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Overview
In June 2010, eDigitalResearch, in partnership with Portaltech Reply, conducted research into how 

consumer interaction with retailers and brands whilst browsing and shopping across channels, is changing. 

It reviewed the key factors in consumer decision making when shopping and browsing via different 

channels  - in store, catalogue, call centre, via the web or on a smartphone device.

The original research established beyond all doubt that the way in which we shop and browse was 

fundamentally changing thanks to the introduction of mCommerce, a trend that we concluded could only 

develop given the incredible uptake of smartphone devices by consumers.

Nine months later, in March 2011, we conducted a similar study to compare results and determine how the 

landscape of multichannel shopping is changing from a consumer perspective and the effect of these 

changes on retail channels. This study found that, in just a short space of time, we have witnessed a 

substantial increase in the rate of change in consumer behaviour and interaction with retail organisations. 

It called to mind the paradigm shift that occurred during the early days of the Internet and online shopping 

– the only difference this time around was the added ability by consumers to shop and browse in traditional 

‘down time’ periods and whilst on the move thanks to the flexibility and portability that smartphones offer.

Now, another twelve months on, we are once again undertaking new research to understand further the rate 

of change that we’re witnessing and its effects on multi-channel browsing and shopping preferences. 

We were interested in investigating how shopping and browsing behaviour across multiple channels has 

changed and evolved over the last year. This would allow us to understand better the rate of change in 

multichannel browsing and shopping preferences and to begin to plot how new future developments may 

effect this, as well as investigate the increasing use of eCommerce via computers and smartphone devices.

Background
The research data used in the report was collected between 29th March and 5th April 2012. The online 

survey was emailed to a nationally representative sample through an external panel provider. A total of 1,103 

responses were collected overall;  509 from smartphone owners and an additional 504 from non-smart-

phone owners.

Aims of the research
The purpose of the research was to look at the growing role of mobile and online channels and how this is 

effecting overall consumer trends in multichannel browsing.

The key objectives were:

� ×�7R�JDLQ�DQ�LQ�GHSWK�XQGHUVWDQGLQJ�RI�FRQVXPHU�EHKDYLRXUV�ZKHQ�EURZVLQJ�DQG�VKRSSLQJ�DFURVV��
 multiple channels

� ×�7KH�ORRN�DW�ZKDW�SURGXFWV�DQG�VHUYLFHV�DUH�HIIHFWHG�PRVW�E\�WKHVH�FKDQJLQJ�WUHQGV�DQG�GHWHUPLQH��
 key areas for growth

� ×�7R�GHWHUPLQH�RI�UDWH�RI�FKDQJH�IRU�NH\�VKRSSLQJ�DQG�EURZVLQJ�WUHQGV�

Key Findings

This latest research makes it clear that in the last twelve months we’ve yet again seen a substantial change 

in the way that consumers are shopping and browsing across a range of different channels that they now 

have at their disposal.

� ×�6PDUWSKRQH�RZQHUV�DUH�FRQWLQXLQJ�WR�VKRS�DQG�EURZVH�DFURVV�YDULRXV�FKDQQHOV��LQFOXGLQJ�QHZ�DQG��
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 established touch points, proving that channel integration will need to be a key area of focus for  

 multichannel retailers.

� ×�2QOLQH�DQG�PRELOH�FKDQQHOV�DUH�FRQWLQXLQJ�WR�JDLQ�VXEVWDQWLDO�WUDFWLRQ��ZKLOVW�WKH�QXPEHU�RI�
 consumers using more ‘traditional’ channels to shop (catalogues, call centres) is dropping 

 significantly year on year.

� ×�+RZHYHU������RI�VPDUWSKRQH�RZQHUV�VWLOO�XVH�FDWDORJXHV�WR�EURZVH��VXJJHVWLQJ�WKDW�PRUH�
 established channels still have a role to play in the multichannel customer journey.

� ×�:KHQ�DVNHG�DERXW�WKHLU�VKRSSLQJ�KDELWV�RYHU�WKH�SDVW�VL[�PRQWKV��MXVW����RI�VPDUWSKRQH�RZQHUV��
 claimed not to have made a purchase in-store. 

