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Foreword by Guy Chiswick,
Managing Director,
Webloyalty Northern
Europe
Today’s consumers are increasingly complex,
motivated by a number of different and often
competing drivers. Understanding these factors
is a never-ending task for brands. Demographics
are shifting and the average shopper is likely to
be older, more discerning, time poor and based in
a city. Consumers are becoming more and more
demanding, able to price match at the touch of
a button and expecting low cost and convenient
delivery every time. As a result, margins are being
squeezed and remaining profitable is extremely
challenging, even for the most agile of retailers.
Many companies face the added difficulty of
operating in multiple countries, each with a
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slightly different set of consumer expectations
and economic pressures.
Across the board, this has never been a more
challenging climate for retailers. Political and
economic uncertainty following Brexit and other
major world events is affecting many markets and
businesses are being faced with rising staff, fuel
and commodity prices.
In addition, the phenomenal growth of
ecommerce has utterly transformed the global
retail environment, presenting traditional players
with a logistical and distribution headache and
resulting in some significant casualties. In the US,
growth in e-commerce currently outstrips growth
in bricks and mortar and last year alone a number
of notable retailers including Macy’s, Banana
Republic and Gap announced store closures. In
the UK, many well-known retailers such as BHS,
Woolworths, Staples and Brantano have vanished
from the high street. What’s more, the expansion
of value-oriented retailers that appeal to a more

price-sensitive customer has presented a further
test to companies that have been on our high
streets and in our malls for decades.
Retail rulebooks are being ripped up and
succeeding across multiple channels has become
the holy grail of retailing. Many brands are exploring
totally new ways of operating such as investing
in pop-up stores and reaching out to consumers
directly through social media. The retail store is
being radically re-imagined to suit the digital era
and knowing how to integrate technology and use
it to its full potential is critical - it can be easy to get
led astray by short-lived gimmicks.
Understanding what makes consumers tick is key
and it is for this reason that we conducted in depth
research amongst 5,000 shoppers in 13 countries
to further understand what drives their purchasing
decisions. We wanted to know what shoppers are
most influenced by and how retailers could best
connect and communicate with them. Our aim
was to delve deeper into the profiles of shoppers

in each different country and provide retailers with
invaluable insight into their average consumer.
We wanted to empower the retail industry to drive
forward promotions, innovations, and campaigns
according to what would be most effective for
each consumer group.
Our research shows the importance of not just
focusing on reducing margins and cutting prices.
Retailers need to make sure they design their
offerings, stores and e-commerce sites with
all shoppers in mind, including those who are
motivated by practical considerations such as the
location of stores or ease of returns, as well as
those who are influenced primarily by their peers
and those who are attracted to promotions and
personalised offers.
The current retail environment is facing challenging
times but with Webloyalty’s 5Ps of Shopper
Motivation we believe retailers will have a map to
guide them through previously uncharted waters.
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Introducing
the 5Ps of shopper motivation
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More than 5,000 shoppers in 13 countries
(Brazil, Denmark, Finland, France, Germany, Italy,
Netherlands, Norway, Spain, Sweden, Turkey, UK
and US) were surveyed on what motivated them
when it came to purchasing decisions. Using
a sophisticated model, developed by Oxford
Brookes University Business School, the data was
then then analysed and influencers were grouped
together to develop five different profiles.

The Webloyalty research reveals that there are five
different types of shopper:

The report outlines their shopping habits, loyalty
and advocacy. In addition, the data has been
broken down by country, gender, relationship
status, age and employment status, providing
retailers with vital insight so they can consider
how best to target each category.

– The Personalisation Motivated Shopper

– The Price Motivated Shopper
– The Practicality Motivated Shopper
– The Peer Motivated Shopper
– The Perk Motivated Shopper

Recommendations
1. Nurture your Perk and Peer Motivated shoppers
and they will become your biggest advocates

2. Convenience is king. Keep your Practicality

Motivated shoppers happy and they will be the
most loyal

3. Consider whether personalisation of products and

services is reaping rewards for customer retention
and advocacy

4. Tailor your approach depending on your target

customer. For example, millennials are more peer
motivated than other groups and more likely to
want to communicate over social channels

5. If you’re a multinational retailer, consider

variations in geography. A competitive pricing
strategy could be more important in Brazil than
Norway, for example. A robust delivery policy is
more important in Turkey than in Finland.
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The Price Motivated Shopper
Shoppers who indicated being strongly or moderately
influenced by ‘Pricing/value for money’ and /or ‘Competitive
offers/deals available’. These are the consumers most
influenced by getting the best offer and the lowest price.

