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Consumers, brands and retailers alike are still coming to terms with the idea of 
a new, fragmented retail rulebook and how best to interact with each other 
to achieve their desired goals.  The result of this new landscape has been 
a significant shift in power. Once the ‘prey’ for brands, today’s consumer 
has a much clearer sense of their own value and is armed with a mobile 
‘weapon’ that evens the playing field - allowing them to research and make 
decisions on a much more informed basis - enter the conscious consumer.  

The conscious consumer is the survivor of the last recession -  a period which 
fundamentally altered their behavior-- they learned to live with less expensive 
products and how to shop smart to squeeze the very most from every dollar 
spent.  And the lasting result is that they are much more wary of their brand 
behavior and the money in their wallets. They want deals with brands they 
buy from often--they expect to be rewarded for loyalty with 30% of consumers 
putting unrewarded loyalty at the top of their turn offs. 
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The retail landscape over the past decade has been turned on its head. The economic collapse of 2008 gave way 
to a decade of changing consumer behavior and the ‘tried and true’ retail rules being broken. Furthermore, the rise 
of Amazon and ecommerce has shifted consumer expectations to focus around convenience-- consumers want 
on-demand purchasing, and brands that cater to their individual wants and needs.  This includes, but isn’t limited to, 
being able to shop from home and select from multiple options from thousands of brands all at the click of a mouse or 
tap on an app. This new landscape leaves brands with the task of competing with each other for consumer attention 
while figuring out what the new customer experience should look like. Prior to the rise of Amazon and the recession, 
consumers tended to spend with the brands they knew and, once the consumer/brand relationship was made, it 
was trusted and resilient. Today’s brands need to constantly build and reinforce the relationship by anticipating needs 
and catering to the customer.

The old mass-market broadcast advertising model worked a decade ago because mass 
consumption of content was still the norm. The fragmentation of content across new 

channels, devices and platforms changed all that. Instead of the 4-5 commercial 
channels, consumers now have multiple personal devices, each able to deliver multi-
format, multi-publisher content whenever, and wherever they want. These consumers 
need to be personally advertised to and brands need to be perceived as offering them 
value beyond the transaction.  With the advent of digital, consumers are inundated with 
content 24/7.  With 3.3 million Facebook posts and 29 million messages on Whatsapp 

shared every 60 seconds, brands must tailor content for specific audiences and target 
correctly at the right time to cut through the noise. 

The retailers who are succeeding against this new construct have adapted 
to these changes quickly. They understand that what was true of pre-2008 
consumers is no longer true and that new habits have been formed. As 
these successful retailers have started doing, the old retail playbook needs 
to be thrown out and rewritten with this new breed of consumers in mind. 

This is where location becomes fundamental. Previously, brands could target an area to reach locals on traditional 
channels-- local TV channels and newspapers as well as billboards. But now, location can be used as a tool to truly 
shine a light on consumer behavior. Through contextual analysis and location data, marketers can understand where 
actual consumers are in their journey to purchase and when they might be most receptive to brand messaging.

Introducing
The Conscious Consumer

The new breed of consumer 

created in the last recession 

who understands their value 

to brands and has perpetual 

access to an unprecedented 

amount of information in their 

purse or pocket, allowing 

them to make more informed 

shopping decisions.

The Conscious Consumer

The Changing Retail Landscape

SALE



Product Quality
Price
Availability/Ease of Obtaining
Perceived Value/Trust
Brand Morals
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These shoppers do their homework before swiping their cards, giving every brand the chance to take their dollars 
if they are compelling enough. Indeed, according to our research, 69% of the respondents will research and price 
compare before making a purchase. For brands this means they can be influenced right until they make the 
payment, representing a significant opportunity to snatch revenue away from peers by targeting them with offers, 
deals or coupons at the right time and place. 

Consumer purchasing behaviors have shifted so dramatically that it has 
created a new hierarchy of needs for brand/consumer relations. This 
hierarchy, based on Maslow’s original hierarchy of needs, demonstrates 
what the new, conscious consumer need from their brands.  

