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Welcome to the first Mastering Multichannel Journeys: Making 
Engagement Pay report. This is the culmination of six months 
extensive research into how customers would like to engage with 
businesses, and how businesses try to engage with their customers. 

This insightful compendium explores the impact of multichannel 
marketing on customer-business engagement not just up to the 
point of the first purchase, but throughout the customer lifecycle. 

It is becoming increasingly difficult for businesses to engage with 
their customers. The old adage used by marketers still rings true: 
People generally are time rich, cash poor, or time poor, cash rich. 
But there are other elements that need to be considered. Such 
as the fact people these days are device-heavy (owning a PC, 
laptop, smartphone, tablet, smart TV, console), and channel-rich 
(accessed by advertising, mail, email, IM, text, voice, social). The 
dynamics for customer engagement are constantly evolving. 

So are businesses managing their mobile engagement strategy?

In recent years, we’ve seen a few businesses capitalising on 
mobile engagement and leaving their competition in the dust. 
And that is why we created the Master of Mobile Awards: UK 
to recognise and celebrate these brands that are delivering 
exceptional mobile strategies to their users. 

What was unique about these Awards was that they were voted for 
by mobile users up and down the UK, the very people that engage 
with these services (and businesses) on a daily basis. They voted for 
Facebook as the overall ‘Master of Mobile’ award delivering the best 
mobile experience, but Amazon and Barclays also won as best-in-class. 

 

These are major brands and ones that are setting the benchmark 
for every business looking to drive ongoing engagement with their 
customers. But they have achieved these heights by evolving 
their engagement strategies, overcoming the complexities of 
communicating over multiple channels, by analysing customer 
behaviour data and by communicating directly with their customers.

Mastering Multichannel Journeys: Making Engagement Pay 
provides every business across the UK with the analysis and 
insight to create, amend, update or revise their mobile strategy to 
ensure engagement pays. And pays. And pays. 

I’m sure you’ll agree this is a fascinating and insightful read and  
will keep you highly engaged!

James Harrison 

UK CEO, Oxygen8

hello.GROUP
OX YGEN

Our offices
UK - Ireland - USA - Barbados - Trinidad - Uganda - Kenya - Australia - Singapore - Tanzania  -    South Africa

Oxygen8 Group is a global technology 
provider of multichannel solutions 
headquartered in Birmingham, UK.  
We have over 200 dedicated employees 
looking after our clients’ needs. With 
a further 10 international offices and 
operations in over 27 countries, our  
reach is truly global.

Working in partnership with its clients, Oxygen8 enables 
businesses to drive new revenue streams, improve 
customer communication, build brand awareness and  
increase customer loyalty.

Clients include mobile networks, newspaper groups, radio 
and television stations, major high street retailers and banks. 
As a global business, Oxygen8 has the infrastructure, 
technical skills and depth of resource to take new products 
to market quickly and easily, whilst still giving clients the 
benefit of ‘on-the-ground’ local knowledge and support.

Some of our awards: Members of:
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PRE-PURCHASE

 31.7 million people in the UK have connected with an 
average of 6 businesses over their mobile device.

 92% of these “connected customers” have a 
smartphone, 8% have featurephones.

 Voice calls, email and website are the top ranking channels 
for businesses to communicate with their customers. 

 Website, email and SMS are the top 
ranking channels for mobile users.

 A connected customer will increase the number 
of channels a business can potentially connect 
from two to three up to the point of purchase. 

 Engagement gold: Almost 50% of connected mobile 
users are attracted to vouchers and promotions.

 75% of businesses will use on average 3.5 channels 
to connect with a consumer; website, social, email, 
plus either app or SMS up to the point of purchase. 

 The top 5 connected sectors are retail, food & 
drink, transport, financial, and gaming.

 Up to 92% of connected customers will potentially 
make payments over their mobile device. In 
total 31.4 million people in the UK will make a 
payment over their mobile device in 2015.

 56% of connected retail mobile customers 
make a payment following engagement. 

 10.8% of consumers will increase their spend with 
the business following relevant engagement, and 
a further 24% will be positively influenced.

 24% of mobile users said their spend on mobile would 
increase with additional payment platforms available 
at the point of purchase, such as carrier billing.

POST-PURCHASE

 Businesses suffering from “one night stand” marketing  
in the immediate aftermath of a transaction;  
channel uncertainty. 

 Engaging with consumers becomes increasingly 
challenging over time. Channel consolidation by 
consumers limits business to 2 channels.

 An average of 22% of consumers claim businesses 
are increasing frequency and relevance of 
communications with a positive effect post-purchase. 

 Brand advocacy reduces from 25% to 
13% following a purchase.

 The majority of businesses must transform ineffective 
communications into compelling engagement and 
convert defecting advocates into brand enthusiasts. 

 SMS and email are the preferred engagement channels 
for mobile customers following a purchase.

EXECUTIVE  
SUMMARY The top 5 sectors connected with consumers

Retail  
21.6 million

Food & drink  
16.8 million

Transport  
16.2 million

Financial  
15.2 million

Gaming  
14.6 million

The top 3 channels  
for businesses1

voice call  
automated

2
email

3
website

How frequently 
do you make 
purchases via 
your mobile 
device?

Daily 1,362,928

Several times a week 3,504,672

Weekly 7,009,344

Several times a month 7,204,048

Monthly 5,841,120

Quarterly 2,920,560

TOP STATS
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THE MOST POPULAR 
MOBILE SERVICES

MOBILE DEVICES 
SHAPING OUR MEDIA USAGE

84% 

Mobile phone outlook

iPhone
Android
Windows
Other Smartphones

Total Smartphones

79% 72% 68% 62% Smartphones as % 
of total mobiles

Featurephones

Proportion of 
UK adults with 
a smartphone*

61% 

51% 

Q1 2013

Q1 2014

Q1 2015

Proportion of 
UK adults with 
a smartphone 
projected  
in 2015

71% 
Ofcom: Communications Market Report 2014 UK

The role of mobile within our daily lives is changing 
dramatically. Messaging is now the most popular 
service on mobile, according to 90% of mobile users 
taking part in the research, followed by browsing  
and email.

It is perhaps not so much a measure of how much  
voice calls have fallen in popularity, more the rise 
of the multi-functional smartphone and how we 
now use our mobile devices, which has ultimately 
changed the way we communicate. Services such 
as weather, navigation, the device’s music player 
and camera are all more popular features than 
voice calls; the very service the mobile phone was 
originally designed for.

These days, voice is just one out of thousands 
of services that can sit on our smartphones. Our 
smartphones can now monitor our heart beat,  
improve the efficiency of our central heating in our 
homes, or track the distance of a run, but it remains  
the simplest service of them all, the humble text 
message, that continues to be the most popular  
service on mobile – ubiquitous across smartphones  
and featurephones – used by over 90% of mobile  
users in the UK, yet often overlooked by the  
majority of businesses. 

