delivery service integrated with 
a merchant’s checkout process, UberEATS, 
a food delivery service and UberHOP and 
UberCOMMUTE, ride sharing services which 
may eventually disrupt mass transit.

At the same time, we are seeing other retail 
models taking shape that are also starting 
to restructure the marketplace. For example, 
in Pala Alto, California, former Nest 
executives have launched b8ta (pronounced 
beta), a store with IoT (Internet of Things) 
products. According to an article by the 
Silicon Valley Business Journal,3  b8ta will 
be paid for providing space in its store to 
gadget makers and providing them with 

3“Nest veterans create hands-on store in Palo Alto for indie gadget lovers,” Cromwell Schubarth, BizJournals.com
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real-time insights into how customers are 
interacting with their creations. Products 
in the store will include drones, security 
cameras and virtual reality goggles.

b8ta has installed in-store technology that 
records everything that happens around 
each product and provides intell igence. 
The products are displayed next to a 
tablet that shows price, reviews and more 
detailed videos. 

“The idea for b8ta came from frustration 
I felt when I was shopping around the 
holidays last year,” says CEO Vibhu Norby, a 
former engineer at Nest. “There was this big 
gap between what you could get in a store 
and what you could buy online.”

In a Forbes article,4  Norby is also quoted as 
saying “There are thousands of new physical 
products coming out, but they never touch 
the shelves of stores.”

So, there is no doubt that Norby and his 
b8ta cohorts are reshaping retail with 
this “retail-as-a-service” model, while also 
placing emphasis on the in-store experience 
and the ability to touch and feel things. It 
will be interesting to see the success of this 
model and if others will soon follow suit.

Other companies, such as Buick, are trying 
to accommodate consumers by allowing 24-
hour test drives and BMW provides follow-
up customer service at customers’ homes. 
Meanwhile some automotive brands are 
also toying with the idea of signing sales 
paperwork at buyers’ homes for added 
convenience. The good news for consumers, 
is that all these brands and others are 
striving to offer leading, innovative 
customer service. 

11

4“Former Nest Employees Create A Physical Store Just For The ‘Internet Of Things,’” Aaron Tilley, Forbes.com
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So as leading companies such as Uber are restructuring consumers’ expectations by 
meeting the basic need of help in near real-time, traditional retailers must be agile and 
flexible in their service in order to compete with such disruptive companies. This means 
not only updating back office systems and adopting solutions that can enable next gen 
services, but a company culture of concierge-like service is essential. The TimeTrade 
surveys reveal that consumers still want to go into the store to validate final purchase 
decisions, but at the same time, they do not want to wait more than ten minutes. 
Consumers would like to have a personal shopper help them and they admit they would 
buy more product, but if they do not get prompt attention, 85% will abandon the dressing 
room and leave the store altogether. 

Even pure-play e-commerce companies are realizing the value of an in-person meeting. 
That enabling the consumers to touch and feel the product before purchasing it online, will 
greatly reduce returns and cut cost by not having to pay for shipping. And the emerging 
retail model of the b8ta store in Palo Alto, involves in-person interaction as well. However, 
retailers should also note their current disconnect with customers. The misalignment of 
channels and the fact that consumers do not mind in-store technologies such as beacons, 
but retailers are not making them a priority. There is no doubt that 2016 will be an exciting 
year for retail as more and more solutions and technologies will be used in stores, and 
consumer behavior will continue to change. It is just a matter of the retailers’ ability to 
keep up with the evolution while providing a superior customer experience.

12 Conclusion
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About TimeTrade

TimeTrade provides an appointment scheduling SaaS solution to consumer retail, retail banking, health and 
wellness, higher education and telecom customers. PurchasePath,™ TimeTrade’s appointment-centric customer 
experience solution enables customers to convert digital first touch interactions into a high-value, in-person 
meeting. PurchasePath™ has driven more than 400 million connections between consumers and businesses, 
directly translating into more than $3 billion in commerce every year.

www.timetrade.com
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