The New Hierarchy

 A theory in psychology 

proposed by Abraham Maslow 

in his 1943 paper “A Theory 

of Human Motivation” that 

describes the pattern that 

human motivations generally 

move through.

At the bottom we have the basics - the quality has to be enough to do the 
job for them. Even with concern around pricing and the economy, product 
quality is the king for consumers. Our research showed that 64% percent 
of consumers ranked quality as the most important feature from a brand, 
forming the base of the pyramid. They are willing to pay the extra dime for 
high quality items that will last longer. This brings price into play. Quality and 
price are rarely considered entirely in isolation, meaning that brands need 
to also offer competitive pricing to appease these bad economy survivors. 
Especially when according to our research, price was valued as first or 
second most important by 43.5% of consumers. Furthermore, 51.3% of female 
respondents value pricing as a top priority when it comes to purchases. It’s 
important that brands pay attention to this as women make 70% of major 
financial decisions for themselves and their families.

Our research found that in order for brands to keep 
the fire ablaze, they need to understand how the 

conscious consumer engages with brands on 
both a short and long-term basis. In fact, the 

research found that consumers require brands 
to address both simultaneously. Brands can’t 

afford to ignore either path of engagement 
without risking losing customers to the 

competition.

The New Consumer Hierarchy of Brand Needs  

Maslow’s 
hierarchy of needs

And last but not least, at the top is actualization, a kind of consumer zen garden where they get the products 
they want from the brands they trust and share an affinity with. They want to know that the company they are 
buying from are trustworthy and upstanding with 54% of consumers surveyed ranking that as the fifth most important 
value from a brand. The idea of brand authenticity has been big since the recession and, while consumers don’t 
cite it as fundamental in the moment of purchase, it certainly plays a role in medium and long-term consideration. 
We’ve seen heritage brands playing the nostalgia card, and bringing a back-to-basics tone to their marketing. 
This could even been seen in Trump’s 2016 campaign channeling the ‘glory days’ in its campaign slogan ‘Make 
America Great Again.’ 

The middle tiers of our new hierarchy become more choice-based, reflective of the digital age and 
convenience-oriented consumer preference. Consumers need the items to be readily available with convenient 
delivery options with 58% of respondents ranking these as the second and third most important expectations from 
a brand. If the options offered are not suitable, the end result is unlikely to be a completed transaction. 

Product Quality 

Perceived Value/Trust

Availability/Ease of Obtaining 

Price

Brand Morals  

https://www.forbes.com/sites/bridgetbrennan/2017/01/31/why-has-womens-economic-power-surged-five-stats-you-need-to-know/#7036856a9562
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Equally, they want their brands to behave well to earn that affection. 20% of consumers reported being turned off 
by shady business practices. Good behavior doesn’t always translate to taking a vocal stand on societal or political 
issues. The majority (60%) of consumers reported little appetite for brands to serve political content regardless of 
how highly they value its morals.

5

Long Term: Making A Deposit in the 
Consumer Brand Relationship Savings Account

How many chances do you give a company to make a mistake? (by age) 
  

55%

 of consumers asked said 

that they give brands only 

one chance for a mistake 

before moving on

While 71% of the surveyed consumers claim to make decisions and engage with 
brands on a primarily rational basis (price/promotion/product), they look more 
favorably on brands and allow for more mistakes when they like a brand. 55% 
of consumers asked said that they give brands only one chance for a mistake 
before moving on; the treasured and potentially high-value millennial segment 
is the most unforgiving, with 40% more unwilling to forgive. However, once 
Millennials like your brand, they are much more patient. Where they have an 
established affinity, over a quarter (26%) reported that they would be willing 
to forgive an error (compared to just 20% without a pre-existing relationship). 
Additionally, the research uncovered that the higher the consumer household 
income, the more likely they are to ditch a brand. 36% of consumers surveyed 
with a household income under $25,000 are willing to give brands multiple 
chances whereas 54% of consumers making between $75,000 and $200,000 are 
less willing to forgive. 
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None: if the product 
or service doesn’t 

deliver first time 
I’ll take my dollars 

elsewhere

1: to err is human 
(but they have to 

fix it quickly)

