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How we shop today

While purchasing a medium triple decaf nonfat iced 

latte and purchasing a life insurance policy are vastly 

different, we can’t ignore consumer trends in other 

sectors. If a homeowner can save time by clicking to 

pay her monthly mortgage, she’ll wonder why she can’t 

do that with other bills, such as premium payments.

 Culled from a variety of sources, here are 

consumer trends that stand out.

  

1. Personal tracking and monitoring systems  

put data in our hands.

This year, many turned to personal tracking 

devices, such as Fitbit, to help them achieve their 

health goals. Sales of tracking gadgets approached 

$500 million in 2014—more than doubling sales 

in 2013, according to NPD Group, which monitors 

retail trends. In addition, there are new products, 

such as Google’s Nest, that allow home systems 

like your thermostat, alarm system, and lights 

to communicate, work in tandem, and operate 

according to your personal preferences. Property 

and casualty insurer GEICO is taking personal 

monitoring to a new level, offering auto insurance 

customers a device that tracks their driving habits. 

What’s the payoff for the intrusion on your privacy? 

Potential discounts for good driving. 

 Implications: Eventually, people may come 

to expect a “set it and forget it” lifestyle, from 

monitoring their heart rates to monitoring their 

finances. Not only do products like these help save 

time and money; they also empower people by 

integrating and analyzing the information they 

need to make positive life changes. Products that 

provide one-and-done decision making and can 

connect seemingly disparate parts of a person’s life 

may lead the way. But while data extracted from 

these devices can be helpful, they also present 

data security and personal privacy challenges for 

consumers and providers alike. 

 

2. Mobile is big and getting bigger.

Americans now spend 60 percent of their digital 

media time on mobile phones and tablets versus 

PCs. Engagement with mobile apps has exploded—

now, the majority of all digital media time spent 

occurs on mobile apps. Where are people spending 

their time? The top three categories are social 

networking apps, games, and radio. But according to 

the mobile analytics firm Flurry, shopping app usage 

grew faster than any other category in 2014, and is 

predicted to grow even faster in 2015. 

 Implications: When you consider how often 

people have their phones within reach—in work 

meetings, in their coat pockets, even on their 

bedside tables—it’s no wonder companies that can 

create useful, easy, and time-saving apps will land a 

prominent place. 

3. Make it seamless and safe.

The app MINDBODY Connect allows fitness lovers 

to search for fitness providers, massage therapists, 

or spas near their homes, on vacations, or on 

business trips; schedule an appointment; and pay 

for a class right from their phones. While users are 

limited to businesses in the MINDBODY Connect 

system, the app offers something people crave: a 

quick, seamless experience. Think also of Uber, the 

app that helps people find cabs without raising their 

arms, whistling, or opening their wallets.

 Digital behemoths Apple, eBay’s PayPal, Square, 

and Amazon are competing for a piece of the 

seamless environment—“digital wallet” technology 

that makes mobile purchasing easy and secure. 

Apple Pay, for example, allows iPhone 6 and 6+ 

users to store their credit cards on their phones and 

touch them on readers in stores or online, provided 

the store has a reader. Apple’s technology requires a 

fingerprint check on the phone’s screen, to make the 

transaction even more secure. 

 Implications: Competition between companies 

for a lead position in the mobile payment market 

is a good thing for consumers, and the heat is 

on. Naysayers claim the technology is still in its 

nascent form, and consumers may be slow to use 

their phones to make purchases in a brick-and-

mortar setting. But convenience may trump fear 

as the technology advances and early adopters 

recommend it. 

4. We’re now multichannel consumers.

Imagine this scenario: You love hats. Your favorite 

brand, which you follow on Facebook, posts about 

a sale. You go to the store, find a style you love, 

purchase it using Apple Pay on your phone, receive 

an emailed receipt within minutes, and then tweet 

a selfie featuring your new hat to your followers. 

That’s an example of a multichannel consumer, and 

that’s what many people now are. Not only are we 

receiving information via different vehicles, we want 

to communicate using different vehicles. And since 

those vehicles are electronic and fast, we expect 

quick responses from the companies with which we 

do business.

 Implications: Companies that aren’t taking 

advantage of all potential consumer touch points—

social media, mobile, online, in-person, text, and 

email—may potentially lose. The new environment 

calls for meeting consumer preferences for where, 

when, and how they interact with your brand 

and your products. In addition, companies are 

challenged to gather data from customers so they 

can have a 360-degree view of who their customers 

are and how best to meet their needs.   

Consumers transfer their expectations from one 
buying experience to another. It’s an opportunity 
and a wake-up call.

Spend a few days with a busy, young family, and you’ll quickly realize how 
critical convenience is for those who are long on need and short on time. 
Drive-through restaurants, squeezable yogurt, individual-sized packs of 
cookies, hands-free GPS, diaper and grocery delivery, bill-pay apps, and 
even 24-hour health care clinics are among a growing list of indispensible 
products and services that show how life has changed. 

Ranking of  Top  
App Makers*

* source: comScore.com

1 FACEBOOK

2 GOOGLE

3 APPLE

4 YAHOO

5 AMAZON

6 EBAY