WHO ARE THEY?

A
BRAZIL

63%

TURKEY

61%

ITALY

59%

FINLAND

59%

GERMANY

59%

FRANCE

55%

US

53%

SWEDEN

53%

UK

52%

DENMARK

46%

NETHERLANDS

40%

SPAIN

36%

NORWAY

29%

C
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BY COUNTRY

It is perhaps not surprising that Brazilian consumers
are more price motivated than anywhere else in
the world considering the pressure the country
finds itself under. According to the World Bank,
the country is facing a deep recession and
political uncertainty, following the impeachment
of President Rousseff in August 2016, which has
undermined consumer and investor confidence.
Similarly in Turkey, which has the second highest
proportion of Price Motivated Shoppers, growth
has slowed, unemployment is rising and the
geopolitical situation is rocky. More than three
million Syrian refugees have moved across the
border and a series of terrorist attacks have
impacted tourism and foreign investment. Against
this backdrop, the Turkish consumer has become
increasingly cautious and driven by price.
In contrast, the Norwegian economy is stable and
Norway has the second highest GDP per capita in
the world. According to Santander, Norwegians
are not as price sensitive and the right pricequality relationship is usually more important to
Norwegians than just the low price.

BY GENDER

A

50%

53%

BY AGE

A

44%

47%

18-24

25-34

55%

57%

35-44

45-54

57%

45%

55-64

65+

Millennials are less price conscious than their
parents – an unsurprising finding considering the
importance
D they tend to place on values. They are
often referred to as “conscious capitalists” and a
global survey by Nielsen (1) found that they are the
most willing to pay extra for sustainable offerings,
further proof that price is not as dominant a driver
as it is for others.

9%

MALE

FEMALE

B

22%
MALE

26%
FEMALE

B

12%

They are the largest generation in world history,
with an annual spending wallet of $200billion in
18-24
the US alone
and learning how to25-34
connect with
them, in areas beyond pricing, is vital for retailers
in every market.
Over 65s are generally less price conscious than
others, perhaps because their financial worries
have subsided, having paid off mortgages and
now being in receipt of sizeable pensions.

C

12%

7%

35-44

45-54

6%

4%

1. http://www.nielsen.com/us/en/insights/reports/2015/the-sustainability-imperative.html

8%

9%
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The UK’s Office of National Statistics figures show
that the average pensioner income increased by
an estimated 50% in real terms between 1995 and
2011, more than one in 10 pensioners have total
wealth of £1m or more, helped by spiralling
property prices.
Of course, this doesn’t necessarily apply to all
pensioners as there are considerable variations
between rich and poor, with the richest quarter of
pensioners earning three to four times more than
the bottom quartile.
In contrast, the research shows that 45-64 year olds
are more price motivated than any other category,

perhaps hinting that while they do have more
disposable income than younger generations they
are also compelled to manage it wisely as they may
well live considerably longer than in past decades.
As today’s over 50s are increasingly digitallysavvy, they can price match on their smartphones
or tablets and hunt around for the best price.
According to the Office for National Statistics’
population projections in the UK, the over 50s
category is the fastest-growing demographic, so if
retailers want to strengthen their association with
this demographic they will need to consider their
pricing strategy carefully.

BY OCCUPATION

In full/part-time employment

53%

A full-time student

42%

A full-time apprentice

41%

A homemaker

61%

Currently unemployed

53%

Retired

48%

Contrary to expectations, it is not full time
In full/part-time employment
students or apprentices who are most price
conscious. Instead
an student
army of financially-minded
A full-time
homemakers top the table - more motivated
full-time
apprentice
by priceA than
anyone
else. Those who define
themselves as “homemakers” are most likely to
A homemaker

10

have young children, living off one income and
25%
therefore keen to get the best deal for their family.
The internet, smartphones and 20%
word of mouth
have made it easier to research prices ahead of
24%
time.
29%

Currently unemployed

23%

Retired

20%

In full/part-time employment

9%

A full-time student

10%

The Practicality Motivated Shopper
Shoppers who indicated being strongly or moderately
influenced by ‘Convenient store location’, ‘Delivery policy’ and/
or ‘Returns policy’. These are the consumers most influenced
by having the easiest and hassle-free shopping experience.

