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Introduction 

As smartphone adoption in the U.S. soars, retailers 

are investing in mobile technologies to increase store 

sales.  These new technologies have the potential to 

redefine the shopping experience.   For retailers, the 

stakes are high; a successful mobile strategy could 

mean new customers, increased revenue, and a 

competitive advantage, while a failed strategy could 

result in the loss of market share.  This presents an 

opportunity for consumer packaged goods (CPG) 

companies to help retailers maximize the advantages 

of mobile applications.   To do so, CPG companies 

must first understand how retail partners view 

mobile technology, and how this technology is 

changing the way retailers market and promote 

their products.    This information will enable CPG 

companies to support retail partners and drive sales 

of their brands within store aisles.  

Preparing for the Smartphone “tipping point”.  
Don’t Let Retailers “Go-it-Alone” 

Retail leaders believe mobile technology development 

is in its early stages.  While the percentage of 

smartphone users has increased dramatically from 

2009 to 2010 (from 17% of US mobile users to 31%, 

according to Nielsen), smartphone usage has not hit 

the “tipping point” defined by rapid, widespread 

adoption by the mass population.   The day, 

however, is coming soon, with many industry leaders 

predicting that the major transition to smartphones 

will occur in 2011 through 2012.  In anticipation, 

leading retailers are developing mobile marketing 

teams of hand-picked employees from across the 

organization.  CPG companies will need to build 

As the rate of smartphone adoption 

in the US rapidly increases, mobile 

technology and applications have the 

potential to permanently alter the 

way consumers purchase fast-

moving consumer goods 

(FMCG)These changes provide an 

opportunity for CPG companies to 

support retail partners while 

enhancing brand promotion and 

marketing efforts.    

In this whitepaper, Maia Strategy 

Group shares valuable insight 

gained from one-on-one interviews 

with retail thought leaders from 

Drug, Grocery and Big Box channels 

regarding the future impact of 

mobile technology on the retail 

shopping environment.   
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relationships with these teams to effectively support mobile efforts. 

 

As a first step in mobile strategy development, 

many retailers across Drug, Grocery and Big Box 

channels have created applications for in-store 

shoppers.  These applications are linking the 

digital world with the “brick-and-mortar,” and 

are designed to assist shoppers in locating, 

navigating, and shopping in physical stores. 

Store app functionality goes well beyond “locate a store” or other standard 

web features.  For example, Target’s store application for iPhone and 

Android phones allow shoppers to scan bar codes with their built-in camera; 

once scanned, the user has access to 

product details and customer reviews.   The 

shopper can then add the product to a 

custom shopping list, or upload it to a gift 

registry.   At Home Depot, customers are 

able to access store inventory information.  

If a product is out of stock, customers are 

able to check availability at other locations.   

For drug stores, mobile apps are being used 

to simplify the prescription retail and photo 

ordering processes.  CVS pharmacy 

customers, for 

example, can 

refill 

prescriptions, 

check 

prescription order status, and view history via an 

iPhone application.  Walgreens’s store app allows 

photo customers to order prints directly from 

their phone. 

And for grocery retailers, consumer interest in 

healthy foods and nutrition can be met by custom store applications.  For 

Mobile usage will be a very quick 

ramp up, but smartphone adoption 

has to occur.  That will literally take 

months or a small number of years 

until we’re well past the tipping 

point in adoption.  Then retailers 

have to come up with applications 

that are sufficiently powerful, so 

that customers want to use them. 

.And that’s fundamentally the 

problem 

--Head of Multichannel Marketing, 

Big Box Segment 
Mobile is still largely a shopping 

aid for the customer.  It isn’t 

necessarily a sales channel.  We’re 

really focused on mobile in support 

of sales in the stores  

--Head of Multichannel Marketing, 

Big Box Segment 

By 2012, it is estimated that 
over 150 million Americans 
will have a smartphone 

Sources:  The Nielsen Company and CTIA-The 
Wireless Association 
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example, Supervalu has an app named Nutrition IQ that allows shoppers to 

make shopping lists, balance their food groups and learn more about healthy 

foods. 

Product Content is King.  Help the Retailer Help You. 

Retail leaders interviewed emphasized the importance of offering CPG 

shoppers product information (including reviews, product 

descriptions, and product benefits).  This information can then 

be accessed in the aisle by smartphone users, either by 

scanning the standard bar code or by snapping a picture of a 2 

dimensional “quick response” (QR) bar code which directs the 

customer to promotional sites.    

