
THE CONSUMER TRENDS 
REPORT—2017 EDITION
Multiple Channels. One Experience.



© 2017 Kibo Software, Inc.The Consumer Trends Report – 2017 Edition

2

INTRODUCTION

Retailers and manufacturers know having an omnichannel strategy is table stakes for delivering seamless, connected customer 
experiences. According to Forrester, 71% of US business influencers and decision-makers ranked the improvement of their customer 
experience as their top initiative in 2016—ranking higher than growing revenue and other traditional goals like reducing costs.1 

While many organizations have omnichannel plans or implementations in progress, this year’s report explores the pulse on 
consumer behavior, desires, and trends to help business decision-makers determine and understand how to best move forward with 
omnichannel initiatives. Most specifically, this year’s survey revealed the following:

ÝÝ 94% of consumers do research online before visiting a store 

ÝÝ  81% of consumers said they have looked up inventory on a retailer’s website before visiting the store and 80% are less inclined to 
visit a store if a website does not provide current product availability 

ÝÝ  92% of consumers reported interactive content influences them to make a purchase. In the past six months, 93% of consumers 
have reviewed product ratings before purchasing an item

ÝÝ 57% of consumers reported that most of the time loyalty drove their purchasing 

As consumer behaviors, expectations, and demands continue to rise, the retailers and manufacturers equipped with the latest data 
can make better informed decisions on their omnichannel strategies and investments. 



CONSUMER BEHAVIOR 
CONTINUES TO EVOLVE
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MULTIPLE CHANNELS. ONE EXPERIENCE. 

In 2015, 56% of consumers were less inclined to visit a store if the 
website didn’t provide current product availability, and in 2016 that 
number has jumped to 80%. Suddenly, not having updated inventory 
levels available for viewing online has become a huge detriment for 
an in-store visit. In fact, in the last six months, 81% of consumers said 
they have looked up inventory on a retailer’s website before visiting 
the store, and 39% expect to see that store inventory online. 

Many in the industry are accepting the importance of a cohesive 
online and eCommerce strategy that drives consistent experiences 
for their customer. This report’s recent results point to the desirability 
of a unified omnichannel shopping journey giving equal importance 
to both.

Omnichannel retail strategies have been driven by the change in 
consumer behavior, and it will continue to evolve as technology 
availability and consumer preferences morph over time. Each one of 
the following behaviors shows a strong tendency to use both online 
and brick-and-mortar as part of a single shopping experience. In 2016, 
consumers have shown heightened behaviors in three areas: regular 
price checking, online research before visiting a store, and their bias 
toward accessing in-store product availability on retailer’s websites. 

Consumers don’t look at online and in-store as different channels. 
Instead, they use them in conjunction, with a significant 94% of 
consumers stating that they do research online before visiting a store. 
The Internet is the ultimate encyclopedia, and consumers are utilizing 
encyclopedia-like research for in-store inventory. It makes sense to 
verify a desired item is actually in stock on shelves before making the 
trip to a store.

Three quarters (76%) 

of consumers regularly 

price-check against 

competitors, up from 66% 

in 2015.

94% of consumers 

do research online 

before a store visit, 

up from 86% in 2015.

80% of consumers are less 

inclined to visit a store when 

the website does not provide 

current product availability—

this rose 24% from 2015.

2015
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2016

2016
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PRICING DRIVES PURCHASES OVER 
BRAND LOYALTY 
In the day and age where loyalty programs are abundant, one 
would expect rewards, members-only promotions, and point 
cards to significantly drive consumer purchases. Appreciating 
customers and rewarding them for being loyal is a strategy 
merchants in all industries have significantly invested in over the 
years. 

The survey found consumers still value their pocketbooks over 
brand loyalty for their purchases. In fact, 70% of consumers say 
price is the most important factor when making purchases online 
with product brand being the second most important factor— 
influencing 12% of consumers—and retailer brand the third most 
important factor at 6%. Product pricing and cost of delivery are 
the two most important factors that drive consumers to make 
purchases with rival retailers versus a retailer they are loyal to. 
Specifically, 68% of consumers say the most important factor for 
going elsewhere is finding a lower price and 42% of consumers 
say the second most important factor would be finding a less 
expensive delivery option. 