WHO ARE THEY?
BY COUNTRY

B
TURKEY

41%

BRAZIL

34%

ITALY

33%

NETHERLANDS

29%

GERMANY

27%

US

25%

SPAIN

19%

SWEDEN

18%

DENMARK

18%

UK

18%

FRANCE

17%

FINLAND

12%

NORWAY

12%

D
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A

Interestingly, UK shoppers are less influenced by
practicality despite retailers going to enormous
A
lengths to offer more same day delivery and
click and collect services. It is possible that when
surveyed, UK consumers do not rate these
practical factors as key motivators because they
now expect these services and take them for
granted. They want every shopping experience to
be easy and hassle free.

44%
50%
18-24
MALE

B

55%
22%
35-44

MALE

C

D

57%

21%

24%

25-34

18-24

25-34

26%

29%

35-44

45-54

21%

19%

55-64

65+

BY GENDER

FEMALE

57%
26%
45-54

FEMALE

45%

8%

9%

MALE

FEMALE

Two-thirds (66%) of female shoppers (compared
D
to 59% of men) said trying out items was a
deciding factor for shopping which might explain
why practical concerns such as a convenient store
location and good returns policy featured more
heavily for women than men.
MALE
18-24

B

47%
53%

Women are more likely to be practically motivated
than men and this could be for a number of reasons.
Research by Retail Dive (2) found that women
55-64
prefer bricks
and mortar stores 65+
as it enables them
to see, touch and feel items something that they
rate highly.

8%
9%

BY AGE

9%
12%

FEMALE
25-34

Older shoppers (over 65s) seem less motivated by
practicalities and logistics than other generations
E is perhaps a reflection of the fact that
and this
they typically have more time to visit shops and
therefore convenience is less critical.
Retail Dive’s research backs this up as it notes that
compared with the average, a higher percentage
of young (less than 35 years) and old shoppers
(65+) cite the need to see, touch, feel and try out
items as a primary
reason they shop
in stores.
18-24
25-34

14%

20%

18%

15%

E

14%
12%
MALE

16%
7%
FEMALE

2. http://www.retaildive.com/news/why-most-shoppers-still-choose-brick-and-mortar-stores-over-e-commerce/436068/
35-44
45-54
35-44

12

6%

4%

12%

45-54

6%

In full/part-time employment

Shoppers at
both ends
of the age spectrum
A full-time
student
— younger and older generations — want to see
A full-time
apprentice
or try products
out
in stores more than their
middle-aged counterparts and therefore favour
A homemaker
bricks and mortar over online.
Currently unemployed
Retired

53%

It is often online shoppers and 42%
perhaps the 4554 age category in particular that is driven by
41% and return
logistical issues such as delivery
policies. Retailers need to remember that if this
61%
Generation X age group is key to their business,
then convenience is a must.
53%
48%

BY OCCUPATION
In full/part-time employment

25%

A full-time student

20%

A full-time apprentice

24%

A homemaker

29%

Currently unemployed

23%

Retired

20%

In full/part-time employment

9%

A full-time student

10%

A full-time apprentice

11%

A homemaker

11%

Currently unemployed

9%

Retired

3%
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BRAZIL

63%

TURKEY

61%

ITALY

59%

FINLAND

59%

GERMANY

59%

FRANCE

55%
53%

US

Peer Motivated Shopper

53%

SWEDEN

Shoppers who indicated being strongly or moderately
influenced by ‘My friends shop here’,52%
‘My family shop here’,
and /or ‘Reviews and/or social media opinions’. These are the
46%
consumers that like to follow the lead of their peers or what’s
being said on Twitter and Facebook. 40%

UK
DENMARK
NETHERLANDS
SPAIN

36%

NORWAY

29%

WHO ARE THEY?

C

BY COUNTRY

TURKEY

21%

US

13%

BRAZIL

12%

ITALY

10%

FRANCE

5%

SPAIN

5%

NETHERLANDS

5%

FINLAND

5%

SWEDEN

5%

UK

5%

DENMARK

4%

GERMANY

4%

NORWAY

3%

E
14
TURKEY

27%

While the Peer Motivated shopper is the smallest
B
group identified in the research, it is the most loyal.
If retailers win the heart of this category, they will
become the most ardent supporters and continue
buying products again and again.