MOST POPULAR  
MOBILE SERVICE

90%

84%

83%

78%

77.6%

77%

74%

73%

67.5%

66.8%

Messaging

Browsing

Email

Photography

Social

Weather

Maps

Music

Navigation

Video

31,892,565 26,662,670 23,320,351 17,563,698 13,215,600

2014
23%
60%

7%
10%

100%

23%
59%

8%
10%

100%

2015 2016
23%
58%

9%
10%

100%

2017
23%
57%
10%
10%

100%

23%
56%
11%
10%

100%

2018
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There are 48.68 million mobile users in the UK, each on 
average with 1.7 mobile devices taking the total mobile 
subscriptions to 83.1 million. Because this report focuses 
on how brands can develop relationships with their 
customers via their mobile devices, it will concentrate on 
actual mobile subscribers and what that means in terms 
of usage. 

For example, the research highlights that messaging 
is the most popular service on mobile with just over 44 
million mobile users in the UK, followed by browsing with 
almost 41 million users, and email with 40.16 million 

users. Social media has 37.8 million users and is just 
behind photography – i.e. those users that use the 
device’s camera. 

Aside from photography, four of the top five most 
popular services are communication-based in either 
a bilateral (messaging, email, social) or unilateral 
(browsing) mode, which sounds obvious, yet 
businesses often gloss over the fact that mobile is 
first and foremost a communications tool. Businesses 
typically favour utilising the devices’ accelerometer, 
barometer, compass and gyroscope to develop cool 
apps that most consumers don’t need and won’t use. 
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If a business wants to develop a relationship with their 
customers over mobile, it has to first demonstrate an 
understanding of not only how people use their mobile 
device, but their frequency of usage. 

Not surprisingly, the most popular services on mobile  
also boast the highest hourly and daily usage. In fact, what 
truly sets the most popular services apart from the rest is 
the total number of users that claim to use the service on  
a “daily” basis. 

Across the top 22 services researched, on average  
4.4% of mobile users in the UK use mobile services on  
an hourly basis, 21% on a daily basis, and 17% weekly. 

Yet almost 20% of messaging users use the service on an 
hourly basis, and 53% on a daily basis. Sixteen percent of 
email users check on an hourly basis and 48% on a daily 
basis. And it’s similar with daily usage statistics in particular 
for social media and browsing. 

There is no escaping the fact that the services and apps we 
access on our mobile phone shape, and even define, our 
lives on a daily basis. Not every business is in a position to 
drive engagement to the levels that the likes of Facebook, 
Amazon, and eBay can boast. But mobile represents 
an opportunity of driving a deeper engagement and 
understanding with customers than all other channels. 

44 million  
UK mobile users  
send messages;  

73% receive 
messages daily
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Banks have increased the monthly contact they have with 
their customers from six times to 26 times because many 
have developed an app that deals with the majority of 
their customers’ financial requirements. In the UK, 28.2 
million people use mobile banking, of which 38% (or 10.8 
million) will use the service on a daily basis, and a further 
11.2 million will use the service weekly.

Similarly, the Nike running app is an excellent example 
of a brand connecting with its customers in a meaningful 
way. In the UK, Nike’s potential mobile reach is the 
17.2 million that exercise and use their mobile device 
simultaneously. However, if a running app was to 
provide weather information as well, that would be 

tapping into a mobile user base of 37.2 million people. 
It would also potentially increase the usage of the app. 
Twelve percent of mobile users use their device for 
exercise on a hourly/daily basis, compared to 42% of 
weather users. 

Businesses are faced with choices when it comes to 
developing their mobile strategy. Should they focus on 
developing a communication, look to develop a service 
that enhances the customers’ experience, or both. Not 
every business can become Facebook or eBay, but 
business every has the potential to provide a mobile 
service or utility to drive their customer engagement to 
unprecedented new levels. 

engage
multichannel solutions

pay
payment solutions

We make customer engagement really 
easy and payments even simpler,  
all through our clever technology.

Our product solutions, Engage and Pay, include a 
range of communication methods allowing you to 
increase revenue, improve operational efficiency 
and drive performance.

Users in 
Millions Hourly Daily Weekly Monthly Quarterly
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Understanding how users consume services and apps on their 
mobile device is crucial if a business is to succeed on the smaller 
screen. It is no longer a case of taking content from a website and 
deploying on a mobile site. The user experience and actual behaviour 
is fundamentally different between the large screen of a PC and small 
screen of a mobile device. The businesses that “get mobile” are the 
ones that are driving repeat usage and setting the bar for the rest.

In February 2015, the work of these businesses was 
recognised by the inaugural Master of Mobile Awards: 
UK (MOMA: UK), held fittingly at the world’s largest 
mobile event, the Mobile World Congress in Barcelona. 
What makes these Awards unique is that it the Master 
of Mobile Awards are the first to recognise and celebrate 
mobile brands as voted for exclusively by consumers 
themselves, the people that use the services rather than 
by the mobile industry.

With 8.2% of the votes, Facebook was the provider of the 
best mobile experience in the UK, winning the coveted 
“Master of Mobile” Award, ahead of 300 other brands which 
were also nominated. As the leading provider of social 
media, Facebook also won the “Master of Social” Award.

Amazon came second with 6.1% of total votes, and as the 
leading shopping provider walked away with the “Master 
of Shopping” Award.

In third place was WhatsApp with 3.9% of votes, 
followed by eBay (3.6% of votes) and Google (3.55% 
of votes). Barclays was voted the UK’s leading mobile 
banking provider with an overall ranking of seventh from 
2.3% of total votes. In fact, Barclays was one of seven 
banks to make the top 20. Banks clearly get mobile. 

Not surprisingly, some of the world’s biggest brands 
also ‘get mobile’, and feature heavily in the Master of 
Mobile: UK top 20. Not only will these brands have 
the largest following, they have also invested in their 
mobile strategy to ensure the customer experience is 
exceptional. But it is exceptional because it is simple 
and they are providing access to the content and 
services that their users want. It is faster to access your 
bank account via your smartphone and transfer money 
using an app than it is a website. It is now easier to sell 
an item on eBay Mobile than it is eBay, because the 
mobile app is a dumbed-down version on mobile of  

MAKING MOBILE SERVICES  
THAT STAND OUT

MASTEROFMOBILE
AWARDS

Amazon receives  
Master of Shopping Award

Facebook receives 
Master of Mobile Award

Barclays receives  
Master of Banking Award
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The popularity of social media among mobile consumers 
is now reflected in how brands and businesses prefer 
to communicate with their customers. According to our 
business research, 77% use social media, which places it 
ahead of email (71.6%) but still behind the website (83.8%).

Of those brands and business using social media, 
100% use Facebook, and more than 90% use Twitter. 
However, squeezed in between those social media 
behemoths is LinkedIn, which has experienced 
unprecedented growth among business in recent years, 
and is now used by 74.3% of the total brands and 
businesses surveyed. But it must be said, that LinkedIn 
remains very much a business tool and is unlikely to 
ever make the crossover into the consumer space even 
though it came 78th in the consumer poll – ahead of 
major household brand names of New Look (80th), Next 
(81st), Top Shop (93rd) and Coca Cola (96th).