3%

4%

6%

12%

70%

In 2017, merchants should consider how their pricing plays a 
factor in driving online conversions to purchases and look to 
drive consistent pricing across their online and in-store channels.

FACTORS DRIVING CONSUMER PURCHASES 

2%

2%
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THE DIGITAL EXPERIENCE
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SEALING THE DEAL FOR ONLINE PURCHASES 
 
 Shopping online has increased in popularity over the years. If behavior 
during the holidays is any indication of future expectations, then having 
a fulfillment option for ship-to-home is a must have. For example, 90% of 
consumers had planned on purchasing holiday gifts online with shipment 
to their home, as compared to 84% in 2015. The increasing popularity of 
“ship-to-home” begs the question: What are we doing to optimize the 
path and improve the experience for digital purchases? 

Modern technology enables eCommerce professionals to try out new 
ideas, A/B test, and discover the experiences that lead to the highest 
conversion rates. However, this luxury requires organizations to invest 
in omnichannel strategies and corresponding technologies that enable 
the desired strategies in practice. Others with older, legacy technology 
have to wait a day or more and utilize an entire team to simply change a 
promotion. 

This year, consumers indicated that interactive content reigns on the path 
to purchase, influencing 92% to complete their purchase. While interactive 
content is the highest contributor for influencing a sale, the second 
major influencer is the product page itself. According to the research, 
two specific elements on the product page make the biggest impact on 
consumers:

BEST PRACTICE 

Modern omnichannel technologies enable eCommerce 
professionals to quickly try new ideas, A/B test, and discover 
experiences that lead to higher conversation rates without 
the need to involve IT or a developer. 

PRODUCT REVIEWS

INVENTORY AVAILABILITY

 82% of consumers are influenced to complete 
their purchase thanks to product reviews. 

In the past six months, 93% of consumers have 
reviewed product ratings before purchasing an item

 Having quantity of an item displayed influences

64% of consumers to complete their purchase

The path to purchase is also made easier and more successful with a 
simplified shopping cart. Our study found a simplified shopping cart has 
an influence on 78% of consumers to complete their purchase. A one-page 
checkout or one-click checkout is becoming the industry standard as it 
easily converts browsers to customers.
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THE CONSUMER’S PATH TO PURCHASE

Interactive Content: Get customers to engage and invest 
with your content using such things as product videos, 
image carousels and multiple views (including zoom) of the 
product, configurators or calculators.

Product Reviews: Reviews by fellow consumers are some of 
the most trusted sources.

Simplified Shopping Cart: Enable customers to quickly 
and easily make purchases, such as one screen or one-click 
purchasing options.

Multiple Fulfillment Options: Allow customers to receive 
products in the most convenient way for them with buy 
online, pickup in store or ship to home.

Quantity of Product Availability: Go beyond ‘In Stock’ or 
‘Out of Stock’ by providing specific quantities available to  
give consumers confidence to complete the purchase.

Live Chat: Provide visitors the ability to get help quickly 
and provide them with a more personalized interaction.

WHAT INFLUENCES A CONSUMER PRIOR TO COMPLETING AN ONLINE PURCHASE? 

INTERACTIVE CONTENT - 92%

PRODUCT REVIEWS - 82%

SIMPLIFIED SHOPPING CART EXPERIENCE - 78%

MULTIPLE FULFILLMENT OPTIONS- 66%

QUANTITY OF PRODUCT AVAILABILITY - 64%

LIVE CHAT- 55%
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INDIVIDUALIZED BUYING EXPERIENCES FOR 
THE WIN
 
Product reviews, ratings, and interactive content tactics are necessary 
elements for any merchant if they plan to drive significant online or digital 
sales. Merchants have the opportunity to make interactions with these 
elements more effective by individualizing each of these touchpoints with 
personalization. 

The effects of personalization continued to make an impact. While 
personalization software has been around for many years and is 
typically associated with segmenting consumers and producing 
product recommendations, modern approaches go beyond course 
recommendations across a broad set of consumers to granular 
promotions, content, and interactions for each individual consumer. 

Traditional personalization techniques and modern individualization 
approaches enable merchants to create unique experiences for 
consumers, and they continue to be successful tactics to get consumers 
to complete a purchase across multiple touchpoints.