A

21%

Peer Motivated shoppers are most likely to be
found in the US and Turkey, perhaps a sign that
shoppers in these jurisdictions are quicker to turn
18-24
25-34
to social media to guide their purchasing decisions.

50%

53%

The proliferation and dominance of sites such as
Yelp, TripAdvisor and Amazon mean that there are
an abundance
of places where shoppers
MALE
FEMALE can post
and read reviews before making decisions. Then
once they have made their purchase, they can
boast and compare with friends on social media
45-54
outlets 35-44
such as Facebook, Pinterest,
Instagram
and Snapchat.

26%

B

24%

22%

21%
MALE

29%

26%

19%
FEMALEGENDER

AGE

C

10%

11%

18-24

25-34

10%

8%

35-44

45-54

5%

3%

55-64

65+

C
55-64

E

65+

8%

9%

MALE

FEMALE

D

14%
8%
18-24
MALE

E

18%
14%
35-44
MALE

12%

20%
9%
25-34
FEMALE

15%
16%

Unsurprisingly, millennials are more influenced by
their peers than older consumers. This observation
is backed up by reams of research which suggests
that millennials are extremely socially minded.
In particular, research by Mooslyvania, reveals
that millennials seek constant reassurance from
friends and family when it comes to shopping,
buying and making purchases.
Whether shopping alone or in a group, they remain
digitally connected, contacting friends and family
for advice or opinions via text, phone call or social
media. In fact, 57 per cent of millennials say they
tell their friends about their purchases and 44 per
cent prefer to “show off” their purchases through
social media.

45-54
FEMALE

6%

15

Retired

48%

In full/part-time employment

25%

According to a study by Barclay Consulting Group,
A full-time student
68 per cent of millennials won’t make a major
decision Auntil
they apprentice
have discussed it with a few
full-time
people whom they trust, compared to around
A homemaker Similarly, seventy
half of all non-millennials.
percent of millennials are “more excited about a
Currently unemployed
Retired

decision they’ve made when their friends agree
20%
with them, compared to 48% of non-millennials.”
This propensity to engage with their
24%peers makes
shopping a much more communal experience and
29%
brands piggyback on to and encourage
this will
reap the rewards.
23%
20%

BY OCCUPATION
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In full/part-time employment

9%

A full-time student

10%

A full-time apprentice

11%

A homemaker

11%

Currently unemployed

9%

Retired

3%

TURKEY

41%

BRAZIL

34%

ITALY

33%

NETHERLANDS

29%

GERMANY

27%

US

25%

SPAIN

Perk Motivated Shopper19%
Shoppers who indicated being strongly 18%
or moderately influenced
by ‘Loyalty/cashback programmes’, ‘Event, leisure and dining
18% services (e.g. coffee
exclusives’ and/or ‘Additional in-store
shop, tailoring)’. These are the consumers
most influenced by
18%
the extra treats and rewards that retailers can provide.

SWEDEN
DENMARK
UK
FRANCE

17%

FINLAND

12%

NORWAY

12%

WHO ARE THEY?

D

BY COUNTRY

TURKEY

19%

US

11%

FRANCE

11%

BRAZIL

11%

GERMANY

7%

UK

7%

SWEDEN

7%

ITALY

6%

SPAIN

6%

NETHERLANDS

5%

NORWAY

5%

DENMARK

4%

FINLAND

4%
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55-64

Turkey, Brazil and the US have the highest
proportion of Perk Motivated Shoppers, but on
the whole, numbers are lower than other groups.
Loyalty programs are well established in Europe,
and programs can be quite complex.

A

According to Nielson, two-thirds of Europeans say
they belong to one or more loyalty programs but
clearly from Webloyalty’s research this does not
translate to participation or eagerness.
Just because consumers have a wallet full of
loyalty cards, it does not necessarily mean they
are motivated by perks or that they are readily
engaged through the schemes. This presents a
real challenge to devise programs that actually
excite and inspire loyalty.

50%
MALE

B

53%

According to Giovanna Marquez, Retail Analytics
leader, Nielsen Latin America, “The main retailers
in every country have a loyalty program, but there
is room for significant growth in the region.

C

26%

More and MALE
more retailers areFEMALE
building loyalty
programs, and some are integrating payment
systems into their loyalty programs with their own
credit cards, giving members the ability to earn
additional points and receive special offers when
they use the retailer’s card.”

