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Just two years ago, the idea of mobile taking the lead in customer experience would 
have seemed ridiculous. 

However, thanks to the iPhone charge, mobile is now significantly more important 
to most brands, and it has become an integral part of many brands’ multichannel 
experience. 

We think that mobile will continue to increase in importance. And within the next two 
years, mobile will actually start to lead customer experiences for a number of brands. 

Why is this? Quite simply, it’s due to people’s appetite for mobile services that are 
genuinely useful and fun. Brands will want to satisfy this appetite, so a combination of 
new technology, developmental experience and greater investment will lead to innovation 
and even better mobile experiences. What’s more, these improved experiences will be 
available to a wider audience thanks to increased penetration of smart mobile devices. 
In turn, this improvement in experience will increase demand, fuelling more innovation 
and creating a virtuous circle.

The opportunity is real, but taking advantage of it will not be easy. Brands will have 
to create great customer experiences, and this comes with a series of challenges.

We will explore this viewpoint by answering the following three questions.
• Is mobile working?
• Will mobile continue its rapid ascent?
• What are the challenges in creating great mobile customer experiences?

Is mobile working?
To understand how far mobile can go, it is important to get a good understanding of just 
how far mobile has come. From a small initial base, the audience for mobile interactive 
customer experiences has grown quickly in the past two years. Mobile ownership is now 
nearly ubiquitous (it’s 89%  in the UK), and while phone and text still dominate usage, 
interactive usage has grown significantly in the two major areas of mobile internet and 
native apps. 
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People now spend on average 32 minutes a day using mobile internet services, and 
more than 10 billion apps have now been downloaded from the iTunes App Store alone. 
Customers are consuming these mobile experiences on both phones and tablets, at 
home, at work, or on the move, and are looking for experiences that are fun, useful, 
usable and/or convenient. 

When this usage is converted into business results, CEOs stand up and pay attention. 

Customers are becoming increasingly comfortable transacting on their mobile, 
which has led to some impressive revenue figures. Online retailer ASOS brings in more 
than £1m a month  through mobile transactions, Amazon brought in $1bn in 2009/10, 
while eBay sold $2bn worth of products last year (a 300% increase from 2009). 
In the UK, 8% of online shoppers reported making a purchase from their phones this 
Christmas (2010), compared with only 2% this time last year.

However, the influence of mobile reaches far beyond just direct sales, and extends across 
the purchasing lifecycle. Brands are using mobile to build awareness through search and 
banner advertising, with an increasing component made intelligent through location-
based services. Consumers are using mobile to research products both at home and 
in-store: a great example of this is the trend for customers to use phones in-store to scan 
barcodes and compare prices in other physical and online shops. Brands are also using 
mobile to build loyalty through customer care and loyalty member tie-ins and offers.

One key reason for this level and range of usage is simply that mobile devices are carried 
with you almost constantly. This allows customers to engage with brands whenever they 
want. When added to the fact that it provides a gateway between the physical and digital 
world, mobile then becomes a powerful tool for creating connected multichannel brand 
ecosystems that can deliver real customer value.

The rapid rise in mobile might suggest that customers are delighted with the experiences 
they receive. In many cases however, this is not the case. In fact, mobile has grown 
quickly despite some of the poor services offered. In the world of apps, 90% are deleted 
after 30 days , 38% of people are not satisfied with the app from their favourite brand  
and, in app stores thousands of disgruntled customers express their negative views, 
especially when it comes to the tablestakes of technical stability and basic features and 
functions.

The mobile web does not fare much better, with half of the surveyed 18-24 year olds 
annoyed that some website designs did not work at all on their phones . Four out of five 
of the UK top 100 retailers do not have mobile-optimised versions of their website  even 
though people spend three-and-a-half times longer and look at three-and-a-half times 
as many pages on optimised sites , compared with non-optimised. Many optimised sites 
still use a formulaic approach that does not reflect the brand or connect with consumers 
properly in the channel. Most brands would not consider using another brand’s design 
and just change a few colours for their main website, but in the mobile space this is still 
common. 