� ×�2QOLQH�DQG�LQ�VWRUH�WRXFK�SRLQWV�UHPDLQ�WKH�PRVW�SRSXODU�FKDQQHOV�WR�UHVHDUFK�DQG�EURZVH
� ×�����RI�VPDUWSKRQH�RZQHUV�DUH�QRZ�VKRSSLQJ�RQOLQH�DQG�RQ�WKHLU�PRELOH�RQ�D�UHJXODU�EDVLV�
� �HLWKHU�ZHHNO\�RU�PRQWKO\���,Q�FRPSDULVRQ��RQO\�����RI�WKH�VDPH�JURXS�RI�FRQVXPHUV�DUH�VKRSSLQJ��
� UHJXODUO\�LQ�VWRUH��GURSSLQJ�IURP�����MXVW�WZR�\HDUV�DJR�
� ×�6KRSSLQJ�YLD�D�FDOO�FHQWUH�KDV�VHHQ�D�ELJ�GHFUHDVH�RYHUDOO��HVSHFLDOO\�ZLWK�VPDUWSKRQH�RZQHUV����
� ����RI�VPDUWSKRQH�RZQHUV�FODLP�WR�QHYHU�XVH�WKLV�FKDQQHO��FRPSDUHG�WR�����WKLV�WLPH�ODVW�\HDU��DQG��
 is now the least popular customer touch point to shop with. Less than two years ago in June 2010,  

� FRQVXPHUV�ZHUH�XVLQJ�PRELOH�DSSV�WKH�OHDVW�WR�VKRS��ZLWK�����RI�WKH�VPDUWSKRQH�RZQHUV�VXUYH\HG��
 having never used the channel before.

� ×�7KH�QXPEHU�RI�FRQVXPHUV�VKRSSLQJ�YLD�FDWDORJXH�KDV�RQFH�DJDLQ�GURSSHG�\HDU�RQ�\HDU��MXVW����RI��
 consumers shop through catalogues on a weekly basis, a number which has halved since the results  

 twelve months ago.

� ×�2QOLQH�LV�WKH�PRVW�SRSXODU�FKDQQHO�WR�PDNH�PRQWKO\�SXUFKDVHV�IRU�VPDUWSKRQH�RZQHUV��$OPRVW�
� �KDOI�������VDLG�WKDW�WKH\�VKRS�RQOLQH�RQ�D�PRQWKO\�EDVLV��FRPSDUHG�WR�MXVW�����ZKR�VKRS�LQ�VWRUH��
 during the same time period.

� ×�+RZHYHU��LQ�VWRUH�UHPDLQV�WKH�PRVW�SRSXODU�FKDQQHO�WR�PDNH�SXUFKDVHV�RQ�D�PRUH�UHJXODU�EDVLV���
� ZLWK�RYHU�KDOI�������EX\LQJ�SURGXFWV�LQ�VWRUH�RQ�D�ZHHNO\�EDVLV�
� ×�2QOLQH�ZHE�FKDQQHOV�KDYH�JDLQHG�VLJQLILFDQW�WUDFWLRQ�LQ�PRVW�SURGXFW�DUHDV��H[FHSW�KRXVHKROG�
 supplies and food and drink, where it appears consumer still prefer to shop in-store. The most 

 popular categories to shop online remain Books, CDs & DVDs as well as travel purchases and 

 tickets.

Shopping and browsing via different channels
When asking consumers what channels they had used to shop and browse in the past six months alone, the 

results show a considerable drop in the number of consumers using ‘traditional’ channels to shop, whilst 

online channels, including mobile, are continuing to gain a significant amount of popularity year on year. 

2QOLQH��PRELOH�VLWH�DQG�PRELOH�DSS�XVH�KDV�DOO�LQFUHDVHG��ZKLOVW�ZHÐYH�ZLWQHVVHG�D�GURS�LQ�FDWDORJXH�DQG�FDOO�
centre shopping, whilst in-store levels have stayed at similar levels to what they were twelve months ago.

+RZHYHU��FDWDORJXH�EURZVLQJ�OHYHOV�KDYH�VWLOO�UHPDLQHG�IDLUO\�KLJK��ZLWK�MXVW���LQ���������VD\LQJ�WKDW�WKH\�
never use the channel to research or browse products. This suggests that, whilst emerging channels are 

gaining in popularity, established retail channels still have an important role to play in the overall 

multichannel customer journey. For retailers, it is essential to ensure that all channels are integrated and 

provide customers with a seamless shopping journey, no matter what touch points they use.