8%

9%

MALE

FEMALEGENDER

8%

9%

MALE

FEMALE

D

E

14%

18

MALE

AGE

D

9%

12%

18-24

25-34

12%

7%

35-44

45-54

6%

4%

55-64

65+

FEMALE

In Latin America, loyalty programmes are most
common in supermarkets and department stores.

22%

65+

16%
FEMALE

When it comes to age, it is interesting to note the
success of loyalty programmes and added extra
services in connecting with consumers in their 30s
and 40s.
This might explain the phenomenal success of the
My John Lewis and myWaitrose loyalty schemes in
the UK. The latter has around five million members
with Waitrose giving out an estimated one million
free teas or coffees every week.
The success of the My John Lewis scheme which
has around a 40 per cent redemption rate among
card holders for its free tea and cake offer is that
it offered experiences which it knew its more
mature, middle class customers would appreciate.
Rewarding members with hot drinks, cakes,
previews and competitions seemed to connect
with its key demographic.

E

TURKEY

21%

US

13%

BRAZIL

12%

ITALY

10%

FRANCE

5%
5%

SPAIN

Personalisation Motivated Shopper
5%

NETHERLANDS

Shoppers who indicated being strongly or moderately
5% (design your own)’
influenced by ‘Ability to tailor a product
and/or ‘Personalised offers’. These are the consumers that
5%
appreciate the personal touch and something bespoke or
unique to them.
5%

FINLAND
SWEDEN
UK
DENMARK

4%

GERMANY

4%

NORWAY

3%

WHO ARE THEY?

E

BY COUNTRY

TURKEY

27%

BRAZIL

23%

ITALY

20%

US

17%

FRANCE

14%

SWEDEN

13%

UK

12%

DENMARK

11%

NETHERLANDS

10%

GERMANY

10%

FINLAND

10%

SPAIN

9%

NORWAY

9%
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55-64

65+

55-64

65+

A
The research indicates that consumers in
D
Turkey
and Brazil have the greatest appetite for
personalisation. They seem to be ahead of the
curve but this trend looks set to grow according to
business advisory firm, Deloitte (3).

50%

B

9%MALE

FEMALE
12%

It found that 36 per cent of consumers are
interested in personalised products or services
showing the real potential for retailers to maximise.

20%

25-34

18-24

25-34

12%

7%

18%

15%

35-44

45-54

35-44

45-54

12%

6%

55-64

65+

26%

In the UK, only 12 per cent of shoppers are
motivated by personalised offers, something that
is intriguing considering the focus it is being given
by many British retailers.

8%

6%

MALE

D

14%

18-24

The three product categories where customers
have currently made the most personalised
purchases are holidays (25% of customers),
clothing (19%) and furniture (18%). Investment
in these services
for forwardMALE could be lucrative
FEMALE
thinking retailers as 71 per cent of customers would
be prepared to pay a premium for personalised
products.

22%

C

53%

AGE

E

9%

4%

FEMALE

Could this be because the bespoke products are
not connecting with consumers or in fact because
they are
now seen as a given
55-64
65+ within the UK
shopping culture and nothing particularly special
or motivating?

8%

9%

MALE

FEMALEGENDER

E

14%
MALE

16%

There is a direct correlation between the age
of shoppers who are motivated by perks and
personalisation. Both of these profiles are
dominated by 25-44 year olds and are less
prominent amongst older shoppers. This is
backed up by Deloitte’s research which noted that
46 per cent of 25-30 year olds are attracted to
personalised goods and services.

FEMALE

3. https://www2.deloitte.com/uk/en/pages/press-releases/articles/one-in-three-consumers-wants-personalised-products.html
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The 5Ps:
Comparing shopping behaviours
We now know what the shopper profiles are and their demographic profiles.
What are their behaviours and how can retailers use this to their advantage?