POINT OF view



© Sapient Corporation, 2011

The approach of “build, learn and evolve” does apply to mobile, but brands must also 
not underestimate the effect of these poor mobile experiences. On the mobile web, 
25% of people would not revisit a retailer’s website on their phone after a bad experience. 
With apps, the risks are even higher as app stores put brands in the spotlight: great 
reviews are great for the brand, but the opposite is also true.

People demand mobile experiences because they see value in them. Brands have reacted 
to this and are starting to see some positive results. However, as customers demand 
better and better experiences, many brands are failing to meet people’s expectations. 

Will mobile continue its rapid ascent?
We believe that the demand for mobile services and their commercial importance will 
only increase – and quickly. This is not based on hype or because it is the “in thing”. 
We have identified four key areas that have influenced mobile growth, and analysed 
how these will continue to stimulate future growth.

1. Rise of the smartphone and tablet
The rising importance of mobile has been propelled by the explosive sales of 
smartphones and tablets that give people a far richer mobile experience. This trend 
will only continue, moving rich mobile experiences into the mainstream.

Sales of smartphones in the UK leaped 70% between 2009 and 2010 , and this growth 
will continue as more people see the value of smartphones and as prices are reduced – 
particularly those running the Android operating system.

The rise in tablets has been even more rapid. They were virtually non-existent 18 months 
ago, yet worldwide tablet sales in 2010 almost hit 16m, and this is expected to grow 
to 56m by 2012 , with many more players entering the space.

2. Availability of cheap, fast data
The rise of mobile has been driven by the availability of cheap data bundles and the 
roll-out of 3G across the UK.
 
In future, the launch of LTE/4G in 2014 will mean greater mobile broadband speeds 
and even more mobile growth.
 
However, currently many operators’ infrastructure are struggling to cope with the ever 
increasing traffic and bandwidth.  

3. Awareness of mobile services
Many mobile solutions fall at the first hurdle because firms fail to pay proper attention to 
launching their services, resulting in very poor awareness. A great example of this is apps 
that are released without sufficient publicity. This is a real problem when app stores are 
so crowded. For example there are 350,000 apps in the Apple App Store alone. 
To compete with the saturation, smart brands are looking to how best tag apps, 
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categorize, and drive participation with reviews which increase visibility. In addition, some 
firms such as Tesco and Lloyds use major offline and online ad campaigns to promote 
their mobile offerings. As this trend continues, mobile services will continue to move from 
niche to mainstream.

4. Better technology
Mobile technology has developed rapidly. In the past few years, a range of improved 
technologies such as cloud-enabled and location-based services has started to deliver 
richer and more complex experiences. Over the next few years, technology will continue 
to enable ideas to come to a life. Some of the key developments will come in the way of 
more focused platforms and standards that will help combat the costs of publishing and 
managing multiple apps in a fragmented operating system market. In addition, credit 
card companies, telcos, and start-ups have started to introduce NFC-enabled mobile 
wallets that will ultimately bring the smart phone and all of its software closer to brick 
and mortar retail purchasing and value-added services.

Can you meet the challenges of creating great mobile experiences?
We believe the opportunity is there for brands to make mobile a central, or even leading, 
aspect of the overall customer experience. However, to do this, brands have to create 
great mobile experiences and this comes with a number of key challenges. 

Match your offering with your audience
Understanding your audience is the first key step. This is particularly important in mobile 
as audiences are fragmented by form factor and usage which are also heavily influenced 
by culture and geography.

In the UK at a macro level, feature phones account for 70% of the market but this 
is falling . Smartphones account for the remaining 30%, but this is fast on the rise 
and also accounts for the vast majority of mobile interactive usage. The smartphone 
market is then further broken down by a number of platforms including Apple’s iOS, 
RIM’s BlackBerry, HP’s WebOS, and Google’s Android, which each come with their own 
considerations. Traditionally, the UK has been a heavy supporter of the Symbian OS, 
which Nokia announced it will be sunsetting in favor of its new partnership with Windows 
Mobile 7. It will be interesting to see how much of Nokia’s base will make the transition 
or defect to one of the other three leading platforms.