In store
The number of smartphone owners that shop in store on a weekly basis has reduced significantly over the 

\HDUV�DQG�QRZ�VWDQGV�DW�MXVW�RYHU�KDOI�������RI�WKRVH�VXUYH\HG��,Q������WKLV�QXPEHU�VWRRG�DW������DQG�MXVW�
WZHOYH�PRQWKV�DJR������RI�VPDUW�SKRQH�RZQHUV�FODLPHG�WR�VKRS�LQ�VWRUH�RQ�D�UHJXODU�EDVLV��7KLV�ODWHVW�VHW�
RI�UHVXOWV�DOVR�VKRZV�D�����GURS�LQ�WKH�QXPEHU�RI�FRQVXPHUV�KRSSLQJ�LQ�VWRUH�RQ�D�PRQWKO\�EDVLV��ZKLOVW�
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OHVV�IUHTXHQW�YLVLWV��HYHU\�����PRQWKV��HYHU\�����PRQWKV�DQG�����WLPHV�D�\HDU��UHPDLQ�DW�VLPLODU�OHYHOV��
+RZHYHU��MXVW����RI�VPDUWSKRQH�RZQHUV�FODLP�WR�QHYHU�VKRS�LQ�VWRUH��LQGLFDWLQJ�WKH�LPSRUWDQFH�WKDW�WKH�KLJK�
street still has to play.

Catalogue
/HVV�WKDQ�KDOI�������RI�VPDUWSKRQH�RZQHUV�FODLP�WR�XVH�FDWDORJXHV�WR�VKRS��D�QXPEHU�ZKLFK�KDV�GURSSHG�
E\�����VLQFH�WKH�ILUVW�VWXG\�LQ�-XQH�������

+RZHYHU��RQO\���LQ���������RI�VPDUWSKRQH�RZQHUV�DGPLWWHG�WR�QHYHU�XVLQJ�FDWDORJXHV�WR�UHVHDUFK�DQG�
browse. In fact, we’ve seen a slight year-on-year increase in the number of smartphone owners researching 

WKURXJK�FDWDORJXHV�HYHU\�����PRQWKV�
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Whilst the consumer demand to shop using the channel is wavering, there is still a role for catalogues to 

play during the researching and browsing part of the consumer journey. For retailers, the challenge now is 

to integrate their catalogue touch points with the rest of their channels. Brands need to be taking advantage 

of the latest technology and developments, such as QR codes and NFC technology, to allow customers to 

buy direct from catalogue pages using their mobile devices, which  are playing an increasingly bigger role in 

customer shopping journey’s.

Call Centre
&DOO�FHQWUH�WRXFK�SRLQWV�KDYH�VHHQ�WKH�ELJJHVW�GURS�RI�DQ\�FKDQQHO�LQ�FRQVXPHU�VKRSSLQJ�OHYHOV��-XVW�����
of smartphone owners claim to use a call centre to shop, with the majority of these doing so just 1-2 times 

D�\HDU��6LQFH�WKH�ILUVW�VWXG\�LQ�-XQH�������WKHUH�KDV�EHHQ�D�����ULVH�LQ�WKH�QXPEHU�RI�SHRSOH�QHYHU�XVLQJ�WKH�
FKDQQHO�WR�VKRS�DQG�QRZ�VWDQGV�DW�����RI�DOO�VPDUWSKRQH�RZQHUV�

Online
����RI�WKH�VPDUWSKRQH�RZQHUV�VXUYH\HG�DUH�VKRSSLQJ�RQOLQH�RU�YLD�WKHLU�PRELOH�RQ�D�UHJXODU�EDVLV��
(either weekly or monthly) demonstrating the importance that online channels are now playing on the 

PXOWLFKDQQHO�PL[��-XVW����RI�FRQVXPHUV�GLGQÐW�VKRS�RQOLQH�LQ�WKH�SDVW�VL[�PRQWKV��D�QXPEHU�ZKLFK�KDV�
halved since the first set of results in June 2010.

Mobile
&RQVXPHUV�DUH�LQFUHDVLQJO\�XVLQJ�WKHLU�VPDUWSKRQH�GHYLFHV�WR�UHVHDUFK��VKRS�DQG�EURZVH������RI�VPDUW-
phone owners have used their devices to browse websites in general, a number which has almost tripled 