Encouraging regular purchasing
FREQUENCY
OF SHOPPING

PRICE

PRACTICALITY

PERK

PEER

PERSONALISATION

Daily

6%

8%

18%

16%

12%

More than once a week

21%

21%

24%

25%

21%

Once a week

23%

19%

17%

20%

22%

Every 1-4 weeks

21%

22%

18%

17%

18%

Every 1-2 months

6%

8%

18%

16%

12%

Every 2-3 months

6%

8%

18%

16%

12%

Every 3-6 months

6%

8%

18%

16%

12%

Less than once
every 6 months

6%

8%

18%

16%

12%

Perk and Peer Motivated shoppers are likely to
shop more regularly than Price and Practicality
Motivated shoppers. These are engaged
customers who are ready to be nurtured by
discerning and forward-thinking retailers. These
shoppers can be encouraged into shops regularly,
even daily, so retailers should consider how they
can trigger and incentivise visits, using social
media and promotions in particular to stimulate

interest. In contrast, Price Motivated shoppers are
more likely to be “once a week” shoppers, possibly
a sign that they do their research in advance and
plan their shop fastidiously, before heading out.
Retailers wanting to nurture this Price Motivated
customer should ensure they communicate
changes in pricing as regularly as possible, direct
to the shopper.
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The channel conundrum
How do shoppers like to deal with their favourite retailer – both during purchase
and customer service – and how does this vary across shopper profile?

MODE OF INTERACTION

PRICE

PRACTICALITY

PERK

PEER

PERSONALISATION

In store

62%

51%

60%

58%

60%

Phone

9%

12%

22%

20%

15%

Social media

9%

11%

17%

18%

18%

Website

56%

65%

53%

52%

56%

Email

17%

22%

24%

22%

21%

Mobile app

8%

9%

12%

12%

11%

While the rise of omnichannel has seen retailers
communicate with customers across multiple
channels to deepen relationships, bricks and
mortar stores are still the preferred channel
for four of the five profiles. The exception is
the Practicality Motivated shopper, who may
appreciate the convenience of ordering online
and receiving bespoke delivery. For every other
profile, in store is still a vital way to engage with
the shopper, displaying products, providing
customer service and communicating changes in
price, personalised offers and promotions.

22

Current desire to communicate or purchase
through mobile app is low across the board,
despite retailers’ investment in the technology
but this may grow over the coming years.
Communication via mobile is most valued by Perk
and Peer Motivated Shoppers. Many businesses
are looking for ways to integrate coupons,
discounts and added value services to their apps.
For example, Forbes (4) declared CVS Caremark
and Walgreen as the highest regarded retail
mobile apps, based on reviews. Their apps allow
users to get refills for their medical prescriptions
and make orders to collect, as well as look at deals
in store. These services really add value and are
popular with customers. Similarly, Amazon, WalMart, Mothercare, 7-Eleven, Asda, Nordstrom and
Starbucks have pioneered apps which improve
customer experience and have great functionality.

Unsurprisingly, social media is most valued by Peer
Motivated Shoppers as it enables them to endorse
products and see what their friends are talking
about. If retailers are keen to nurture this group,
it is vital that they invest heavily in a social media
strategy. For example, many retailers are already
looking to sell their products on Instagram using
solutions such as Like2Buy, Tapshop, and Soldsie
where visitors just write “SOLD” in the comments
section in order to make a purchase.

4. https://www.forbes.com/sites/alexkonrad/2013/02/28/retailers-mobile-apps-drugstores/#5870e78628b8
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Propensity to stay/recommend
The holy grail for retailers is to nurture the customers willing to return and spend more,
and become an advocate for them to family and friends. So which of the 5Ps are most
likely to do this?

69.9
%

74
%

Personalisation

Peer

Perk

Price

Practicality

I AM LIKELY TO CONTINUE BUYING THE PRODUCTS
MY FAVOURITE RETAILER OFFERS

72
%

72.9
%

70.8
%

37.6
%

49.1
%

61.7
%

65.3
%

(Total % who strongly/moderately agree)

The use of more channels means consumers have
a greater range of information sources to help
them make decisions over which brands, retailers
and products to use. This allows them to compare
retailers and products more easily than they
previously could. Thanks to the growth of online,
consumers can now shop globally.
In comparison, Practicality Motivated shoppers are
most likely to stay loyal to their favourite retailer
because convenience is king and once they find a
retail solution that works for them, they will keep
coming back again and again.
Similarly, Perk and Peer Motivated shoppers are
among the most likely to stay and recommend.
These should be nurtured by retailers as once
converted they are the most loyal and influential
group. As social media continues to grow in
dominance, Peer Motivated shoppers will be
increasingly powerful.

Personalisation

Peer

Perk

Price

Practicality

I PROMOTE MY FAVOURITE RETAILER TO OTHERS

While Price Motivated shoppers are the most
prevalent in all markets, they are the least likely to
recommend their favourite retailer to others and
the least loyal, preferring to shop around and go
wherever the latest offer takes them. This aligns
with Webloyalty’s previous research entitled “The
Unfaithful Consumer. (5) ” It revealed that there are a
number of facilitators that encourage consumers to
be unfaithful such as the rise of online and digital.

