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Nearly 80% of smartphone users have their devices with them  
22 hours a day1 (what they’re doing those other two hours is 
anyone’s guess). Clearly, reaching customers isn’t a challenge -  
we know just where and how to do that.

The challenge, then, lies in capturing their mindshare in a 
meaningful way, using those ever-present mobile phones to 
establish and maintain lasting relationships.  

Mobile is transforming how we live, work, and play; it’s completely 
upended the traditional shopping experience. Right now, customers 
control the dynamic, deciding when, where, and how to shop –  
a decision that’s highly influenced by their mobile devices. 

If a brand wants to engage its customers - capturing their 
attention along with a fair share of their wallet - winning at 
mobilecom℠ is a must. By blending the right selection of mobile 
technologies - geofencing, real-time rewards tracking, in-app 
push messaging, etc. - and by letting data and a true knowledge 
of customer wants and preferences curate the best-fit offers and 
marketing messages, brands can create immersive experiences 
and connect with customers in the moments that matter. 

So the question becomes: How will your brand do that?

Alliance Data conducted an in-depth research study to answer 
this question: How can brands cut through the clutter and use 
mobile to create relevant, impactful customer connections? We’ve 
paired our proprietary transactional data with consumer survey 
results to explore the opportunities available to today’s retailers 
as they navigate the ever-changing mobile landscape.

1 IDC Research Report, March 2015
*mobilecom℠ = mobile communications

Sheryl McKenzie
Alliance Data’s VP of 
Marketing, Products & 
Capabilities

When it comes to 
mobile, the customer 
is always... on.
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Connecting 
through relevant 
messages 
As mobile evolves, so do customer 
expectations. Customers are eager 
to engage with brands through their 
smartphones. Still, many brands 
are missing the mark, overlooking 
valuable opportunities to connect 
with customers or reaching out 
with messaging that isn’t timely or 
relevant to the individual receiving it. 

The gap between a brand and its 
customer widens with every generic 
message a customer receives. 
Eventually, they’ll simply disengage.  

Mobile interactions offer a wealth 
of information about customer 
shopping habits. A mobile phone 
holds a customer’s most personal 
preferences and detailed data. 
Brands that understand and use 
mobile information to connect with 
their customers won’t struggle 
with a gap – they’ll know what their 
customers want, and they’ll be able 
to offer it - and that’s crucial to 
today’s customer journey.

Alliance Data and its sister company, 
Conversant,  use mobile data to create 
an unmatched profile of customer 
wants and preferences.

Connecting Moments that Matter

Hi Amanda, stop in 
and check out our 
new bracelets in the 
Spring collection. 
We know you love 
to accessorize! 
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The old customer journey followed a clear 
and linear path, from product awareness to 
ownership. These days, the customer journey 
shifts and intersects. Though the path to 
purchase isn’t always clear, mobile is essential 
to it. 83% of customers use their phones to 
assist with in-store shopping, and 90% of in-
store sales are influenced by mobile devices. 

Today’s customer journey occurs everywhere, 
and it never really ends. Fortunately, it has  
one constant - the mobile device. 

For most of the population, mobile 
engagement begins the moment they wake up; 
as many as 85% of Millennials, 74% of moms, 
and 67% of men use their smartphones while 
lying in bed. With customers more attached 
to their phones than ever before, there are 
innumerable chances to catch them “in the 
moment.” Careful, though: more opportunity to 
connect doesn’t mean brands should connect 
at every opportunity. 

Customers don’t want to be bombarded with 
immaterial messages at irrelevant times. Mobile 
marketing needs to be customer-centric, 
rather than consumer-centric. Consumer-
centric marketing reaches a general audience 
with a broad, repetitive message. Customer-
centric marketing reaches one individual with 
a strategic, tailored message deployed an 
appropriate number of times. For example, we 
might send one or two personalized beacon 
alerts to a customer shopping in store - but 
more than that would be intrusive. 

KnowmoreSellmore.com

Embracing 
today’s customer 
journey

Mobile marketing needs to 
be customer-centric, rather 

than consumer-centric.
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In many ways, mobile is the store of the future. As many 
as 63% of Millennials shop on their smartphones daily. 
More purchases are being made on smartphones - and 
more often, which is why e-commerce sites have to 
go mobile. Nearly 85% of consumers say it’s important 
that a brand’s website is mobile-friendly and 63% have 
closed out of a brand’s website, because it wasn’t mobile 
optimized. A lack of mobile-friendly access will drive 
abandonment and hinder engagement. 

