
1

How New Tech is Creating Seamless  

MOBILE SHOPPING
EXPERIENCES
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EXECUTIVE 
SUMMARY 

KEY FINDINGS

Mobile shopping is on the rise thanks to improvements in mobile 
devices, faster networks, and more app-savvy consumers 
making purchases than ever-before. This report provides 
a snapshot of the moves brands are making to meet their 
customers on their favorite devices. It also provides details about 
new and emerging technologies, many of which are enabling 
brands to create unique experiences which surpass customer 
expectations and deliver services on-par with brick-and-mortar 
storefronts and fully-realized desktop websites. 

The majority of respondents 
now have taken steps to 
present an updated digital 
presence to their mobile 
customers. 

Creating a mobile-specific 
experience is of paramount 
importance, and the stakes are 
continuing to rise thanks to a 
host of developing technologies 
on the cusp of becoming 
mainstream. 

52% of respondents still 
need to develop the ability 
to support next-generation 
mobile technologies.

Next-generation technologies, 
such as augmented reality, 
voice, chat, and mobile 
payment options are becoming 
increasingly relevant as 
consumers become more 
familiar with them and gain 
exposure to them through 
leaders in mobile CX. 

Respondents are most excited 
about enabling mobile 
shoppers the ability to gain 
benefits that would formerly 
have only existed within a 
physical retail experience. 

One of the most commonly 
reported wish-list items for 
retailers, if they have not 
already integrated this tool, is 
mobile payment technology. 
Along with synergistic tools 
such as intelligent chat 
assistance and augmented 
reality, this allows the customer 
experience on mobile to more 
closely resemble the instant 
ability to make a purchase that 
would only be present in-store. 
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RESEARCH 
ANALYSIS
Development of Apps and 
Mobile-Based Commerce 

Mobile commerce is an 
increasingly important source 
of revenue for the majority of 
retailers who have a digital 
presence. A combined 59% of 
respondents will have developed 
either an app, a PWA, or both 
to address the needs of their 
mobile customers.

While 41% of respondents 
currently only have a desktop 
website, it is possible that this 
number will shrink in the near 
future as mobile shopping 
opportunities become a more 
lucrative and competitive 
market share to tap into. The 
development of an ecommerce 
app involves a significant 
investment of time and 
resources; the fact that 53% 
of respondents already have 
rolled them out should indicate 
their importance.  

Does your organization have a dedicated ecommerce app?

41%

No, just a 

desktop website

We have a 

progressive web 

app (PWA)

Yes, we have an 

ecommerce app

We have all of 

the above

6%

38%

15%
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How prepared is your organization to roll-out next-gen features for 
supporting mobile including AI, AR/VR, and voice recognition, based 
on infrastructure?

Just over half of the industry 
cannot currently support these 
tools based on the current level 
of development in their mobile 
strategy. However, a fairly 
robust share, 39%, are getting 
close to the point where they 
will be able to offer these 
options to their customers. 
Currently, 9% of respondents 
on the leading-edge of 
the market have already 
implemented at least one of 
these technology features. 

39% of respondents are closing 
in on the ability to develop an 
advanced level of interactivity 
to their mobile offerings.  
That stated, only 9% of 
respondents feel they are 
currently able to support  
these advanced features. 

There is still a lot of work to do 
on the part of the market when 
it comes to delivering deeper 
interactivity to their customers 
using next-generation 
technologies.  

 52%  We lack the ability to support 
these features

 39%  We are close to being able to 
support these features

 9%   We are currently able to support 
these features

There is still a 

lot of work to 

do on the part 

of the market 

when it comes to 

delivering deeper 

interactivity to 

their customers 

using next-

generation 

technologies. 

Currently, only 9% of respondents on the 

leading-edge of the market have already 

implemented at least one next-gen 

technology feature supporting mobile.
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What percentage of your total sales are made via mobile 
channels (mobile website, app, PWA)?

Mobile sales channels 
represent a significant share 
of total sales activity across 
respondents’ organizations. 
A combined 65% are making 
at least a quarter of their total 
sales specifically through 
mobile channels, and 29% are 
making over half of their sales 
through mobile. 