2 - 3: I give brands 
I like the benefit of 

the doubt

4 or more: 
patience is 

a virtue
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I always choose the cheapest product, regardless of brand
I would pay up to 5% more for a similar product from a higher end brand/store
I would pay up to 10% more for a similar product from a higher end brand/store
I would pay more than 10% more for a similar product from a higher end brand/store
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I always choose the cheapest product, regardless of brand

I would pay up to 5% more for a similar product from a higher 
end brand/store

I would pay up to 10% more for a similar product from a 
higher end brand/store

I would pay more than 10% more for a similar product from 
a higher end brand/store

What value do you place on a brand or label?  

The findings suggest that the need for an engaging brand narrative and story might be overstated for the short term, 
transactional relationship, but that brands would be unwise to overlook it completely. 

For example, by leveraging historical location and contextual data, brands can target consumers when 
they are receptive to longer form messaging and content while at home - keeping the price/product/promotion 
messaging for active shopping periods. A key example of this is if a brand has observed a consumer exploring 
different auto dealerships. It’s likely that they are looking to purchase a new vehicle. When they are home (and 
connected to Wi-Fi), brands should serve them content (like videos) around how affordable a car insurance policy 
can be vs. while they are walking around connected to GPS whereby engaging with longer form video content is 
less likely. The conscious consumer won’t be swayed to convert in the short term as a result of it, but it will impact the 
future relationship as the brand is providing value to them. Think of it as making a deposit in the consumer/brand 
relationship savings account that can be drawn against to mitigate future brand mishaps. 

And even better-- although most consumers are hunting for bargains-- the higher that consumers regard a brand, 
the more they are willing to pay for the product. 50% of consumers surveyed would pay up to 5% more for a similar 
product from a brand that they saw as higher end. In short, brands need to start making those deposits to start 
raising the bottom lines.
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64% 6%

7%

23%

I research the top brands of that category
I go to social media for inspiration - I trust my community more than commercials
I dig into the brand’s values before pulling the trigger
I compare prices and offers before I commit
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How and where do you engage with brands while shopping for new products?  

How much do you spend on impulse purchases per week?
(“impulse” as under 24 hours from product discovery to purchase) 

I research the top brands of that category

I go to social media for inspiration - I trust my 
community more than commercials

I dig into the brand’s values before pulling the trigger

I compare prices and offers before I commit

The research revealed that 83% of respondents make multiple, low value impulse purchases, while almost a fifth 
(17%) spend more than $50+ a week on impulse. Significantly for brands, 69% of the respondents research and price 
compare (and, importantly can be swayed) right until they make the payment.

Short Term: It’s Not Over Until the Card is Swiped
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Furthermore, while consumers are doing research before transaction - 33% of the respondents claimed they would 
switch to another product that appears to be of similar quality but cheaper. And 28% of respondents claimed they 
would switch if they know that the product will save them money in the long run. 

With the average consumer spending  $226 a week on discretionary purchases, this presents significant opportunity 
for brands to attract short term ‘wins’ by engaging at the right time and right place with relevant and compelling 
messaging. While this is a common practice in the digital world and old retail playbook, brands might not realize how 
long of a window they have to influence the customer. The new consumer can be influenced until the transaction 
is made. 

One way to determine the best moment to reach out to a potential consumer is to look at location insights to 
determine where they are in the path to purchase. With over 90% of retail purchases still happening in-store, brands 
should be leveraging location insights, in real-time to target consumers as they are leaving home for the store or 
planning their trip. Retailers should be thinking about if the consumer will be receptive to brand messaging in the 
moment based on where they are or what mobile connection they are on. If brands are able to provide value at the 
right time, they have a greater chance at swaying them last minute. But they should also pay attention to historical 
location data for profiling to infer future consumer behavior. By using historical location data and purchase history 
data, brands can understand that consumer that is about to go to the store is a mother and previously bought, say, 
a competitive product and therefore would respond well to a last minute communication that provides immediate 
value to her--a discount on baby formula-- something that the brand knows the consumer wants and can use.