For example, this year’s survey found personalized promotions on a 
homepage influences 85% of consumers to complete their purchase. 
Personalization doesn’t stop at the homepage. As we move on to the product 
page, where consumers tend to do a majority of their research and decision 
making process, recommendations based on their preferences influences 
44% of consumers to complete their purchase. 

As a consumer’s buying journey ends at the 
shopping cart, the opportunity for merchants 
to personalize this touchpoint continues—an 
astonishing 92% of consumers are influenced 
by product recommendations in a cart when 
completing a purchase. Furthermore, the good 
news for merchants is that personalization 
does not stop at the initial sale —it continues 
to influence return purchases. Specifically, 
55% of consumers state they are influenced 
by customer loyalty discounts and offers to 
complete the purchase. 

92%
of consumers are 

influenced by product 
recommendations in a 
cart when completing 

a purchase
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Advances in personalization technology are giving merchants more than 
simple segmentation and product recommendations—merchants are 
able to respond in real time and make each touchpoint more relevant 
to the individualized consumer. These new techniques are empowering 
merchants to deliver relevant, one-to-one experiences for consumers 
across sessions and devices by individualizing search and sort, 
promotions, and product and content displayed throughout the buyer’s 
journey.

The result of individualizing experiences can increase the effectiveness 
of discounts and promotions. For example, our survey indicated over the 
past 6 months, only 31% of consumers have used promotional offers five 

or more times that were emailed or texted to them. This is compared 
to the 29% who have used promotional offers only one or two times 
over the past 6 months. Considering the wide use of email promotions 
by merchants and the heavy use of smartphones by consumers, the 
adoption rate of email promotions is astonishingly low. Increasing the 
relevance of these promotions through one-to-one, individualized 
experiences may increase consumer’s usage and prove to be a viable 
opportunity for merchants in 2017.



The Consumer Trends Report – 2017 Edition © 2017 Kibo Software, Inc.

11

PATH TO PURCHASE ENDS 
WITH FULFILLMENT OPTIONS
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YOUR CUSTOMER WANTS MANY FULFILLMENT 
OPTIONS
 Consumers don’t typically take to social media and complain about 
a lack of ship-from-store options available to them at their favorite 
retailers. They do, however, complain about long shipping times, high 
costs, or that the item they know is in the store down the street will take 
at least a week to get via the distribution warehouse. This year’s survey 
revealed 68% of consumers say they now expect delivery of their 
online purchase within 3 days and 55% of consumers will switch 
retailers if their preferred method of fulfillment isn’t available.

On the path to purchase, fulfillment and 
delivery are the last steps, and frequently take 
a back seat to the front end experience that 
drives the consumer to make a purchase.  
Merchants typically focus on customer’s online 
experience—their ability to quickly and easily 
find and purchase the products they need, 
presenting the right personalized product 
recommendations at the right time, and making 
sure inventory is categorized and represented 
correctly. Fulfillment is often considered part 
of “logistics” or “operations” and its effect on a 

consumer’s purchase is overlooked.

Consumers are craving multiple fulfillment options and it is a large 
influencer of the experience that drives a purchase. In fact, 66% of 
consumers say that providing multiple fulfillment options influences 

their willingness to complete their purchase. This includes in-store pickup 
and expedited shipping (made financially possible by ship-from-store). 
For example, almost half of consumers are less likely to buy from a site 
that doesn’t offer in-store pickup. 

Fulfillment is not only important for making the initial sale, but plays a 
factor in recurring sales and brand loyalty. For example, 49% of consumers 
report they will remain loyal to a retailer if buy online, pickup in store is 
available—indicating that fulfillment goes beyond operations or logistics 
and is bleeding into the realm of consumer experience. 

THE IMPORTANCE OF FULFILLMENT ON CONSUMER 
EXPERIENCE AND BRAND LOYALTY 

expect delivery 
of their online 

purchase within 
3 days

68%
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IN-STORE EXPERIENCES NEED TO BE AS 
SEAMLESS AS ONLINE

Once the customer is through the doors of a store, technology together 
with the store associate play a large role in the omnichannel strategy. 
What are consumers expecting when they walk into a store in this age 
of retail? For certain, they expect to get the item they want and expect 
the retailer to make that happen. 