Tablets are a closely related form factor, and are the new golden child with skyrocket 
sales. To put it in perspective, it took three months to sell a million iPhones but just 
28 days to sell as many iPads . Whilst phones and tablets are the dominant form factors, 
our very definition of what constitutes a mobile device is also expanding. For example, 
cars are now becoming another un-tethered mobile device, delivering personal, on the go 
mobile experiences straight to your vehicle. 
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On top of these form factors lies a range of mobile behaviour that needs to be considered. 
This includes filling spare time, performing small jobs that are ideally done on the go, and 
offering a third screen at home. Mobile behaviour differs again for tablets, which tend to 
be more of a shared or family device and more often used in specific locations such as on 
the couch, in the plane, or in the bedroom before sleep.

Understanding mobile form and behaviour at a macro level is important, but the real 
value comes from detailed understanding of your own audience and unveiling key 
insights.  From here truly valuable offerings can be created. The best mobile offerings 
provide real customer value, utilize the strengths and unique capabilities of mobile 
devices and forms part of a well integrated and consistently branded multichannel 
ecosystem.

Use technology to make the experience powerful
Ideally, technology creates opportunities and enables great experiences. The reverse is 
also often true, and a lack of understanding around the implications of technology can 
prevent great ideas being turned into reality. 

How it gets crafted
The range of front-end technology is broad and changing by the day. They include native 
apps, hybrid apps, HTML5 Web applications, NFC, augmented reality, 3D, and good old 
SMS, to name but a few. 

These larger decisions have a direct impact on how the consumer obtains, interacts, and 
perceives the solution. For example, typing in a url inside of a smartphone browser is very 
different than downloading an app from an appstore. The end solution may accomplish 
the same goals, however the consumer expectations can be wildly different from ability 
to access information offline, perceived cost/value, and expected speed and performance. 

From the business point of view, a deep understanding of the technology is not necessary. 
What is important is choosing the right technology, crafting the right experience on top of 
that, and understanding the context and expectations around that solution to be sure it is 
truly integrated into customers’ lifestyles and meets their expectations.

What the customer doesn’t see
Delivering richer more valuable mobile experiences frequently requires access to 
back-end systems such as product catalogues, e-commerce systems and account 
information. Too often, companies do not consider their back-end architecture sufficiently 
early. As a result, mobile experiences that rely on good access to back-end systems are 
often delayed or never come to life at all. This clearly highlights the need for a service 
orientated architecture, separate business/data and presentation layers, and clean APIs 
to create a mobile friendly environment. Just because the screen size is small, that 
doesn’t mean that the tech challenges or costs are also tiny.
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Time to think strategically
To create consistently great mobile experiences that deliver both customer and business 
value, it is important to consider mobile strategically. The time for one – off mobile 
experiments has now passed.

The first step is to have a clearly defined mobile strategy in place that includes a roadmap 
looking out 12-18months. This strategy needs to be supported by a business case or 
company conviction that warrants the growing investment required in this area. Many 
analysts will suggest that there is no such thing as a “mobile strategy” only a multi-
channel strategy. Philosophically, this is absolutely true, however while mobile often 
carries the load for innovation and business transformation; getting deep with all things 
mobile; platform decisioning, concept definition, and requirement gathering and app 
planning for mobile, is probably not such a bad idea.  

A good mobile strategy should also lay out what offerings will be developed when, and 
ensure synchronisation with other key initiatives. In addition, the strategy should look 
to address organisational aspects of delivering mobile experiences. Given mobile’s 
relatively new status, it is important to ensure clear internal accountability to provide 
effective project set-up, delivery, and overall solution monitoring and evolution. Finally, 
given mobile’s increasingly prominent future, now is the time to consider capability 
considerations which will include the degree of work is outsourced, and the specific skills 
to be developed in-house.

Conclusion
So, could mobile lead your customer experience? The simple answer is yes! And even 
if it does not lead, it will without doubt play an increasingly important role. There are 
a series of challenges to achieving success, but consumers are demanding it and the 
opportunities are huge, so the time to act in a serious fashion is now.

Special thanks to David Hewitt, Chad Cribbins and Chris Popple for their assistance with 
this paper.
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