But brands need to play the social card very carefully. 
Although the research has revealed that 77.6% of 
mobile users use social media, that figure diminishes 

dramatically when it involves social relations between 
a customer and a brand or business. Only 17.2% of 
mobile users connect with brands and businesses 
over social media before a purchase has been made, 
and that figure drops to around 11% post-purchase, 
which means brands and businesses are losing social 
followers along the customer journey. 

In theory, as brands and businesses collect more 
customer data, it is expected that post-purchase 
interaction increases, but as this is not the case with 
social media, there is a disconnect between the 
customer and brand or businesses in relation to the 
purchasing cycle, 
to the extent that 
social media 
could actually be 
damaging the 
potential of repeat 
purchases.

THIRD:  
SOCIAL MEDIA
With almost 16.7% of the votes, the category of social 
media is the third most popular mobile service according 
to UK mobile users. As we’ve already seen in the top 20, 
the usual suspects of Facebook, Twitter and YouTube  
are all included, while Instagram resides in the top 50. 

their main site, and in turn, deliver a simple, enjoyable, 
and discoverable service that keeps engagement and 
interaction at a premium. Mobile is making access and 
processes considerably simpler. 

While Banks are clearly dominating the customer 
experience in the top 20, overall, shopping was voted 
the number one category on mobile. 

Best of the rest
Not only was the BBC the highest ranked broadcaster, 
BBC News was the highest standalone news service, 
and BBC Weather the highest branded weather service 
– and all featured within the top 30. Fierce rivals Sky, 
along with Sky News and Sky Sports, were all outside 
the top 20, placed 30, 21, and 24 respectively.

Only one game featured in the Top 20, Candy Crush 
Saga, while Angry Birds came in at number 46. Paddy 
Power can now be considered as the UK’s leading 
mobile gambling service as it was the only gambling 
provider to feature in the top 50.

Google Maps was the leading maps and navigation 
branded service, and the only provider of its type to 
feature in the top 50. Perhaps the biggest surprise of 
all is that travel services of any description did not get 
into the top 50, especially considering the poor health 
(i.e. congestion and delays) of the UK’s road and rail 
network. In fact, National Rail was the highest placed 
in 64th, closely followed by Transport for London (65th) 
and The Trainline (67th). The highest ranking airline 
was BA in 69th.

The most popular food and drink service on mobile 
is Domino’s Pizza, but is clearly not a priority for UK 
mobile users as it was just outside the top 50 with Just 
Eat coming in at number 100. A surprising omission 
was the automotive industry, with only BMW attracting 
one nomination. 

WINNER
MASTEROFSOCIAL 

2015

Mastering Multichannel Journeys: Making Engagement Pay 17 Mastering Multichannel Journeys: Making Engagement Pay16 



The functionality of accessing your bank account has 
clearly hit a chord with UK mobile users, even though as 
a service, banking only comes 14th in terms of the UK’s 
most popular service on mobile, with 57.9% of mobile 
users actually using their mobile device to bank. 

But banking’s role in the path to mobile engagement and 
payment is critical. When mobilesquared first looked at 
mobile engagement in 2011, the most trusted brand was 
the mobile operator because it held the billing relationship 
with the consumer. The fact that now there are fractionally 
more people banking on their mobile phone than there are 
gaming – the 15th most popular mobile service – reveals 
that 57.9% of mobile users trust their mobile device to 
control their own personal finances and that is the first step 
in encouraging that mobile user to conduct mCommerce 

and mPayments. Once they trust their mobile device to 
conduct their personal finances they become significantly 
more likely to make purchases over their mobile device. 

According to the research, 46% of mobile users in the 
UK are making at least one purchase every quarter 
via their mobile device, and more than half of those 
mCommerce/mPayments users will spend more than 
£10. In fact, the research reveals that of those 46% of 
users, more than half are making at least one purchase 
per month via their mobile device. 

Clearly there is a lag between adopting mobile banking and 
transferring that trust into mCommerce/mPayments, but 
as the number of people mobile banking increases, so too 
does the pool of potential mCommerce/mPayments users.

The votes were dominated by the online players, with both 
Amazon and eBay the only retailers to make the top 10 
of all brands, leaving traditional store-based retailers of 
Tesco in 20th place and Argos in 22nd. The darlings of the 
high street, John Lewis and Marks & Spencer, only just 
made it into the top 50, coming in at 47th and 49th place 
respectively, with online retailer ASOS in 50th place.

What has made shopping the most popular category on 
mobile? As the consumer research highlights, clothes 
are the number one item being purchased via the mobile 
device, closely followed by music. What’s more, as the 
top 20 categories purchased via a mobile device reveals, 
people are buying a multitude of items, from the obvious 
purchase of apps, to travel, accommodation, and gambling, 
to the more functional such as car parks and toll roads. 

These latter examples are largely being touted as ideal 
services to open up the direct operator billing opportunity 
as a viable alternative payment mechanism. As is using 
mobile to pay for vending machines, but as that service 
has not been launched in the UK, we can only assume 
that the consumer respondents selecting this category 
have recently travelled to the Nordics where the service is 
proving to be very successful. 

Furthermore, mobile users are becoming accustomed to 
using their phone to make purchases while outside of the 

home. For instance, clothes, food, electrical goods, and 
coffee, have been purchased in-store using the mobile 
device, most likely with NFC (near-field communications)  
up to the value of £20.

Brands and businesses are starting to see an increasing 
number of purchases made via mobile, to such an extent 
that 16.2% are receiving payments made via mobile 
devices on a daily basis. But overall, a fraction over 43% 
of brands and businesses are now receiving payments via 
mobile devices. 

This means that the end-to-end purchasing cycle on 
mobile is here to stay and only going to increase as more 
mobile users learn to trust their mobile device and feel at 
ease with the payment process. But this is only the start 
of the customer journey, the challenge for every brand 
and business is to maintain that level of engagement and 
interaction and 
ensure repeat 
purchases, and 
then brands 
and businesses 
can truly say 
that they have 
become a 
Master of Mobile. 

SECOND:  
BANKING
Banking is the second most popular category on mobile, having 
amassed 17.6% of all votes. And as we’ve already seen, seven 
banks are featured in the top 20, and a further four banks appear 
in the top 50. No one category features more in the top 50. 

FIRST:  
SHOPPING
And the winner of the most popular category on 
mobile is shopping, with 21.2% of the votes. 