The importance of mobile 
as a sales channel, whether 
through an app, PWA, or even 
a mobile website, should not 
be underestimated. While 
36% of respondents cap their 
mobile sales at a quarter of their 

total volume or less, the 
remainder are showing 
strong performance 
which justifies further 
investment into the 
channel. As the 
revenues coming 
from mobile channels 
continue to play an 
important role in overall 
brand performance, new 
features will become 
more widely adopted, 
especially as mobile 
pioneers demonstrate 
strong use-cases.

0% 1-25% 26-50% 51-75% 76-86%

*Responses did not exceed 86% 

32%
36%

23%

6%

3%

29% of 

respondents are 

making over half 

of their sales 

through mobile. 
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Where Mobile technologies have 
potential, and what is holding 
them back

Which of the following features do you feel holds the most potential 
for improving your customers’ mobile ecommerce experience?

Mobile payments

Chatbots/AI

On demand services/

same day delivery

Progressive web apps 

(PWA)

Voice recognition

Augmented or virtual 

reality

Blockchain

Integration with 

wearables

Biometrics

60%

20%

48%

20%

47%

14%

36%

11%

24%

The three technologies 
leading the list of technology 
improvements with the most 
potential are Mobile payment 
tools, Chatbots and AI 
assistants, and the ability to 
order with same day delivery 
of goods or services. 

The three most commonly 
cited technologies that 
respondents believe will create 
value for their customers are 
based on streamlining paths 
to purchase within the mobile 
commerce environment. 
Mobile payments in particular 

are aimed at making in-app 
or mobile website purchases 
much easier by removing the 
need for customers to manually 
input credit card or banking 
information, drastically reducing 
friction around the purchase by 
reducing the payment process 
to a series of simple touches. 
Likewise, AI and chatbot 
assistants fill the role to live 
associates within a brick-and-
mortar environment, answering 
customer questions, directing 
them to appropriate products, 
and helping them navigate a site 
or app much more easily. Lastly, 

on-demand services and/ or 
same-day delivery further push 
mobile commerce into territory 
where the convenience of mobile 
purchasing can compete with 
the purchasing of products at a 
physical location.  

Thirty-six percent of 
respondents consider 
progressive web applications 
critical to improving the 
mobile customer experience. 
These tools allow retailers’ 
digital platforms to function 
like fully-fledged apps without 
developing an app from scratch. 
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Page load speed is another 
major factor in the adoption of 
PWA, as this impacts the bounce 
rates of visitors. 

Close to a quarter of 
respondents value voice 
technology that can listen 
to, recognize, and act on 
spoken commands, further 
streamlining the interactivity 
that the mobile shopping 
experience provides. Voice is 
followed by augmented reality 
and blockchain, both of which 
20% of respondents feel hold 
the most potential for improving 
customers’ mobile experiences.

Rounding out these options are 
biometrics and integration with 
wearables, two elements that 
allow for a user to interact with a 
mobile platform using the unique 
information contained within 
their own body. Whether it’s 
gaining feedback on their usage 
of a product or device based on 
metrics provided by customers’ 
wearable devices, or using a 
fingerprint or retina to maintain 
the security of their accounts, 
these technologies are allowing 
businesses to develop their 
mobile platforms in ways that 
feel immediately personal thanks 
to their relationship to their 
customers’ innate information. 

Which challenges do you feel are the most difficult to manage when 
developing a mobile experience that meets and exceeds customer 
expectations?

Budget

Lack of internal resources

Lack of executive buy in

Uncertainty around which 

features to prioritize

Lack of customer adoption 

of app

Difficulty sourcing the right 

solutions and partnerships

Difficulty creating single 

view customer profiles for 

personalization

64%

29%

55%

27%

42%

34%

31%



10

The most commonly reported 
challenges that respondents 
face when adopting new 
mobile technology include 
budget, followed by lack 
of internal resources and 
executive buy-in to approve 
deeper levels of investment. 

As with any major technology 
improvement initiative, budget, 
resources, and buy-in are the 
three biggest challenges brands 
must overcome in order to yield 
significant results in advancing 
their mobile experiences. 