Almost half of consumers surveyed for our report had store associates 
find an item in another store for ship-to-home in the past 6 months. 
Retailers have the opportunity to save the sale and truly make this 
a great in-store experience for the consumer. The consumer leaves 
the store pleased to have their item soon in hand, and will willingly tell 
everyone they know that this certain retailer may have been sold out in 
that store, but is getting their item shipped to them immediately from a 
neighboring store. The consumer is happy and the retailer that was able 
to save the sale is planting seeds of loyalty. 

Saving the sale in this manner is contingent on inventory visibility. 
Technology plays a key role here, with a strong order management 
system being the hub of the inventory system of record that makes all 
inventory across the network visible and accessible. Another critical 
aspect to make this a success is engaged and trained store 
associates. In a mystery shopping study conducted in 20162, we found 
that although 90% of store associates had access to inventory 
information, only a striking 7% of them attempted to save the sale. 

One of the most popular and engaging fulfillment methods is without 
a doubt in-store pickup. This fulfillment method offers the retailer a 
chance to provide individualization in person. Nearly three quarters 
(74%) of consumers expect store associates to access their customer 
history data when they visit a store after purchasing online. With such 
a high expectation, it’s clear that retailers need to provide a seamless 
experience with a global view of consumer activities and inventory 
visibility. The right technology also offers more opportunities for
retailers to make additional sales with endless aisle (like in the example 
above), and with customer history data in hand, a store associate 
could easily leverage that into more sales with simple cross selling or 
upselling techniques. The power of consumer history is endowed only 
on the retailer with the right technology and training in place. Retailers 
with unified commerce technology are in a position to capitalize on 
opportunities that are created with a digitally demanding consumer.

In the past, it would have been impossible to consider a store as 
an online fulfillment outlet, let alone an extension of the branding 
and personalization a consumer experiences online and through 
their path to purchase. 
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Another opportunity many retailers miss is line-
busting. Our research found that having store 
associates equipped to check out purchases on 
a mobile point of sale (mPOS) device influences 
84% of consumers to complete their purchase. 
And half of consumers have had a store associate 
use a mobile device to check inventory or check 
out over the past 6 months. It’s clear that when a 
customer sees an easy way out of the store they 
are more likely to complete the purchase over 
abandoning their items because they don’t want to 
wait in a long line for transacting with a traditional 
POS system. The mPOS is useful during the path 
to purchase just as it is useful at the end when a 
purchase is made.
 

MOBILE POINT OF SALE (MPOS) CREATES 
OPPORTUNITIES 
 

MPOS DEVICES EMPOWER IN-STORE ASSOCIATES TO 
ENHANCE THE CONSUMER EXPERIENCE

are influenced to make 
a purchase when 
store associates are 
equipped with a mPOS 
system

have had a store 
associate use a mobile 
device to check 
inventory or check out

expect store 
associates to access 
their customer history 
when visiting a store

Retailers with unified commerce technology 
are in a position to capitalize on opportunities 
that are created with a digitally demanding 
consumer.

74%

50%

84%
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BUY ONLINE, PICKUP IN STORE (BOPIS)

 
One of the most popular types of fulfillment with consumers is buy online, 
pickup in store, with 78% of consumers reporting to have purchased 
online for store pickup in the past 6 months. This fulfillment option has 
many benefits to consumers and retailers. The retailers can leverage 
inventory from their entire network to be purchased online, instead of 
limiting inventory availability from warehouses. Out of stock scenarios can 
be avoided, which can be frustrating to both retailer and consumer. BOPIS 
also saves on shipping costs for both parties. Finally, getting consumers 
into your store often results in additional items being purchased. Past 
research has found that 40% of BOPIS visits result in additional items 
being added to the order. What are the primary reasons consumers 
want BOPIS today?

Last year, consumers stated their desire to get the product at the time 
they wanted was their top reason for using BOPIS, followed closely by 
saving on shipping costs and saving time while in-store. This year, saving 
on shipping costs overtook getting the product at the time the consumer 
wants as the number one reason for using BOPIS. However, convenience 
and saving time are still in the top three reasons. 2016 brought a slew of 
shipping rate increases from popular carriers that were ultimately felt by 
the consumers. BOPIS is the perfect solution for consumers looking to 
save on shipping costs and for retailers wanting to drive more traffic into 
their stores.