How much mCommerce/mPayment users have spent

£10 or less
20.1%

£100 or less
19.3%

£1000 or less
5.60%

£1000 or more
1.00%

Once users trust their mobile device to conduct their 
personal finances, they become significantly more likely  

to make purchases over their mobile device. 
WINNER

MASTEROFBANKING 
2015

WINNER
MASTEROFSHOPPING 

2015

Mastering Multichannel Journeys: Making Engagement Pay 19 Mastering Multichannel Journeys: Making Engagement Pay18 



TOP 100 BRANDSFINAL STANDINGS  
BY CATEGORY

Shopping - physical

21.23%
Banking

17.61%
Social media

16.65%
IM

6.83%
News

6.92%

Search engines

6.49%
Games

4.16%
Comms

2.57%
Entertainment

2.55%
Sport & fitness

2.31%

Travel

1.79%
Gambling

1.73%
Technology

1.67%
Weather

1.59%
Email

1.10%

Utility

0.90%
Shopping - digital

0.78%
Food & drink 

(restaurants &  
take aways)

0.70%
Maps/navigation

0.68%
Promotions/vouchers 

loyalty

0.32%

MASTER OF MOBILE
AWARDS

MASTER OF MOBILE
AWARDS

1 Facebook 26 PayPal 51 BBC Sport 76 Cineworld

2 Amazon 27 Gmail 52 Bet 365 77 Hay day

3 WhatsApp 28 Instagram 53 Debenhams 78 Linkedin

4 eBay 29 iTunes 54 Dominos 79 My Fitness Pal

5 Google 30 Sky 55 King Games 80 New Look

6 Barclays 31 Google Maps 56 Sainsburys 81 Next

7 BBC 32 EE 57 Asda 82 Nokia

8 Natwest 33 Vodafone 58 Ladbrokes 83 Trip Advisor

9 Lloyds Bank 34 Virgin 59 Microsoft 84 Very

10 Halifax 35 Yahoo 60 The Guardian 85 B&Q

11 BBC News 36 Google Play 61 Runkeeper 86 Kindle

12 Candy Crush Saga 37 Orange 62 Tumblr 87 Lotto

13 Twitter 38 Sony 63 Boots 88 Mail Online

14 Santander 39 RBS 64 National Rail 89 Nectar

15 YouTube 40 Spotify 65 TFL 90 Play

16 HSBC 41 Samsung 66 Accuweather 91 Sky Bet

17 Apple 42 Daily Mail 67 The Trainline 92 Three

18 Nationwide 43 Skype 68 Viber 93 Topshop

19 O2 44 Bank of Scotland 69 BA 94 Betfair

20 Tesco 45 Paddy Power 70 Hotmail 95 Clydesdale Bank

21 Sky News 46 Angry Birds 71 The Co-op Bank 96 Coca Cola

22 Argos 47 John Lewis 72 Snapchat 97 Duolingo

23 First Direct 48 Nike+ 73 Travel app 98 Groupon

24 Sky Sports 49 Marks & Spencer 74 Betfred 99 IMDb

25 BBC Weather 50 ASOS 75 BT 100 Just Eat
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EXTENDING THE 
CUSTOMER JOURNEY
The need for businesses to connect with their customers over 
multiple channels is imperative. The role of the smartphone effectively 
consolidates these channels and multiple touch-points onto the one 
device, but that is not to say that businesses should not develop a 
marketing strategy. As this section will reveal, increased engagement  
on the mobile phone leads to increased sales.

A consumer has a variety of channels it can connect with 
a business, such as Facebook, Twitter, download an 
app, provide a mobile phone number or email to join their 
marketing database. In doing so, the consumer is giving 
the business its permission to open a direct relationship 
over the channels of their choosing. It is a considerable 
opportunity in the UK. From the mobile universe in the UK 
of 48.7 million users, just under two-thirds claim to have 
connected with one or more businesses. 

The business research reveals that 75% of businesses in 
the UK apply multichannel marketing across an average 
of 3.5 channels when they connect with a user. It could 
be argued that this is 1.5 channels too many given that 
the average consumer prefers to connect with a business 
across two channels. If anything, by looking to connect 
with users over three or four channels, a business is 
hedging its bets and providing the user with a variety of 
touch-points. 

 
 

Not surprisingly, the website is the standout channel 
for consumers, followed by email and then apps. For 
businesses, social media follows website as the top 
two channels for connecting with users, ahead of email. 
These are the three pillars of marketing — website, 
social and email — for 75% of businesses in the UK. 

For businesses operating a fourth or even fifth channel will 
typically use opt-in messaging or will look to develop an app.

The data suggests that businesses have the right 
strategy. In the UK there are 40.9 million mobile 
internet users of which almost 21 million will connect 
with a business using its website. This means 
businesses will have a potential business marketing 
mobile internet audience of 51% of total mobile users. 
For email, this represents 37% of total mobile users. 

However, despite being the most popular service on 
mobile devices, messaging is yet to explode into life in 
terms of marketing. Only 6% of total mobile users have 
opted-in to receive business communications over text.

How do you connect with businesses via your  
mobile phone before you make a purchase?

26%

%

6%

19%

37%

9%

7%

51%

27%

22%

Pontential mobile 
channel connections

Total UK  
mobile users

Of total  
service users

USE DOWNLOADED 
APPS

10,124,608 / 38,308,012

2,677,180 / 44,003,104

2,579,828 / 38,308,012

20,979,356 / 40,887,840

14,797,504 / 40,157,700

2,677,180 / 9,737,200

1,119,548 / 5,842,320

8,372,272 / 37,772,576

2,920,560 / 31,590,724

IN-APP PUSH 
NOTIFICATIONS

I HAVE OPTED-IN 
TO RECEIVE SMS 
NOTIFICATIONS

WEBSITE

SHORT CODE

QR CODE

EMAIL

SOCIAL

VOICE CALL/
AUTOMATED SYSTEM

0% 100%
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Whether businesses are being effective with their 
multichannel marketing strategy remains to be 
seen. For instance, over one-quarter of businesses 
have developed an app, yet less than half of 
these businesses use in-app push notifications. 
Considering the average cost for a relatively basic 
app to be developed is £25,000, excluding its 
general on-going health checks, updates and bug 
fixes, it is a considerable investment for a business. 
But if the business does not use this connected 
opportunity to open direct engagement with the user, 
it is missing an obvious opportunity and investment. 

Getting the communication right is critical. More 
and more consumers are connecting with multiple 
brands over their mobile device, which means 
more and more businesses will be generating 
significant noise on that user’s device to try and 
capture their interest – competition is fierce. 

Right now in the UK, almost 12 million people have 
connected with up to three businesses, almost 15 
million people have connected with between four 
and 10 businesses, and 2.5 million have connected 
with more than 10 businesses. On average, the 
typical mobile user in the UK has connected with 
just over six businesses on mobile, and this figure 
is increasing by one every year. 

However, as this report outlines, just because a 
consumer decides to connect with a business over a 
particular channel or channels, does not necessarily 
imply these are the user’s preferred channels by 
which the business should communicate with them. 
In the intricate world of multichannel marketing, 
businesses need to be nimble. 2.09

Average number of channels 
consumers will engage with 
businesses before connecting

1-3 4-6 7-10 11-14 15+

How many businesses 
do you connect with via 

your mobile phone?