For example, D’Agostino Grocery in New York City recently 

took part in a pilot promotion with 

Delverde pasta.  QR bar codes 

placed in the pasta aisle directed 

shoppers to a web site where they 

could access Delverde recipes and 

wine pairings.  

Retail leaders note that the content provided by 

CPG companies does not have to be overly 

complex or sophisticated. Written product 

descriptions and product images are helpful; video 

content consisting of short clips and a product 

explanation can be a key differentiator for 

shoppers choosing among a shelf lined with 

shampoo or spray cleaners.   Interviewees 

emphasize that video content should be designed for mobile phone viewing – 

i.e., short, professionally filmed clips demonstrating product usage. 

The more content CPG 

manufacturers can provide on 

their product to the retailer, 

the better.  Basic product 

descriptions communicated in 

consumer-friendly terms are 

most important.  And then 

video that talks about product 

usage, features and benefits 

--Head of Multichannel 

Marketing, Big Box Segment 

“Marrying the online experience with the tactile and visual in-store 
experience is the golden ticket”   

--Marketing Director, Special Products, Grocery Segment 
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Virtual Couponing and Daily Deals are the Trend.  
Move Fast or Move Out. 

Retail leaders name electronic couponing as one of 

the most immediate, and effective, means of driving 

shoppers to the store.   Stores are developing their 

own coupon applications, and linking their stores 

with third-party applications which allow consumers 

to access hundreds of coupons.  One of the most 

innovative third-party couponing applications is 

Cellfire, which allows users to save manufacturer and 

store coupons to their smartphone or store discount 

card.  The program eliminates coupon clipping and 

organizing, attracting a younger generation of 

shoppers who are interested in saving money 

without the traditional “paper and scissors” method.  

When scanned at the check-out, coupons saved to 

the store discount card will be automatically applied.  

Enrolled Cellfire shoppers also regularly receive new 

coupons via Twitter and Facebook posts.  These 

coupons can be easily forwarded to friends via social 

media, allowing manufacturers to reach both the 

shopper and the shopper’s social network.    

Retail leaders predict that in addition to changing the 

way consumers access coupons, mobile technology 

may change shoppers’ expectations for discounts 

and sales.  Traditionally, in-store discounts and 

manufacturers’ coupons are available for a period of 

several days to several weeks.  With the advent of 

“daily deal” sites such as Groupon and Living Social, 

consumers are becoming accustomed to making quick decisions (i.e., less 

than 24 hours) regarding product deals.  Retailers predict that customers 

may become used to this standard, and will be less likely to respond if the 

deal is offered for too long.  In this vain, many retail chains are partnering 

People get sick of things, or they 

think “Oh, it’s out there for four 

weeks, I’m not going to hurry.”  

We need more quick call-to-

action to adapt to the mobile 

world.  Like Groupon, they give 

you an offer for that day and if 

you don’t get it, you miss it.  

People are getting more and 

more trained to think, “If I’m 

going to buy something I’m 

going to buy it now, otherwise 

I’ll miss it.” 

-- Category Merchandising 

Manager, Grocery    

Right now manufacturers give 

us offers we can run for two 

weeks, but we need something 

that we can run this day, take it 

down, then maybe run it again 

in a week.  We need to have a 

second and third thing that we 

can run in quick succession.  It 

has to be much more on the fly 

than what they are now.    

--Merchandising Manager, Drug 
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The “Google Effect”  

with CPG firms to offer a mobile daily deal that demands an immediate call-

to-action from the customer. 

Mobile Apps Leads to Data which Leads to 
Better Consumer Marketing 

Retail leaders are also keenly aware that 

mobile technology generates a significant 

amount of valuable data regarding shoppers’ 

decision-making process.   

CPG companies can support retailers by 

providing assistance in collecting, analyzing 

and interpreting data.  This information can be 

used by both the CPG firm and the retailer to 

develop new in-store communication 

strategies.  For example, a shopper who uses 

a smartphone to access product information 

about a new “green” kitchen cleaner might be 

immediately sent an in-store coupon for the 

product, as well as recommendations for other 

“green” cleaning products.  Product marketing 

designed to communicate with shoppers in the 

store is not a new concept.  In the past, 

however, in-store communication has been 

limited to on-shelf coupon dispensers, sampling areas, product displays and 

the occasional interactive touch screen monitor.   With mobile apps, retailers 

are developing the ability to send information, coupon offers, and 

suggestions to a shopper, which can encourage cross-category promotion 

and impulse purchasing.  