VLQFH�WKH�ILUVW�VHW�RI�UHVXOWV�LQ�-XQH�������ZLWK�RQH�WKLUG�������RI�WKRVH�VPDUWSKRQH�RZQHUV�VXUYH\HG��GRLQJ�
VR�RQ�D�GDLO\�EDVLV������RI�VPDUWSKRQH�RZQHUV�XVH�WKHLU�PRELOH�IRU�UHVHDUFK��ZKLOVW�����KDYH�XVHG�WKHLU�
GHYLFH�WR�FRPSOHWH�D�SXUFKDVH��ZLWK���LQ���������VPDUWSKRQH�VKRSSHUV�GRLQJ�VR�RQ�D�ZHHNO\�EDVLV�

%DFN�LQ�-XQH�������MXVW�����RI�VPDUWSKRQH�RZQHUV�ZHUH�XVLQJ�WKHLU�PRELOHV�WR�VKRS�RQ�D�GDLO\�EDVLV���
signalling the incredibly impact that newly launched mobile optimised sites and transactional mobile apps 

have had on mCommerce.
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Products and services purchased
We’ve seen significant growth in the number of people purchasing products online and via their smartphone. 

Like the early days of the Internet, our research over the past two years has shown that smartphone owners 

began by purchasing smaller items from the mobile devices, before moving towards bigger and more  

expensive items as their confidence in the channel continues to grow.

2QOLQH�ZHE�FKDQQHOV�KDYH�JDLQHG�VLJQLILFDQW�WUDFWLRQ�LQ�PRVW�SURGXFW�DUHDV��H[FHSW�KRXVHKROG�VXSSOLHV�DQG�
food & drink, where it appears that consumers still prefer to shop in-store for these items. The most popular 

categories to shop online and via a smartphone device remain travel bookings and books, CD’s, & DVD’s.

Year-on-year, there has been a significant growth in the number of smartphone owners purchasing  

FORWKLQJ�DQG�IDVKLRQ�LWHPV�RQOLQH��2YHU�WZR�WKLUGV�������RI�WKRVH�VXUYH\HG�SXUFKDVHG�FORWKHV�RYHU�WKH�
,QWHUQHW�LQ�WKH�ODVW�VL[�PRQWKV��D����LQFUHDVH�RQ�WKH�UHVXOWV�IURP�ODVW�\HDU��7KHUH�ZDV�DOVR�D����ULVH�LQ�WKH�
QXPEHU�RI�SHRSOH�XVLQJ�PRELOH�RSWLPLVHG�VLWHV�WR�EX\�WKHLU�FORWKHV��D�QXPEHU�ZKLFK�QRZ�VWDQGV�DW�����
ZKLOVW�����RI�VPDUWSKRQH�RZQHUV�DUH�XVLQJ�D�PRELOH�VLWH�WR�UHVHDUFK�DQG�EURZVH�FORWKLQJ�SURGXFWV�DQG�
DQRWKHU����DUH�XVLQJ�PRELOH�DSSV�

More and more smartphone owners are purchasing footwear products through their mobile compared to 

ODVW�\HDUÐV�UHVXOWV��0RELOH�DSS�XVH�KDV�PRUH�WKDQ�GRXEOHG�IURP����WR�����ZLWK�PRELOH�VLWH�XVH�GRXEOLQJ�IURP�
���WR�����,Q�JHQHUDO��WKH�UHVXOWV�GHPRQVWUDWH�D�ELJ�JURZWK�LQ�WKH�QXPEHU�RI�SHRSOH�SXUFKDVLQJ�IRRWZHDU�
items in the past six months.

Consumers are also purchasing more jewellery from their mobile phones. Mobile site purchases have more 

WKDQ�GRXEOHG�RYHU�WKH�SDVW����PRQWKV�IURP����WR�����ZKLOVW�PRELOH�DSS�SXUFKDVHV�KDYH�LQFUHDVHG�IURP����
WR�����7KHUH�LV�DOVR�VLPLODU�JURZWK�LQ�WKH�QXPEHU�RI�SHRSOH�EURZVLQJ�MHZHOOHU\�SURGXFWV�IURP�WKHLU�VPDUW-
SKRQH�ZLWK�����RI�WKH�VPDUWSKRQH�RZQHUV�VXUYH\HG�FODLPLQJ�WR�EURZVH�JRRGV�IURP�D�PRELOH�RSWLPLVHG�VLWH�
and mirroring similar levels to clothing counterparts.