But simply “going mobile” won’t set a brand up for 
complete success. It may grab their attention for a 
moment, sure, but is it enough to keep them engaged? 
Brands have to think beyond e-commerce to remain 
relevant, timely, and customized. Apps, for example, are 
an essential point of contact for brands with a highly 
mobile customer demographic. Apps can be used to 
deliver experiences that are unavailable through the 
mobile-customized web, like push beacon messaging in 
stores, the display of non-wifi dependent active offers, 
and biometrics authentication through touch, voice, or 
facial recognition. Apps allow brands to engage their 
most loyal customers, providing more personalized 
messaging, conducting location-based marketing 
(like relevant offers, which are already used by 38% 
of customers with a brands’ app), and keeping all the 
information a customer needs to easily shop. 

A branded plastic card is a convenient tool for making 
quick payments. And by offering customers mobile 
options in addition to their plastic, brands can present 
even more opportunities to connect. Consider the 
mobile app we mentioned, where customers can track 
and redeem rewards, receive personalized offers when 
they’re near a store, and browse products. Now, place 
a digital credit card within the app. Customers can use 
it to make instant purchases by scanning their phones 
at the register - no plastic card necessary. Just like that, 
there is even greater value within the app, because it’s 
an added payment method for their favorite credit card. 
It gives customers more options for interacting with their 
account and the power to choose how they do it.

Deepening mobile 
engagement

Connecting Moments that Matter
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Designed with flexibility, security, and convenience in mind, Alliance Data’s MyLoyalty App puts customers 
first, offering a relevant and immersive experience with their favorite brands. At any time, customers can 
apply for credit, shop, redeem rewards, and pay for purchases - right from the app. 

When customers pay with the MyLoyalty App, it enables brands to collect and analyze transaction 
(SKU-level) data, providing a well-rounded understanding of a customer’s journey and preferences. 
This data empowers brands to deliver a more personalized shopping experience and creates a 
direct, increasingly relevant connection to the customer. It’s one more way to reach customers in 
the moments that matter, and one more way to master the mobile experience. 

Let’s walk through one customer’s experience with MyLoyalty App.

Making the  
mobile 
connection

Meet Amanda. An active mom with a 
successful career, she’s a master multi-tasker. 
So while she’s waiting for soccer practice to 
end, she’s also shopping on her phone. After 
downloading her favorite store’s app, she looks 
for a dress that will work for a power lunch 
with her boss on Monday, and the ballet recital 
Saturday night. As she’s browsing, she’s invited 
to apply for the retailer’s credit card. 

She may not need the credit to make her 
purchase, but she’s enticed - it connects her 
even more to her favorite brand, and it delivers 
a rewards experience that’s meaningful to her. 
She accepts the offer, finds just the dress she was 
looking for, and orders it right then and there.

Running errands at the mall the next day, 
Amanda receives a location-based message 
about an exclusive sale - perfect timing, since 
she’ll need some accessories to complement her 
new dress. And a new pair of heels, of course. 

Before heading to the register, Amanda 
hops on her phone to check her rewards 
balance. (For applying via her mobile 
device, she earned rewards points that she 
can combine with a discount offer.) She 
also confirms her available credit limit. 

Amanda has completed her look, driving 
the size of her basket up. 

* Alliance Data has seen a 
basket increase of 30% with 
the MyLoyalty App. 

*Mobile applications are up 55%.

In her app, Amanda has access to a 
digital card, which she scans at the 
register to complete her purchase. 
She loves the control of having all her 
account information available right on 
her phone. It’s simple, convenient, and 
one more place for Amanda to bond 
with her brand. 

KnowmoreSellmore.com
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For your brand to make relevant and impactful customer 
connections, there are a few important ideas to consider: 

Regardless of who makes up your target demographic, you  
can be certain they’re using their mobile phones more than ever.  
The power is in their hands; make sure your brand is, too.

Think mobile first when it comes to your website. Mobilize 
e-commerce and offer responsive, adaptive experiences for 
your customers.

2

Go beyond your website. Engage customers – those new to your 
brand and your most loyal visitors alike – with apps that resonate.3

Deepen your customer understanding. Know their 
preferences, their habits, and their motivations. 1

 Use location-based marketing to drive visits and 
sales in your brick-and-mortar store.4

Give your customer choices and simplicity. 5

PRESENTING A COMPLETE 
MOBILE EXPERIENCE 



Alliance Data is a leading 
provider of tailored marketing 
and loyalty solutions, building 
relationships through branded 
credit programs. We drive growth 
for our partners and deliver value 
to our cardmembers by applying 
deep analytical insights, staying 
brand- and customer-centric,  
and always looking ahead to 
what’s next.

KnowmoreSellmore.com

Based on an Alliance Data proprietary consumer panel of credit cardmembers. (C) 2016 Alliance Data.
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