Almost  

75%  
of companies will  

use... as part of their  
multichannel marketing 

strategy
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CONNECTIONS  
BY SECTOR
The four most popular channels for both consumers and businesses 
to connect over are website, apps, social and opt-in messaging. When 
broken down by sector, on average 50% will connect via a website, 31% 
via an app, 13% via social media and 6% have opted-in to receive SMS.

The most popular sectors to connect with of the 12 
included in the research are retail, food and drink, 
transport, financial and gaming. In fact, according to the 
research 72% of mobile shoppers in the UK are connected 
to retailers via their mobile device. After retail, the sector 
with the greatest penetration of connected mobile users is 
gambling and casino, followed by financial. 

When these connections are broken out further, website 
is the most popular channel across every sector with 
travel and leisure leading the way, followed by utilities, 
logistics and education.

In terms of connecting with businesses via apps, gaming 
leads the way, followed by financial, transport, and 
gambling and casinos. 

Opt-in messaging is most popular among logistics, 
peaking at 15% of connected mobile users, followed by 
utilities, sports and fitness, and retail. 

Clearly, this is something of an anomaly. Only 2.7 million 
mobile users previously claimed to have opted-in to 
receive SMS notifications. But when applied to sectors, 
9.3 million claim to have opted-in for messaging.

Retail  
21.6 million

RETAIL

FINANCIAL

TRANSPORT

GAMING

GAMBLING  
& CASINO

Food & drink  
16.8 million

Transport  
16.2 million

Financial  
15.2 million

Gaming  
14.6 million

Top 5 sectors connected with consumers

Connected mobile users as % of total 
users by sector, selected.
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CAPTURING  
CONSUMER INTEREST
Connecting with consumers is only the first phase for businesses; 
engaging and developing an ongoing relationship is an equally 
challenging prospect. Having connected with a business, the number  
of channels a consumer will potentially engage with a business 
increases from two to three. 

This channel extension holds unprecedented importance 
because it effectively expands the marketing funnel beyond 
websites and email, into more creative, engaging and direct 
media, such as social, apps and games, and messaging. 

This can be seen by the potential audience for a business 
developing an app pre- and post-connection. The potential 
audience for a brand or branded app, according to the 
research, is almost 13 million users of which 12.2% would 
welcome in-app push notifications. But after connecting, the 
potential audience to download the app increases to over 
20 million, and the number of users accepting in-app push 
notifications more than doubles to almost 3.3 million.

But businesses are not capitalising on this post-connect 
multichannel opportunity, and are not doing enough to 
capture the interests of the now-connected customers. 
Key areas for businesses to exploit are branded apps and 
games, to supplement the existing demand for websites and 
brand apps. All of which must be used to deliver vouchers 
and promotions to meet the consumers’ unquestionable 
demand for discounts from businesses. 

Driving this connection with businesses is the  
consumers’ desire to receive discounts in exchange for 
sharing information about themselves. Clearly, this is  
the data exchange that has developed between a  
business and its customer base. 

Number of mobile 
channels a business can 
engage with a consumer 2.7
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Capturing mobile users’ interest

App Appeal

Existing connected mobile users Increase in users post-connecting

28% of businesses 
invested in app

Before 
connecting

After 
connecting

Potential audience
12,947,816

20,249,216

12.2%

16.2%

1,579,633.55

3,280,372.99

Potential audience

In-app  
push

In-app  
push

Potential recipients

Potential recipients

UK businesses 
preferred mobile 
marketing channels

% of 
businesses 
using

Promotions 35.1%
News alerts 33.8%
In-app push notifications 16.2%
Vouchers 16.2%
Appointment reminders 10.8%
Purchase feedback 10.8%
A brand app 12.2%
A branded app 13.5%
Website 56.8%
A game 4.1%
Social media 60.8%
Advertising 23.0%

Big consumer  
demand for  

promotions,  
vouchers, apps  

and website
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More companies use social media as part of their multichannel 
marketing mix than email. But as a direct means of communicating 
with customers, social media has its limitations even though there are 
37.8 million social media users on mobile in the UK.

GOING
SOCIAL

Facebook has approximately 32 million mobile 
users and represents almost 80% mobile internet 
user penetration in the UK. This means the 77% of 
businesses using Facebook believe they are targeting 
32 million people. And the 72% of businesses using 
Twitter believe they are reaching out to a community of 
15.3 million in the UK. 

The reality is that 7.5 million mobile users will connect 
with a business over social media, rising to 8.4 million 
should the user view relevant and engaging content 
from the business. Businesses at present have a social 
media ceiling of 22% of total mobile users, including 
the 11% uplift of those connected users viewing 
relevant content. 

 

Research in 2014 of Twitter revealed that a business 
has a 5.6% chance of a tweet being read by a follower 
at any given time. Which, given the noise generated on 
Twitter, is surprisingly high. Businesses must ensure 
tweets are effective, because the same research revealed 
that Twitter increased the brand loyalty of 17% of Twitter 
users, and a further 7% said brand loyalty and their 
propensity to spend with the company had increased. 

As part of a multichannel marketing strategy, clearly 75% 
of businesses are right to include social media given 
that it can have a potential positive spend impact on 7% 
of users based on a fleeting engagement over a manic 
medium. Given the level of engagement associated with 
Facebook, this 7% uplift should be considerably higher on 
the world’s largest social network. 

77%

71.6%

44.6%

29.7%

25.7%

74.3%

% of businesses using

Social media audience  
to businesses

No. of 
consumers 
connecting

7,544,780

8,372,272

No. of 
consumers 
engaged
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Not only does social media have limitations for businesses, 
consumers would rather receive an SMS or voice call than a 
communication via social media. Facebook, Twitter et al are the 
fifth preferred channel when it comes to the receipt of a business 
communication in a multichannel marketing environment. 

SOCIAL  
DISORDER

Aside from website and email which were the top 
two channels once again, how consumers connect 
with businesses and how they would like businesses 
to communicate with them fundamentally changes. 
This change can be attributed to whoever initiates 
the communication. Clearly, consumers are more 
comfortable reaching out to a business on social media 
than they are the business reaching out to them. 

The fact consumers would rather receive a phone call 
from a business – which poses a greater intrusion than 
an update on social media – further cements the belief 
that social media remains largely a consumer domain 
to the majority of users.

But it could also highlight businesses are suffering from 
miscommunication over social media — at least to the 
75% of users that have not experienced an increase in 
brand loyalty as highlighted in the previous section.

The research shows that UK businesses believe 
their customers would most like to engage with them 
via a person-to-person voice call, ahead of email 

and website. Conversely, businesses believe their 
customers least want to communicate with IVR.