Furniture and homeware retailers have seen an increase in the number of orders through a mobile site with 

RYHU����RI�VPDUWSKRQH�RZQHUV�KDYLQJ�SXUFKDVHG�LWHPV�IURP�WKHLU�PRELOH�GHYLFH�LQ�WKH�SDVW�VL[�PRQWKV�
DORQH��FRPSDUHG�WR�MXVW����RQH�\HDU�DJR��&XUUHQWO\��MXVW�XQGHU�KDOI�������DUH�SXUFKDVLQJ�RQOLQH��D�ULVH�RI�
����RYHU�WKH�SDVW�WZHOYH�PRQWKV�

There has been a massive drop in the number of consumers using call centres to place their food and drink 

orders. In-store overwhelmingly remains the most popular channel to shop for food and drink products. Less 

WKDQ�KDOI�������DUH�FXUUHQWO\�FRPSOHWLQJ�IRRG�VKRSV�RQOLQH��+RZHYHU��WKLV�LV�RQH�SURGXFW�FDWHJRU\�ZKHUH���
XVLQJ�D�PRELOH�DSS�LV�PRUH�SRSXODU�WKDQ�XVLQJ�D�PRELOH�RSWLPLVHG�VLWH�����RI�WKRVH�VXUYH\HG�VDLG�WKDW�WKH\�
KDG�XVHG�D�PRELOH�DSS�LQ�WKH�SDVW�VL[�PRQWKV�WR�SODFH�D�IRRG�DQG�GULQN�RUGHU��ZKLOVW�MXVW����VDLG�WKDW�WKH\�
had done the same on a mobile site.

',<�SURGXFWV�KDYH�WKH�ORZHVW�OHYHOV�RI�RQOLQH�HQJDJHPHQW��KRZHYHU�WKHUH�ZDV�VWLOO�D�����ULVH�LQ�WKH�QXPEHU�
RI�FRQVXPHUV�SODFLQJ�RUGHUV�RYHU�WKH�,QWHUQHW��EULQJLQJ�WKH�RYHUDOO�UHVXOW�XS�WR������7KHUH�ZDV�DOVR�D����
rise over the past twelve months in the number of people shopping online via a mobile site for DIY and  

JDUGHQLQJ�LWHPV��+RZHYHU��LQ�VWRUH�VWLOO�UHPDLQV�WKH�PRVW�SRSXODU�FKDQQHO�ZLWK���RXW�RI���������RI�WKRVH�
surveyed heading to stores to buy their DIY goods.

There’s been some considerable growth in people purchasing travel items and tickets online and via their 

VPDUWSKRQH�GHYLFH��2YHU�WKUHH�TXDUWHUV�������KDYH�XVHG�WKH�LQWHUQHW�WR�VKRS�RQOLQH��ZKLOVW�����DUH��
FRPSOHWLQJ�SXUFKDVHV�WKURXJK�PRELOH�VLWHV�DQG�DQ�DGGLWLRQDO����WKURXJK�PRELOH�DSSV��D�QXPEHU�ZKLFK�KDV�
ULVHQ�E\����LQ�WKH�SDVW�WZHOYH�PRQWKV������RI�VPDUWSKRQH�RZQHUV�DUH�DOVR�WDNLQJ�WR�WKHLU�PRELOH�GHYLFHV�
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WR�UHVHDUFK�DQG�EURZVH�KROLGD\ÐV�DQG�RWKHU�UHODWHG�SURGXFWV��+RZHYHU��ZH�ZRXOG�H[SHFW�WKHVH�QXPEHUV�WR�
grow significantly over the next year as more and more travel brands invest in mobile optimised sites and 

integrate purchase options into their mobile apps. 

%RRNV��&'ÐV��DQG�'9'ÐV�UHPDLQ�WKH�PRVW�SRSXODU�FDWHJRU\�IRU�PRELOH�SXUFKDVHV��2YHU�����RI�VPDUWSKRQH�
owners are using mobile sites and transactional apps to shop online for products. There also appears to 

be a slight preference amongst mobile shoppers to use mobile apps, rather than optimised mobile sites to 

SXUFKDVH�ERRNV��&'ÐV�DQG�'9'ÐV��ZLWK�������SXUFKDVLQJ�WKURXJK�DQ�DSS�LQ�WKH�SDVW�VL[�PRQWKV��FRPSDUHG�
WR�������EX\LQJ�RQ�D�PRELOH�VLWH��+RZHYHU��D�VWDJJHULQJ�����RI�VPDUWSKRQH�RZQHUV�DUH�SXUFKDVLQJ�EX\LQJ�
these goods online.

Rate of change
Between the studies carried out in June 2010 and March 2011, we saw a substantial increase in the number 

of people shopping and browsing online and on their mobile, whilst a decline in the number of catalogues, 

call centres and stores being used to shop and browse.