Redefining Self-Checkout:  Be Prepared for New Store Layouts 

Mobile technology will change the way consumers physically shop.  In 

approximately half of Stop & Shop and Giant supermarkets in the Northeast, 

a mobile device attached to the shopping cart allows shoppers to scan and 

bag their own groceries as they move through the aisles.  The screen keeps 

Google is the undisputed leader in 

online advertising.  Via user search 

data, Google provides marketers 

with the ability to reach online 

audiences with highly targeted 

messaging.   

 With the announcement of Google 

Wallet, a mobile payment 

application that allows shoppers to 

pay via a cell phone, Google will 

have access to in-store purchasing 

data.  Maia believes that Google 

may use this information to 

develop more effective, highly 

targeted online advertising and 

consumer profiling.   
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track of purchases made, and electronic coupons are delivered automatically 

to the device every few minutes.  A customer that purchases baby food, for 

example, could receive a coupon for diapers.  This technology, developed by 

the company “Scan It,” could be adopted in the future to run on mobile 

phones.  Groceries are now testing software which allows shoppers to 

download Scan It software directly to their phones.   

Widespread adoption of mobile check-out technology could have significant 

repercussions for CPG companies and retailers, who are accustomed to 

traditional store layouts with Point-of-Purchase displays and check-out 

stations at the front of the store.   CPG companies who work closely with 

retailers on planograms and product placement should be aware that the 

traditional models may no longer hold.  Market research based upon 

“standard” store layouts could quickly become outdated, leaving CPG 

manufacturers with the task of developing merchandising strategies for a 

new paradigm.   

So What? 

Within the US, we are reaching a smart phone adoption “tipping point;” it is 

expected that by the end of 2011, more than half of US mobile subscribers 

will have smartphone contracts. Thought leaders within the retail channel 

recognize that developing a mobile technology strategy is a necessity.   The 

right choices could increase store traffic and sales per customer; the wrong 

ones may lead to lost customers and a significant competitive disadvantage. 

For FMCG companies, it is critical to communicate with retail partners during 

these early stages of investment and decision-making.   Product managers, 

category managers, merchandisers, and marketing teams need to 

understand the mobile landscape from the lens of the retailer.  This view will 

help CPG companies support retail partners and plan for the future.  CPG 

firms must be willing to take risks to quickly and frequently try new mobile 

apps in partnership with retailers.  Small risks now can prevent a much 

larger future risk of falling behind competitors and missing new 

opportunities.   
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 Mobile technology is in the early stages of development, and evolving 

quickly.  Engaging mobile retail partners’ mobile marketing teams is the 
key to future planning and preparation.  Don’t let them “go-it-alone.” 

 
 Many retailers are developing store applications which aid in-store 

shoppers in finding products and making purchasing decisions. CPG 

companies can support these efforts by providing fresh content and 
short product videos  

 
 CPG firms need to provide more frequent, short-term promotional 

coupons.  Virtual couponing and short-term deals are effective mobile 
tools which can produce an immediate response from shoppers.  
 

 Mobile apps produce valuable data that can be used to guide marketing 
and promotional efforts.  CPG companies should work with retailers to 

collect and interpret this data 
 

 Virtual check-out technology has the potential to change the way 
customers shop and pay.  CPG companies need to prepare for a new 

store format 
 

  

Key Takeaways for CPG 
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Study Methodology 

Study findings are based upon in-depth, one-one-one phone interviews with 

employees from leading retail chains in Grocery, Drug and Big Box 

segments.   These conversations focused on mobile applications, mobile 

marketing, and future retail trends integrating new mobile technologies.  The 

views and opinions expressed therein are those of the individual 

interviewees and do not necessarily represent the views and opinions of 

their employers.   

Representative Companies include: 

 Walmart 
 Walgreens 

 Rite-Aid  
 SuperValu  

 Giant Eagle 
 

Sample Titles include: 

 Category Manager, Ecommerce 

 Head of Multichannel Marketing 
 Marketing Director, Special Projects 

 Marketing and Category Merchandising Managers 
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