The effectiveness of using historical location data to target at the right moment can be seen in a campaign that 
Blis ran.

Targeting Solutions:
Blis first identified devices seen at the club store locations within the past 30 days using GPS, WIFI and Beacon location 
technology. We layered on purchase history data from Oracle’s Data Cloud to refine the audience to those who 
have previously purchased body wash, body soap, or competitor products. 
By working with PushSpring, we were able to identify devices with the club app installed and retargeted both groups 
of shoppers when seen near a club location or at home connected to WiFi  where the audience is known to typically 
plan out larger wholesale purchases. 

Results:

The campaign objective was to drive dual purchase consideration and 
sales of Body Wash and Body Soap products at the club’s stores. 

Major Retail Club Store: 
Body Wash & Body Soap

https://www.bls.gov/news.release/cesan.nr0.htm
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Are you willing to share more information it if 
guarantees more personalized content and offers? 

Today’s consumers are aware of their trump card - the value of their own data - but they are willing to exchange it 
for promotions, product previews or price drops. In fact, 65% of respondents would share their personal information 
to get savings or find out about new products demonstrating that, although they do know the value, convenience  
is more important. 
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This will especially come to light as consumer data 
protection laws such as GDPR spread into more markets 
and consumers have to opt-in to share data. Brands will 
need to showcase that value to earn consumer trust 
and get the information they need to convert them into 
customers. 

Although GDPR doesn’t go into effect until late May, 
we’re expecting to see consumers willing to share 
information if it helps them get better deals. 

 is a legal framework that sets guidelines for the 

collection and processing of personal information 

of European Union citizens individuals. 

The General Data 
Protection Regulation (GDPR)
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Do you consider yourself more or less 
brand loyal than five years ago? 

Male vs. Female Consumer

How many chances do you give a company to make a mistake? (by gender)

MoreLess

Female

Male

This is not to say that all consumers will react to the same 
formula and that brands should target them similarly. 

In fact, brand sentiment is very different between the 
two genders especially with regard to brand loyalty. 
Although the research presented that 52% of consumers 
claim to be more brand loyal than five years ago, females 
considered themselves far less loyal than men - 67% of the 
respondents answering less loyal identified as female.  In 
contrast, the men made up the 33% of respondents who 
felt less loyal. Additionally, 66% of the women respondents 
are more likely to take dollars elsewhere if a brand makes 
mistakes and are less forgiving than men (59%). This 
means that for brands, the path of least resistance when 
engaging consumers is via men.
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Blis has run real-world brand campaigns that align with these research findings, where brands are seeing a higher 
conversion by men. For example, a health-focused CPG brand saw males convert at a rate of 0.66% whereas females 
were at 0.49%. Additionally, males converted almost twice as much as females for an automotive service brand 
campaign that looked to drive car owner traffic to their locations.  Another example can be seen in a campaign 
driving awareness and application submissions for a state university which saw men convert at 0.23% and women at a 
lower 0.16%. It’s not to say that men always convert more, but for struggling brands looking for quick wins, according 
to the research and some past campaigns, making a play to appeal to men will likely deliver quicker returns. 

None: if the product 
or service doesn’t 

deliver first time 
I’ll take my dollars 

elsewhere

1: to err is 
human (but 

they have to fix 
it quickly)

2 - 3: I give 
brands I like the 
benefit of the 

doubt

4 or more: 
patience is 

a virtue
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What’s the New Playbook?
Given consumer sentiment, as established from our research and the new digital retail landscape, the rules of the 
old retail industry are out. But what are the new rules? 

Actually, there are no hard and fast rules anymore.  The idea of a ‘playbook’ giving marketers fixed tactics for defined 
situations that can be controlled is now obsolete as consumers hold more cards than ever. As any card player knows,  
the more cards you have, the more the odds swing in your favor.  If the purpose of the old retail playbook was all 
about tactics to engage, our research gives overarching strategic guidelines that a brand must understand and 
respect before being allowed to ‘play’ with the consumers who have the advantage now. 

