
The New Mobile-Enabled Shopper

79% buy less than 
half of the items 
they need online79% Only 21% buy more 

than half the items 
they need online21%

Despite the headlines, retail isn’t headed for an apocalypse. But it is changing. A lot. 
Mobile commerce isn’t a beast that is going to drive you out of business. If you use 
it well, it can actually drive business to you.  Here’s how shopping and shoppers are 
evolving. Are you keeping up?

More customers than ever (especially millennials) are shopping in brick & mortar retail stores.

Retail sales actually increased 
3.5% in 2017, compared to 
a gross domestic product 
growth rate of only 2.3%.1 

90% of all U.S. sales  
revenue still comes from 
stores with brick and mortar 
locations.2

A majority of people still buy most of what they need in stores.3

And the trend is moving toward brick & mortar, not away (especially for millennials).4

How Smart Brick and Mortar Retailers Have Learned 
to Stop Worrying and Embrace Mobile

Consumers Are Not Deserting Main Street

DON’T
PANIC!

90%+3.5%

Visiting physical retail stores

MILLENNIALS

AVERAGE

THE SAME

50%

34%

LESS OFTEN

22%
17%

MORE OFTEN

28%

49%

In fact, 82% of millennials 
—whose buying power will 

reach $1.4 trillion by 2020 
—prefer to shop in  

physical stores.5

82%



Most popular 
reasons  

consumers 
visited a store 

in past three 
months6

The Shopping Journey Starts a Lot Earlier

Your first interaction with these new “omnishoppers” has moved 
from your front door to their phones.

And searching 
global to buy local. 

76% of people who search
for something nearby on 
their smartphone visit a 
related business within a 
day.12

28% of those searches
result in a purchase.13

But far more are  
window shopping. 

88% of shoppers regularly or 
occasionally browse products  
online before purchasing them 
in a store.

90% of shoppers regularly or
occasionally purchase a product 
online after seeing it in a retail 
store.11

Prefer to 
shop in store 

average: 66%
millennials/
gen Z:  66%

Wanted to see 
item before 
purchasing 

average: 65%
millennials/ 
gen Z:  69%

Needed 
something 
right away

average: 69%
millennials/
gen Z:  77%

94% of adults
18-29 and

89% of adults
between the ages 
of 30-49 carry 
smartphones.7

75% of smartphone owners
turn to search first to address 

their immediate needs.8

65% of consumers
conduct online research 
before stepping foot in a 
store.9

94
89

Some buy on 
mobile. 

Over 40% of
online transactions 
are now made on 
mobile.10



Shoppers are Stalking You Online 
(in a Good Way)

97% of consumers used the 
internet to find a local business, 

up from 95% in 2016.

97%

Online search is the first step to finding and exploring local businesses.

12% of consumers 
searched for a local 
business every day.

12%
54% of consumers looked for 
a local business online at least 

once a month.

54%

How shoppers research purchases - by generation15

Online search for reviews 
and recommendations

52% 56% 56%

Company website

45% 48% 48%

Visited physical store

20%
26% 30%

Asked family and friends

19% 20%
27%

BABY BOOMERS GENERATION X MILLENNIALS

Shoppers look for local businesses online.14 

www



Shoppers Want to Buy in Your Store Now

Convenience and trust issues still drive shoppers to brick & mortar.

Instant gratification 
is a big plus for brick and mortar sales.

39% In the U.S., 39% of people buy the same
day as they become aware of a product.16

Here are some other reasons shoppers say they like shops17

want to  
see/touch items

56% 

want to try 
items on

55% 

concerned products 
look different

41% 

delivery takes 
too long

34% 

shipping costs 
too high

25% 

 product too valuable 
to buy online

24% 

enjoy the experience 
of going to shops

23% 

 have to go to the 
store anyway

16% 

want to verify 
authenticity

15% 

return process is 
too difficult

14% 

do not trust  
online security

13% 

want to talk to 
salesperson

11% 



Search interest in 
”open now”  

has increased

300%
in the past two years.23

88%
of “near me” searches 

come from a  
mobile device.22 

saw on an online 
channel prior to  
purchase

59%
saw on an offline 
channel prior to  
purchase

52%

Mobile Isn’t the Enemy

Mobile is your secret weapon and the beating heart 
of your new strategy.

70% of smartphone users who bought something in a store first turned 
to their phone for information about that purchase.18

As shoppers conduct product research, 
they focus on two channels:19 

Compared to just a year ago, smartphone users are 
significantly more likely to purchase from companies 
whose mobile sites or apps customize information to 
their location.21

Shoppers are more likely to buy after 
seeing something online.20

Shoppers are actively seeking out real-world purchases.

Mobile searches for 
“where to buy”  

grew over 

85% 
in the past two years.24

rely on online 
reviews55%e
visit company 
websites47%



Mobile Is Critical to Winning Customers

Customers use online reviews to choose both products and retailers.

92% positive | 2% negative | 6% neutral

68% of consumers left a local business review when asked.30

And an Integral Part of the In-Store Mobile Experience

Mobile use doesn’t stop after customers walk through your door.

Shoppers use online and  
offline shopping symbiotically:31

buy online and  
pick up in store

68%

in-app store 
navigation

66%

mobile payment
65%

Shoppers will use smartphones to 
look up items while in a shop:32

Baby Boomers  50%
Generation X  70%
Millennials  77%

have read online reviews before buying.2597%
of shoppers read local reviews to decide if a business is good or not.2693%
of brick-and-mortar sales start with an online review—
a 15% year-over year increase from last year.2745%
of brick and mortar buyers read reviews before purchase.28 45%

There’s no need to fear reviews!  

Type of feedback most recently shared online:29

What they look up 

65% – price comparisons

61% – product info/specs

49% – online reviews

35% – product options

16% – store inventory



Is Your Online Presence Ready for the Change?

Get a solid platform that puts you where 
shoppers are looking.

Your online  
presence must be

• Omnipresent
• Accurate
• Proactive
• Consistent
• Engaging

Channels to manage 
proactively

1. Websites/store locator
2. Search engines
3. Maps and GPS
4. Apps
5. Portals

5

How to engage with shoppers online

• Manage your listings
• Run dynamic ads
• Monitor Ratings
• Engage with reviews/comments
• Post photos and videos
• Offers and coupons
• Use rich media and content

Find a centralized location 
marketing platform to  
consolidate efforts and:

1. Save time
2. Minimize complexity
3. Minimize mistakes
4. Increase foot traffic
5. Drive revenue

Looking for a Location Marketing Platform
to help you engage with customers and drive more 

retail foot traffic to your locations?    

Contact us for a demo of the Uberall platform. 

www.uberall.com  |  415.463.7064  |  hello@uberall.com
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