GETTING PRODUCT 
RIGHT AWAY

SAVING ON 
SHIPPING COSTS

SAVING TIME WHILE 
IN-STORE
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CONCLUSION
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Consumers are expecting online and in-store as one cohesive 
experience, no matter how prepared retailers and branded 
manufacturers are to deliver it. How should retailers and branded 
manufacturers tackle enhancements to their commerce experience 
to satisfy the digitally demanding consumer? There are countless 
directions one can take, but here are some focus points to consider: 

Individualization Tops the List
Every consumer wants to feel unique and that the retailer or brand they 
shop with understands them. The addition of real-time technologies 
to drive more individualized experiences is a key part of the modern 
commerce experience. Customers expect websites and mobile apps to 
understand them and their environment and react to their inputs in real 
time. With advances in technology at scale, the individualized real time 
experience we have all been waiting for is finally here. 

Global View of the Consumer
A seamless experience starts with global consumer insights into all of 
their online and offline behavior and interaction with your brand. To be 
unified as a brand requires unified technology with strong integrations. 
Technology silos are still present in the industry, and unfortunately in no 
way provide a unified consumer experience. Silos will fail. A global view 
of the consumer starts and ends with technology that can link data 
together across touchpoints. 

Your Customers Want Fulfillment Options
Our research shows that in order to succeed, a paradigm shift regarding 
fulfillment must be made. Instead of looking at fulfillment as unrelated 
to eCommerce or the path to purchase, it should instead be considered 
a viable player, one that influences the consumer to make a purchase. 
Today’s consumers want various fulfillment methods such as BOPIS, ship-
to-store, and ship-from-store. Embrace the technology that plays a major 
role in these customer demands and find success in 2017.

 

CONCLUSION

THREE STEPS TO PROVIDE UNIFIED CUSTOMER 
EXPERIENCES
1.  Evaluate current technology looking for gaps or weaknesses in 

unification 

2. Use a sophisticated personalization platform

3. Bring fulfillment into the path to purchase discussion
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DEMOGRAPHICS OVERVIEW

Survey Produced and Administered by Watermelon Research



© 2017 Kibo Software, Inc.The Consumer Trends Report – 2017 Edition

19

REFERENCES
1.  Predictions 2017: The Line Between Digital And Physical Retailing Will Vanish, Forrester Research, Inc., November 1, 2016.

2.  Unified Commerce and The Customer Experience, Kibo Software, Inc., May 24, 2016.

ADDITIONAL RESOURCES

UNIFIED COMMERCE AND THE CUSTOMER EXPERIENCE
A buy online, pickup in store mystery shopping study

BUILDING A BUSINESS CASE FOR OMNICHANNEL COMMERCE
Establish a framework for developing a business case for omnichannel capability investment.

HOW PERSONALIZATION GETS PERSONAL
Understanding the psychology and tech behind personalization—without going nuts.

https://kibocommerce.com/wp-content/uploads/2016/08/Kibo-BOPIS-eBook.pdf
http://go.kibocommerce.com/rs/032-GWP-783/images/Kibo-Business-Case-for-Omnichannel-Commerce.pdf
https://kibocommerce.com/wp-content/uploads/2017/01/Kibo-How-Personalization-Gets-Personal.pdf
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Kibo empowers retailers and branded manufacturers to achieve optimal performance of B2C and B2B 

commerce through unified consumer experiences. With over 40 years of innovations, Kibo provides a complete 

omnichannel commerce platform delivered with the lowest total cost of ownership and the fastest time to 

market. By leveraging cloud technologies, individualized buying experiences, and true enterprise scale, Kibo 

enables you to reach higher peaks of sales and consumer loyalty. No matter the challenge, Kibo powers your 

success.

To find out more about Kibo, call 877-350-3866 

or visit our website at www.kibocommerce.com

ABOUT KIBO
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MOBILE POINT 
OF COMMERCE

ECOMMERCE

REAL-TIME 
PERSONALIZATION