Furthermore, concerns 
surrounding investment are 
often headed by a general 
feeling of uncertainty about 
which features should be 
prioritized. Given the pace of 
technology change, as well as 
the many different potential 
applications of new solutions, 
it’s not surprising that just over a 
third of respondents hesitate to 

commit to certain features due 
to a lack of clarity of what their 
unique situation demands. 

Customer adoption of apps 
can present a challenge as well, 
particularly when compounded 
by difficulties in creating 
executive buy-in.  

Finally, difficulty finding the 
right technology partnerships, 
along with challenges in crating 
single-views of customer 
profiles for the delivery and 
development of personalization 
are both challenges that over 
a quarter of respondents are 
managing. These challenges can 
often go hand in hand. Without 
the infrastructure to support the 
integration of data coming from 
multiple sources, and without 
solutions in the back-end to 
analyze that data, it becomes 
impossible to establish true, 
one-to-one personalization.

Customer adoption of apps can present 

a challenge as well, particularly when 

compounded by difficulties creating 

executive buy-in.

Without alluring 

features and a 

strong use-case, 

apps can fall flat. 

However, if they 

are not sufficiently 

invested in to 

begin with, 

retailers may find 

their ability to 

push adoption 

greatly hindered.
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Defining top-tier mobile 
commerce versus market realties

Biometrics

Voice recognition

Chatbots/AI

On demand services/same 

day delivery

3%

4%

11%

16%

11%

13%

21%

21%

19%

28%

28%

32%

28%

25%

28%

17%

39%

30%

12%

14%

 Critical importance 
 High importance 

In your opinion, what is the importance of the following mobile 
ecommerce features for delivering a high-level mobile experience 
for your customers?

 Average importance 
 Somewhat important 

 Not important

Signs of newly 

developing 

customer 

expectations 

around 

technology 

can be seen 

in the 32% of 

respondents who 

now believe that 

chatbots and 

AI integration 

into mobile 

experiences have 

a higher than 

average level of 

importance. 
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Augmented or virtual reality

Integration with wearables

Progressive web apps (PWA)

Mobile payments

Blockchain

1%

2%

24%

8%

11%

9%

32%

36%

19%

32%

25%

34%

29%

25%

38%

32%

11%

9%

17%

19%

32%

7%

2%

31%

Defining top-tier mobile 
commerce versus market realties

 Critical importance 
 High importance 

CONTINUED

 Average importance 
 Somewhat important 

 Not important

Mobile payments have become 
a clear area of interest for 
respondents, with 60% 
affording the technology 
either a critical or high-level 
of importance. Developing a 
seamless customer experience 
through a mobile transaction 
is clearly one of the most 
important factors related to 
improving sales volumes. 

One technology which is neither 
new nor widely adopted on 
the part of retailers is voice 
recognition technology, which 
has already become a focus of 
leading device manufacturers. 
The challenge lies in tying voice-
activation into an environment 
that can also support safe and 
consistent transaction triggers. 

16%
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Biometrics

Voice recognition

Chatbots/AI

On demand services/same 

day delivery

Augmented or virtual reality

Integration with wearables

Progressive web apps (PWA)

Mobile payments

Blockchain

The realities of adoption 
show that mobile payments 
are currently the most 
broadly adopted new mobile 
technology. Progressive web 
apps are in second place, 
sharing a current adoption 
level with chatbots/AI, and 
voice recognition.

The majority of respondents 
claim they are currently 
considering or are in the process 
of adopting chatbots/AI, mobile 
payments, on demand services, 
and progressive web apps. 
The only technology which 
a majority of respondents 
have no interest in adopting is 
biometrics (63%), and nearly 
half of all respondents (47%) 
have no interest in adopting 
integration with wearables.  

This data suggests brands 
are gravitating more toward 
technologies that are tested and 
have more use cases in their 
industry and others. However, 
there is also the possibility 
that next-gen technologies 
like biometrics are simply not 
as applicable to some of the 
respondents’ customers.