In fact, voice calls sit somewhere in between. While 
the business research reveals they have mixed views 
on how telephony systems are welcomed by their 
customers, mobile users clearly believe voice calls 
feature as part of the overall connectedness with a 
business. Furthermore, research into how customers 
would like to contact businesses confirmed that voice 
calls are still the most popular channel.

There is a clear disconnect between the preferred 
channels a consumer would like to receive 
communications from businesses, and the preferred 
channels based on a business’ perspective. This is 
further complicated by the fact that the consumers’ 
preferred channels to communicate with a business 
are not always the channels they actually communicate 
over. Potentially, this could actually be damaging, or at 
least limiting, engagement as the interaction is not over 
the user’s preferred channel.

Pre-purchase Consumer

Business views on consumers 
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Engagement on mobile looks set to prove very impactful for 
businesses. Over one-third of mobile users view engagement with 
businesses over their mobile device positively. This equates to around 
17 million people in the UK that will make a purchase based on a 
positive engagement with a business on their mobile phone provided 
the communication has relevance.

Of those 17 million mobile users, 5.3 million people claim 
the more engagement they have with a business the 
more money they are likely to spend with them, while 
the remaining 11.7 million mobile users state that the 
engagement they experience with a business impacts their 
purchasing decision-making process in a positive way.

What presents further encouragement for businesses 
is the fact that only 11.5% of mobile users have had a 
negative experience on mobile which has impacted on 
their decision-making process or their willingness to 
spend with that business. 

Sandwiched in between the positive faction and negative 
faction are the mass market, representing 54% of mobile 
users (26.1 million people) claiming engagement with 
a business on mobile has no impact. This suggests 
the communications from a business to a consumer 
are irrelevant, and more than 50% of any campaign or 
activity on mobile is worthless to its recipients. If this 
is not addressed these users can migrate towards the 

negative, but if they are to start receiving more relevant 
communications, this could have a positive impact on 
business revenue.

Most encouraging of all is the view businesses have 
expressed towards mobile in the research. While 
14% of businesses believe the more engagement 
they have with their customers, the more money 
they are likely to spend, a further 49% of businesses 
believe engagement with their customers over 
mobile influences their decision-making process in a 
positive way. Not one business believed that mobile 
engagement with customers would have a negative 
impact on purchasing behaviour.

Combined, one-third of consumers and two-thirds 
of businesses have a positive outlook towards 
engagement with the other on a mobile device.  
This is creating the foundation for a very healthy  
and potentially prosperous relationship.

5,257,008
The more 
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I have, the more 
money I am likely 
to spend

Engagement influences 
my decision-making 
process in a positive way
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The ability to deliver multichannel marketing campaigns over the 
mobile device is becoming critical because more and more users are 
completing transactions on their mobile. But the research highlights 
that 57% of businesses in the UK are yet to process payments made 
on a mobile device. 

Of those businesses that are receiving payments made 
from a mobile device, 16% claimed the frequency was 
daily, 2% weekly, 8% monthly, and 16% quarterly or less. 

These are surprisingly low statistics given the number 
of people that claim to make payments on their mobile 
device. In fact, 31.4 million people, or 65% of mobile 
users will make at least one purchase over their mobile 
device per year, with almost 28 million making at least 
one purchase on their mobile per quarter. In fact, 12 
million people in the UK will make payments on their 
mobile device on a weekly basis. 

What’s more, there is potentially a very strong 
correlation between those mobile consumers that 
connect with businesses (31.7 million) and those 
mobile users that make payments on their mobile 
device (31.4 million). Even if there is no correlation or 
cross-over between the two groups of users, that still 
leaves almost 15 million mobile users that will follow at 
least one business and will make at least one payment 
on their mobile device a year. 

The research reveals that the average consumer will 
spend £18.97 per year on their mobile device, which 
is an average monthly spend of £1.58, which suggests 
the majority of mobile users are purchasing small-ticket 
items over their mobile device. Presently, 88% of mobile 
users claim their average purchase is £20 or under. 

This reflected just 17% of businesses which said their 
customers’ average spend on mobile was £20 or 
below. Whereas two-thirds of businesses claimed the 
average purchase was over £20.

The research thus far indicates that businesses in 
the UK have embraced mobile and are starting to 
reap the benefits by developing a mobile-based 
engagement strategy with their customers. Yet over 
50% of businesses are yet to deliver an end-to-end 
experience over mobile, stopping short when it comes 
to payments over mobile. 

Given the propensity to which mobile users will make 
payments on their mobile device at any time of any 

How frequently 
do you make 
purchases via 
your mobile 
device?

Daily 1,362,928

Several times a week 3,504,672

Weekly 7,009,344

Several times a month 7,204,048

Monthly 5,841,120

Quarterly 2,920,560

27,842,672
Will spend at least  

once per quarter on mobile

31,396,020
Total mobile purchasers£18.97

Average consumer 
spend on mobile

Connected Users  

31.7 million
Mobile payment users  

31.4 million

Total mobile users 48 million

Connected user / 
mobile payment 
user crossover 

PAYMENTS
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day in any location (with connectivity), more than 50% 
of businesses in the UK are falling behind consumer 
behaviour and jeopardising potential revenue by 
not delivering a consistent experience on the same 
platform or device throughout the sales process.

What’s more, the point of purchase is the ideal 
opportunity for a business to capture additional 
data on their customer, which could be used 
post-purchase to increase the relevance of the 
communications to encourage a repeat purchase 
and drive on-going engagement.

Some business are more successful than others at 
converting engagement into payment. 

Sectors that are leading the way in engagement are 
retail, food and drink, and transport. Perhaps the 
most powerful stat of all is that 56% of mobile users 
engaging with retailers are completing transactions 
on mobile. Similarly 42% of mobile users engaging 
with travel and leisure companies are completing 
mobile transactions, and it’s the same for 31% of users 
engaging with the transport sector purchasing tickets.

But this opportunity could be increased significantly 
as the need arises for alternative payment platforms. 
One quarter of total mobile users (11.7 million) would 
increase the propensity to purchase on their mobile 

device if they could make payments directly via their 
mobile device and onto their mobile bill or pay-as-you-
go account, otherwise known as carrier billing. 

Presently, carrier billing is capped at £30 per day and 
limited to digital goods and services, but regulatory 
developments and the availability of e-money licenses 
is resulting in mobile phones being used to purchase 
physical and quasi-physical goods.

When considering the research suggests the average 
mobile user spends less than £20 per year on 
transactions over their mobile device, this development 
could fundamentally transform people’s purchasing 
behaviour, and exponentially increase the typical 
mobile users average annual spend.

For industries where small-ticket items are frequently 
purchased, such as take -aways and bars, this could 
be revolutionary. Of the 16.8 million people that 
connect with take-aways, restaurants and bars in the 
UK over their mobile phone, engagement will already 
potentially increase spend for 11% of users. With 
the introduction of mobile payments this figure could 
potentially leap in excess of 24%. Other industries, 
such as retail, groceries and transport, to name a few, 
could also reap the benefits.