This time around, we are yet again seeing this continuing trend develop. In-store, catalogues and call 

centre shopping and browsing levels are progressively declining, whilst new and emerging are still gaining 

LQ�SRSXODULW\��D�PXFK�VWHDGLHU�SDFH��+RZHYHU��WKLV�PHUHO\�UHSUHVHQWV�WKH�LPSDFW�WKDW�QHZO\�UHOHDVHG�PRELOH�
optimised sites and transactional mobile apps from some of Britain’s best loved brands had on the channel 

between 2010 and 2011.

2YHU�WKH�FRPLQJ�PRQWKV��WKH�LQWURGXFWLRQ�RI�FRQWDFWOHVV�PRELOH�SD\PHQWV�LV�OLNHO\�WR��RQFH�DJDLQ��
fundamentally change the way in which consumers see and use their phones. The development of mobile 

payments cements the importance that mCommerce has to play in multichannel shopping and 
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browsing customer journey’s and is likely to lead to bigger growth of the channel, something that we will 

track over the next twelve months. The continued development of tablet devices is also likely to affect the 

rate of change, a level that has been unprecedented to date.

Conclusion
2XU�ODWHVW�VHW�RI�FRQVXPHU�UHVXOWV�VKRZ�WKDW�����RI�VPDUWSKRQH�RZQHUV�KDYH�XVHG�WKHLU�VPDUWSKRQHV�WR�
make a purchase as people adopt the easiest and most convenient method for them to complete their 

shopping orders.

It is clear that mCommerce is now making an impact across various product categories as consumer 

confidence in the channel continues to grow. It is therefore essential that all retailers and brands ensure that 

they offer a seamless mobile optimised site or an integrated transactional mobile app to allow mobile 

customers to make a purchase on the move.

The results also highlight the need to provide an integrated multichannel experience. Whilst online and 

mobile channels are growing in consumer popularity, this study has shown that more traditional 

channels, such as catalogues and stores, still have a role to play. For retailers operating these more 

established channels they need to create a dynamic and engaging strategy to involve both their traditional 

and new and emerging channels in the shopping journey. 

+RZHYHU��WKH�QXPEHU�RI�SHRSOH�XVLQJ�FDOO�FHQWUHV�DV�D�SDUW�RI�WKHLU�VKRSSLQJ�DQG�EURZVLQJ�MRXUQH\�KDV�QRZ�
drastically decreased since the first set of results, and is now a practically obsolete channel for those 

purchasing smaller items, such as clothes, books, CD’s and DVD’s and food &drink.

'HUHN�(FFOHVWRQ��+HDG�RI�5HVHDUFK�DW�H'LJLWDO5HVHDUFK��FRPPHQWV��Ò:HÐYH�EHHQ�DEOH�WR�WUDFN�RYHU�WLPH�WKH�
impact that smartphones and the introduction of new technology has had on consumer behaviour and 

buying patterns. This latest set of results makes it clear that mCommerce is now an irreversible trend 

across all sectors and industries, not just for brands selling the smaller, less expensive items that we saw 

WZR�\HDUV�DJR��2XU�VWXGLHV�VXJJHVW�WKDW�P&RPPHUFH�ZLOO�IROORZ�VLPLODU�EHKDYLRXUDO�SDWWHUQV�RI�WKH�HDUO\�
days of the internet, just at a much faster rate of change. Retailers who don’t have a mobile strategy in place 

are losing out and it is essential that all brands, no matter what products and services they offer, provide 

consumers with a quick, simple and seamless mobile shopping solution”.

0DUN�$GDPV��3DUWQHU�DW�3RUWDOWHFK�5HSO\��Ò2XU�UHVHDUFK�KLJKOLJKWV�WKDW�WKH�VXSHU�VKRSSHU�GHPDQGV�JUHDW�
experience wherever and whenever they engage with their chosen retailer. They want that experience to be 

consistent across touch points, to feel valued and to be spoken to as an individual whether in-store, via cata-

logues or the call centre, online or through mobile and tablet devices. This revolution in consumer behaviour 

and consumer expectations will require retailers to effectively align business strategy, process and systems 

to keep pace and ensure they survive and prosper in the digital retail age”.

About eDigitalResearch
eDigitalResearch are insight specialists with an expertise in online and multichannel business. We bring 

passionate researchers, technical experts and art designers together all under one roof to work with clients 
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