53.5
%

Finally, Personalisation Motivated shoppers rank
low for both staying and recommending which
begs the question whether the investment needed
for personalisation is worth it? If these consumers
are contrary and not particularly vocal advocates,
should retailers be directing huge amounts of time,
money and energy into this aspect of retailing?

5. https://webloyaltycorporatecontent.s3.amazonaws.com/the-unfaithful-consumer-report-webloyalty_1457431881.pdf
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Customer satisfaction indicators
Overall, what are the areas that retailers are getting right and wrong?
% strongly/moderately agree
My favourite retailer is a safe and reputable company

57.6%

It is easy to navigate my favourite retailer’s store/website

56.3%

Selecting the right products from my favourite retailer is easy

54.7%

I can shop with my favourite retailer the way that I want (e.g. mobile, shop, website, etc)

50.5%

My favourite retailer delivers on its promises

50.3%

I am confident in my favourite retailer’s expertise

48.9%

It is easier to do business with my favourite retailer than other retailers

39.5%

My favourite retailer gives reliable advice

38.7%

My favourite retailer's employees understand me and my needs

37.2%

My favourite retailer is flexible in dealing with me and looks out for my needs

35.6%

My favourite retailer has been able to surprise and delight me

35.0%

My favourite retailer helps me when I need them the most

34.3%

Despite cyber-crime and data breaches dominating
the headlines, customer perception indicates
that data security is one of the top strengths of
retailers. This could be because retail data is less
likely to get breached; IBM’s X-Force 2016 Cyber
Security Intelligence Index report (6) revealed that
healthcare, manufacturing and financial services
are the sectors most frequently attacked while
retail failed to make the top five.
However, amidst high profile attacks on Tesco,
Deliveroo and Kiddicare last year, retailers
themselves are less optimistic. In fact, retailers
ranked privacy concerns and data breaches as
their number one threat in the 2016 BDO Retail
RiskFactor Report (7).
For the most part retailers appear to be successfully
shaping a good user experience which could be

the result of the growing employment of AI and
technology to create a personalised and seamless
customer journey.
Somewhat surprisingly, customer service is the
weakest area. Although in the UK’s Institute of
Customer Service’s recent Customer Satisfaction
Index (8) retail was the top ranking sector for
customer satisfaction, there is a general consensus
that there is still room for improvement across the
board. Only 34.3 per cent of consumers found
their favourite retailer helped them when they
needed them most, whilst only 35 per cent had
been surprised or delighted.
Retailers should look to the table-toppers who
are getting it right like Amazon and ASOS; 15%
birthday discount codes, effective chatbots and
unexpected rewards clearly go a long way.

6. http://www-01.ibm.com/common/ssi/cgi-bin/ssialias?htmlfid=SEJ03320USEN
7. https://www.bdo.com/getattachment/aaeeb5ce-602b-4537-b8b4-9e8da2ecabbc/attachment.aspx?2016-Retail-Riskfactor-Report-Brochure-WEB.pdf
8. https://www.instituteofcustomerservice.com/research-insight/research-library/ukcsi-the-state-of-customer-satisfaction-in-the-uk-january-2017
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Methodology
Webloyalty commissioned SSI (9) to conduct consumer research on
its behalf. The online surveys were carried out with a representative
sample of 5267 consumers across 13 countries (Brazil, Denmark,
Finland, France, Germany, Italy, Netherlands, Norway, Spain,
Sweden, Turkey, UK and US). Surveying was carried out in July
2016 and data analysis was conducted by a research team led by
Professor Janine Dermody at Oxford Brookes University Business
School.
9. https://www.surveysampling.com/about/
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About Webloyalty
Webloyalty is a leading provider of online savings programmes
designed to help companies build stronger, more profitable
relationships. Webloyalty works in partnership with its clients to
integrate online savings programmes into the online shopping
experience which provide its clients with an additional revenue
stream and encourages their customers to make repeat purchases
and save money shopping online. Through joining the online savings
programme, end customers benefit from substantial savings on
everyday purchases at leading online retailers.
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Email: enquiries@webloyalty.co.uk
Follow us on Twitter: @Webloyalty
Website: webloyalty.co.uk
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