These are the new guidelines for brands to create short term wins and long-term relationships.

1) Brands still need to create and maintain engaging brand narratives - to create and support positive brand 
relationships especially with consumers being less loyal and forgiving than ever. Mistakes happen so brands need 
to be prepared. 

2) Consumers can be persuaded until payment - Meaning that brands need to be reaching them at the right 
time and place with the right messaging. The best way to do this is to have location insights to determine where a 
consumer is in the path to purchase and target them in real-time. 

3) Targeting in the Moment is Great but Don’t Forget About HIstorical Location Data -  By using historical location 
data and purchase history data, brands can better understand who the consumer is, what interests them and what 
will resonate. 

4) Brands can continue requesting personal information for targeting -  even with the techlash around the collection 
of personal data, consumers will give you their information as long as the messaging is helpful to them. They want 
you to send them information about product deals and offers. Take advantage of it. 

5) Information about brand products needs to be readily available and easily accessible for consumers - as they 
are locked on their devices looking for the best deal. While community references are still influential, they aren’t 
going to cut it for brands anymore -- they need direct information from the source on quality and price and to have 
it front of them while they are researching. 

6) Reward your loyal customers - with 30% of consumers listing un-rewarded loyalty as a big pet peeve, brands 
should be leveraging programs to keep customers incentivized to buy. Many businesses have found access with a 
good customer loyalty program- think of Starbucks app stars.

7) Men are the path of least resistance but women tend to make the financial decisions - this knowledge should help 
brands understand who to target and with what content. Men are a more loyal demographic and will probably 
respond better to brand messaging but women will likely  need to feel like she’s getting a good deal to give her 
card over.

By following these guidelines, retail marketers can find success in interacting with consumers and converting their 
efforts to sales. To go a step further, however, retail marketers must make sure to make investments in both short term 
wins and long-term relationships to effectively reach consumer hearts and wallets.  Realizing that consumers can 
be swayed until after the payment is completed is a huge opportunity for brands to get in front of new potential 
customers but on the other hand, brands need to be concerned for the long-term health of the brand/consumer 
relationship. Consumers allow for more mistakes when they like a brand but want their brands to behave well to 
earn that affection, therefore, creating an engaging brand narrative isn’t getting ripped out of the playbook.

To effectively leverage these new plays in the retail playbook, retail marketers must employ a location-based 
approach to gain a full picture of the consumer.  By understanding where actual consumers are in their journey to 
purchase-- through contextual analysis and location data, marketers are able to create a single customer view for 
each shopper. 

Now, with these holistic views of consumer behavior, retail marketers can survive the  industry shift to the smart, 
conscious consumer. Keep the new consumer hierarchy in mind, brands can understand what drives this new 
customer and keep the  passion blazing.
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About / Contact
Blis is the global pioneer in location data. Our proprietary technology and platform helps agencies and brands use 
location data to better understand consumer behavior, allowing for effective targeted advertising to drive business 
outcomes. We believe that where you go defines who you are, and advertisers must capitalize on these insights for 
meaningful marketing experiences across devices. Our technology filters and scales location data, giving advertisers 
access to the most accurate location events, location data, and unique devices. The data is then applied across 
the apps that matter most to their consumers for targeting based on rich insights. Clients are supported by our 
location experts or can work in an agnostic service model of their choice. Since creating the world’s first location 
data technology platform in 2004, Blis has grown to be a global company with 17 offices across 5 continents. Blis’ 
clients include all major holding companies as well as leading brands in top verticals including Samsung, McDonald’s, 
HSBC, Mercedes Benz and Peugeot.
 

/blisglobal hello@blis.com/blisglobal/blisglobal

https://www.facebook.com/BlisGlobal
https://twitter.com/BlisGlobal
https://www.linkedin.com/company/blisglobal/
mailto:hello%40blis.com?subject=