D
ai

ly

Se
ve

ra
l t

im
es

 a
 w

ee
k

W
ee

kl
y

Se
ve

ra
l t

im
es

 a
 m

on
th

M
on

th
ly

Q
ua

rt
er

ly

Le
ss

N
/A

16% 1% 1% 0% 8% 5% 11% 57%How frequently  
do your 
customers make 
purchases via your 
mobile device?

£1-5
13.8%

N/A
13.8%

£11-15
3.4%

£21-50
20.7%

£51-100
17.2%

£100+
31.0%

£6-10 
0.0%

£16-20 
0.0%

£0 
0.0%

What is the 
average purchase 

price made via 
their mobile 

device?

% of business claim the average 
purchase is over £20

% of business claim the average 
purchase is lower than £20

68.90%

17.20%
Mastering Multichannel Journeys: Making Engagement Pay 39 38 Mastering Multichannel Journeys: Making Engagement Pay



Businesses serious about developing a lasting relationship with 
a customer on their mobile, would have used the purchasing 
process to capture data on the customer and applied it to on-going 
communications to drive repeat custom. The research suggests this  
is not happening, or is not happening effectively.

POST-PURCHASE 
ENGAGEMENT

The top three channels for connecting consumers with 
businesses are still website, email and apps, though 
the order has changed with email replacing website 
as the consumer’s favourite channel for engaging. In 
fact, there is a 24% increase in the number of mobile 
users expressing their desire to engage via email after 
the purchase. This is the opposite of website which 
loses 36% of its audience after the purchase, or 7.5 
million mobile users. 

In fact, the service that experiences the most growth as 
an engagement channel post-purchase is opt-in SMS 
marketing, which leaps 47% from 2.7 million people before 
a purchase to 3.9 million after. The appeal of short codes 
increases 26% after a purchase, but QR codes cannot get 
a break regardless, and it experiences the largest pre- to 
post-purchase decline of all channels of 44%.

And it’s a similar story for apps and social media. The 
number of mobile users using apps after a purchase 
has been made drops 37%, while the number of people 
wanting to engage with a business post-purchase on 
social media falls 34%. 

The cumulative loss in mobile users across website, 
apps and social, from pre- to post-purchase is 14 
million. However, because of the rise in other channels, 
namely SMS and email – the only channels to increase 
in popularity with consumers following a purchase – it 
has offset the impact this has had on the average 
number of channels the average mobile user will 
connect via a business, which now stands at 1.8, down 
from the high of 3 channels following a consumer 
connecting with a business. There is a post-purchase 
channel consolidation by consumers.

And if the consumer research paints a clear picture, 
it is exacerbated by the business research. There is 
an alarming uncertainty regarding which channels 
businesses use to engage consumers following a 
purchase. On average, the number of channels used 
by a business post-purchase drops to 2.4 from a pre-
purchase high of 3.5 channels. Clearly engagement by 
businesses focuses on pre-purchase more than post-
purchase, and like consumers, they too suffer from a 
post-purchase channel consolidation. 

Top 3 channels post-purchase,  
consumer perspective WEB EMAIL APPS APP

-37%
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47%

26%

24%
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Post-purchase

USE DOWNLOADED 
APPS
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2,628,504
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IN-APP PUSH 
NOTIFICATIONS
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SOCIAL
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Once you’ve made a purchase, how do you connect 
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Once a customer has made a purchase, how do 
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Only in-app push notifications experience an 
increase in channel activity following a purchase, 
though email experiences only a minor decline 
of 0.8%. And both businesses and consumers 
are united in their belief that email is the primary 
channel to communicate over post-purchase.

It is social that takes the biggest hit. The number 
of businesses engaging with consumers via 
social plummets almost 42%, while the number of 
companies promoting their website drops 32%.

This could only be described as “one night stand” 
marketing. The relationship and momentum 
generated in the build-up to the transaction 
appears to stutter directly after the purchase. The 
research indicates that businesses suffer from a 
form of post-purchase anxiety preventing it from 
deciding how to effectively connect via mobile with 
the customer in the immediate aftermath. 

Such awkwardness by a business regarding 
continued engagement with a customer should 
be replaced by post-purchase ecstasy. Especially 
considering the majority of businesses are using 
the consumers’ standout preferred channel for 
post-purchase communications of email. This 
implies the majority of businesses do not have 
sufficient CRM platforms implemented to tackle 
and overcome any engagement uncertainty. 
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Despite the uncertainty over which channels businesses connect with 
a customer following a purchase, they clearly become significantly 
more confident in their marketing. 

CONFIDENCE IN 
MARKETING

Almost three-fifths of businesses claimed to increase the 
frequency of which they communicate with a customer 
following a purchase, and only 6% of businesses 
claimed to reduce the frequency, with the remaining 
28% of businesses not knowing.

Just under one quarter of consumers claimed 
businesses increased the frequency of their 
communications following a purchase in a positive 
way. Seventeen percent said the increased level 
of communications had a negative impact on their 
relationship with the brand, leaving 26% — similar to the 
number of businesses — stating “don’t know”. 

Once again, there is a considerable disconnect between 
the percentage of businesses that view the increase 
in the frequency of their communications in a positive 
way, compared to the number of consumers that also 
view the increase positively. This implies businesses do 
not have as good an understanding of their customers 
as they believe. It also implies that businesses are not 
asking the correct questions at the point of purchase 
and are not developing a greater understanding of their 
customers needs and requirements. 
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Businesses clearly believe they are collating the right data on 
customers during a successful purchase process, as 68% claim that 
their communications become more relevant following a purchase. 
Not one business believes their communications become less relevant 
to customers following a purchase. 

INCREASED 
COMMUNICATIONS

These are very bold and confident claims made 
by businesses, but worryingly, the findings are not 
supported by the consumer research. Only 19% of 
mobile users said business communications become 
more relevant, with 18% claiming communications 
have become less relevant or have no relevance at 
all. A further 30% of mobile users state that the level 
of relevance remains the same before and after they 
have made a purchase. 

In essence, one quarter of the total mobile users 
that connect with businesses are experiencing 
increased relevance in their communications. Three 
quarters of connected mobile users are therefore not 
experiencing an increase in relevant communications 
following a purchase. And without an increase in 
relevant communication it becomes more challenging  
to increase engagement levels. 
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There is a strong correlation to suggest that those mobile users 
that receive a notable increase in relevant communications from a 
business following a purchase will increase their loyalty with that 
business, with almost half of those users claiming it will also increase 
their spend with that business. 

ENGAGEMENT  
BREEDS LOYALTY

Ultimately, relevant and on-going engagement following 
a purchase will result in 5.3 million people increasing 
their spend. If engagement levels are maintained over 
a period of time, by the fifth purchase the number of 
connected mobile users increasing their loyalty and 
spend could be in excess of 8 million. But it could be 
higher if businesses can exceed existing relevance 
of communications, which has a knock-on effect on 
loyalty and spend.