0%

5%

5%

4%

1%

1%

5%

16%

2%

3%

2%

3%

6%

6%

1%

16%

12%

10%

4%

12%

21%

16%

6%

11%

25%

25%

17%

14%

21%

28%

25%

24%

22%

22%

21%

15%

16%

25%

27%

25%

27%

18%

10%

15%

11%

63%

35%

16%

24%

36%

47%

22%

11%

44%

 This is currently in place 
 Rolling out this capability 
 Currently evaluating solutions 

Where is your current adoption level for the following mobile 
ecommerce features?

 Considering in the next 12 months 
 Considering in the next 12-24 months 
 Not considering
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KEY 
RECOMMENDATIONS 
1) Mobile payments are 
currently one of the most 
popular new technologies for 
improving mobile commerce, 
and ideally will allow brands 
to create more seamless 
experiences for their customers 
when they seek to actually 
purchase goods and services 
via their mobile devices. For 
this reason, establishing a safe 
and secure mobile payments 
process should be among the 
first steps that digital retailers 
take to enhance their mobile 
technology strategies. 

2) Budget, resources, 
and reluctance to buy in 
are respondents’ largest 
impediments to progress. 
In order to create buy-in for 
further investment in mobile 
capabilities, it’s critical that the 
needs and expectations of the 
customer are emphasized as 
a starting point. Respondents 
cite two methods for creating 
better customer experiences: 

First is the creation of mobile 
experiences that do not 
require an app download via 
PWA adoption. Second is 
the development of a back-
end logistics and fulfillment 
capability which can turn one-
day or on-demand fulfillment 
into a reality.

When combined, these two 
technologies can optimize 
mobile shopping so that the 
purchase process more closely 
resembles the experience of 
purchasing a product within a 
brick-and-mortar store.

3) Based on the data 
respondents shared on 
their technology integration 
strategies for the next 24 
months, augmented reality 
and AI/chatbots will see 
their adoption numbers 
climb significantly. These new 
tools can help to replicate the 
strongest aspects of a physical 
store experience, including the 
ability to “try on, or try out” an 

item before it is purchased, 
as well as the ability to obtain 
guided recommendations 
from chats led by AI enabled 
assistants. Today, it’s up to 
brands to think critically  
about what they want to offer 
their customers within the next 
few years.

These new tools can help to replicate 

the strongest aspects of a physical store 

experience, including the ability to “try on, 

or try out.” 

Optimize mobile 

shopping so that 

the purchase 

process more 

closely resembles 

the experience 

of purchasing a 

product within a 

brick-and-mortar 

store.
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APPENDICES

The results analyzed in this report were gathered from 
responses to a digital benchmarking survey delivered to 
members of the Mobile Next event database. 100 executives 
responded to the survey. 

Appendix A: Methodology

ABOUT

Arm Treasure Data  

Arm Treasure Data enterprise 
Customer Data Platform (CDP) 
unifies data from multiple 
sources   online, offline, IoT 
and device generated data   
and empowers enterprises 
to disrupt their markets with 
superior customer experiences. 
Our customers are creating 
transformational customer 
relationships by connecting 
the data dots with our CDP. 
Arm Treasure Data is fully 
owned by Arm Holdings and 
has a global customer base of 
over 300 enterprises including 
Fortune 500 and Global 
2000 companies. Our clients 
manage over 130 trillion records, 
resulting in more predictable 
and profitable business results. 

Vibes 

Vibes, recognized as a Leader 
in the 2019 Gartner Magic 
Quadrant for Mobile Marketing 
Platforms, enables marketers 
to deliver compelling and 
profitable mobile engagement 
conversations. The Vibes Mobile 
Engagement Platform lets 
marketers easily manage all 
mobile communication channels 
including text messaging, push 
notifications, Apple Wallet, 
Google Pay, messaging apps, 
and mobile web campaigns — 
all through a single interface. 
With a world-class NPS score 
of +75, Vibes is a customer-
first company, serving brands 
such as Chipotle, Discover, Lane 
Bryant, PetSmart, and Allstate. 
To learn more about Vibes,  
visit www.vibes.com.  

WBR Insights

We are a team of writers, 
researchers, and marketers who 
are passionate about creating 
exceptional custom content. 
WBR Insights connects solution 
providers to their targeted 
communities through custom 
research reports, engaged 
webinars, and other marketing 
solutions. Learn more at  
digital.wbresearch.com

http://digital.wbresearch.com