This presents a clear incentive for businesses to invest 
in engagement strategies on mobile devices, and look 
to transform those mobile users that claim engagement 
has no impact — just over one third of connected 
mobile users — and the 8% that expressed a negative 
response to engagement. 

Once again, businesses believe their mobile strategy 
is more engaging than consumers, with 44% of 
businesses believing their multichannel marketing is 
having a positive impact on customer loyalty and spend. 
As before, businesses have a totally positive attitude 
when it comes to mobile engagement and loyalty.

The research analysed in this section of the report 
suggests businesses are evolving their multichannel 
marketing strategy on mobile, and getting it right to one 
quarter of connected mobile users, which is ultimately 
creating an uplift in spend of over 5 million people. 
But the effects of engagement can be significantly 
greater if businesses can demonstrate a heightened 
understanding of their customers.
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have achieved considerable customer acclaim for the 
mobile experience they deliver, as highlighted in this 
year’s Master of Mobile Awards. 

A degree of their success is founded on the fact they 
have developed a compelling app. But, as the research 
shows, this is not a prerequisite of a successful 
multichannel marketing strategy. The website remains the 
single most key component for success, as the preferred 
mobile destination of choice for two-thirds of connected 
mobile users, with one-third of users favouring apps. That 
said, the research indicates that once mobile users have 
downloaded an app that will become their preferred point 
of contact with that business. 

But the appeal of the business’ website or app 
diminishes to the user following a purchase, as does 
the extent of channels through which the business can 
engage. Channel consolidation leaves the business 
with two clear options to connect with the customer on 
an on-going basis. 

Email is the post-purchase channel of choice for both 
consumer and businesses. Where businesses could 
be inadvertently limiting post-purchase engagement is 
their use of social media as a secondary channel, as 
opposed to the customer’s choice of SMS. 

SMS remains the Trojan horse of marketing, because 
it is highly effective but vastly under-utilised. The open 
and read rate for SMS is around 99%, with the majority 
of all messages read within 3 minutes. If anything based 
on its performance alone, SMS should be reclassified as 
a premium precision marketing tool. 

As the central components to a multichannel marketing 
strategy, the use of SMS and email is abundantly 
clear, as these two services have the highest hourly 
and daily usage of all services on mobile with the most 
impressive response / open rates, and therefore present 
the greatest opportunity for businesses to engage their 
customers. Most important of all, they are the mutually 
preferred channels of customers.

DRIVING PAYMENTS 
THROUGH ENGAGEMENT 
Engagement over mobile has a positive impact on not only 
generating sales leads for businesses but it encourages around 11% 
of the connected mobile universe to spend more with that business.

Following each engagement-to-payment cycle, the 
research suggests that the percentage of users that will 
increase spend increases by approximately 0.5%. By 
expanding the number of payment options on mobile, 
such as carrier billing, a further 24% of mobile users 
would increase their repeat spend with businesses. But 
this is still reliant on a successful engagement strategy. 

A business with a connected following of mobile users 
will typically have a core 25% of brand advocates 
willing to make purchases with that business on their 
mobile device. Of these brand advocates, two-fifths will 
welcome engagement with a view to increasing their 
spend with that business. The aim for all businesses 
engaging with customers over mobile is to expand 
the number of brand advocates and the number of 
increased spending brand advocates.

Alarmingly, during the engagement-to-payment cycle 
the research revealed that the number of brand 
advocates actually diminished from 25% to 13%. This 
is all the more surprising given that an average of 22% 
of mobile users claimed the frequency and relevance of 
the engagement increased in a positive way following 
a purchase. This should result in an increase in the 

number of brand advocates. Instead, brand advocates 
are dropping back into a neutral zone where their 
propensity to complete a transaction is reduced.

The discrepancy between how successful a business 
views its engagement with customers is in contrast to 
its customers’ view. This suggests that the majority of 
businesses are not capturing the right data throughout 
the engagement and purchasing process, that their 
communications are not engaging, or both. Regardless, 
the majority of businesses are not truly capitalising on 
this mobile engagement opportunity.

As more customers connect with businesses over 
mobile, businesses must develop a more effective 
engagement or risk losing the direct connection to 
the customer. With customers already connecting 
to an average of six businesses over mobile, 
only those businesses demonstrating the most 
effective engagement and serving the most relevant 
communications to that individual will convince them to 
remain a brand advocate and increase their spend.

The Uber brands do this with alarming success. 
But not every business can become a Facebook, 
Barclays, Amazon, or eBay. These are brands that 
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CONCLUSION

The advent of the smartphone has enabled multichannel 
marketing to go full circle. Over a sustained period of 
time, customers want businesses to engage with them 
using email, website and SMS over their mobile device. 
This is “old school” digital marketing on the latest device. 

For businesses, voice calls remain the number one 
channel for them to communicate with their customers. 
To develop an ongoing engagement, email, website and 
social represent the primary channels, with apps and 
messaging playing a secondary role.

To drive engagement and ensure their connected mobile 
customers become brand advocates, SMS and email 
must play a central role upon which they structure their 
multichannel mobile marketing strategy. 

The majority of businesses must transform ineffective 
communications in to compelling engagement and 
reverse the decline of brand advocates and the growing 
percentage of neutral connections. 

Expanding the percentage of brand advocates is crucial 
for businesses to capitalise on the mobile payment 
opportunity. This will be further enhanced by businesses 
offering multiple payment platforms at the point of 
purchase to meet their customers’ needs.
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SOME OF  
OUR CLIENTS

METHODOLOGY

The business research was conducted by 
mobilesquared between November 2014 and January 
2015. In total 108 businesses, ranging from SMEs 
to corporates, from across the UK participated by 
completing an online survey. 

The consumer research was based on a nationally 
representative panel of 1,000 mobile users, conducted 
by Lightspeed GMI between December 2014 and 
January 2015. All panelists join through a double opt-in 
registration process and participate in profile surveys 
covering a wide range of topics in key vertical markets. 
Timely profiling data is consistently updated. Potential 
panelists must pass through a series of real-time, 
technology-driven verification checks during registration 
before they may join the panels. During surveys, 
panelists pass through quality checks to ensure they 
are fully engaged. Where applicable, the raw data was 
then applied to national mobile market data.

Voting for the Master of Mobile Awards took place 
between November 2014 and January 2015. 
Consumers were asked to nominate their favourite 
mobile brand via online surveys, either through social 
media overseen by mobilesquared, or via Lightspeed 
GMI’s online panel. Just over 5,000 votes were cast, 
and was restricted to UK citizens only. This provided 
the list of top 10 brands, which was then pushed out to 
Lightspeed GMI’s online panel, in February, to vote for 
their favourite brand. An additional 3,500 votes were 
cast. In total, the MOMA’s received 8,500 votes.

In addition to the consumer and business research 
outlined above, data, analysis and insight supplied  
by mobilesquared.co.uk.
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